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ABSTRACT
Consumer purchase decisions are emotionally laden, where strong emotional 
attachment to a brand can result in advocacy and loyalty beyond reason. In a 
competitive market place where organisations vie for consumer’s share of wallet, 
brand love is potentially a powerful factor in explaining variations in loyalty. Brand 
love is an emerging concept in the marketing and consumer behaviour literature, 
without agreement as to definition or impact. Therefore, this thesis seeks to 
understand brand love and investigate its impact on loyalty using interpretive and 
confirmatory analysis. 
Already, marketing and brand managers attempt to create passionate brands 
that consumers feel an emotional connection to, through the use of emotive 
advertising, where sport teams, sport leagues, and athletes generate strong 
passionate emotions in consumers. In this way, the sport industry is an exemplar 
context in which to investigate the concept of love. Through a detailed review of the 
literature on love in the area of psychology and the emotional attachment of 
consumers derived from the sport management field, this research aims to develop a 
greater understanding of what it means to love a sport team. Sport teams attract a 
variety of fan types where the love a consumer has for their team potentially differs 
among these fan types. As such, understanding how love is manifested in sport 
consumers and additionally exploring the variations in brand love for each fan type 
will further assist in refining the definition and conceptualisations of brand love. The
primary purpose of this thesis is to explore the construct of brand love; its 
composition, structure and dimensionality, its potential antecedents and possible 
relationships with loyalty outcomes. The context for the research was the sport 
industry, with a focus on one case study organisation, a national sporting league 
based in Australia. More specifically, the focus was the brand portfolio the sport 
league represents: the teams. The consumers of the case study organisation 
represent varying fan types and thus, offer a scope for investigating varying degrees 
of love. 
The use of a mixed-method research design can provide a more 
comprehensive understanding of a research problem as it permits multiple 
methodologies to investigate the same phenomenon. The multi-level procedure 
assists in the development and refinement of constructs, where exploratory research 
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was conducted to understand the manifestation of love in sport consumers. Prior 
research omitted the important exploratory work needed to understand person-brand 
relationships. In doing so, previous studies are unable to demonstrate a true 
understanding of the brand love concept from the consumer perspective. To 
overcome this, the current thesis explored what love is and is not in the eyes of the 
consumer by conducting sixteen in-depth interviews and two group interviews with 
sport consumers. Results provided a detailed insight into the emotions and feelings 
of love towards a team from the consumers’ perspective. Whilst the results 
highlighted concepts of the brand love construct previously identified in the literature, 
there were a number of differences in terms of language and inherent meaning of 
terms that also differed between the fan types. The interviews were critical in 
identifying appropriate language and dimensions of the brand love construct and an 
insight into how love for a team is developed. In line with the exploratory results, 
brand love was conceptualised as a multi-dimensional reflective construct. It was 
operationalised as consisting of: commitment, intimacy, passion, and anger. 
The conclusive phase of the research is concerned with investigating the 
relationships between the concepts in order to give light to human behaviour. In 
addition, to determine the impact of brand love on loyalty through developing a scale 
by which to measure brand love. A quantitative research method was employed, 
specifically a structured questionnaire. Data was collected from sport consumers 
during three studies. Throughout Studies 3-5, coefficient alpha, exploratory factor 
analysis, confirmatory factor analysis, correlation analysis, composite reliability, and 
discriminant validity were all used to examine the reliability and validity of the brand 
love scale. The results indicate that brand love, and its dimensions, are a robust 
multi-dimensional construct with good psychometric properties and explanatory 
power. The final brand love construct was a multi-dimensional construct reflected by 
the three dimensions of commitment, intimacy, and passion. 
Beyond the construct of brand love, the results suggest that brand love is a 
significant driver of loyalty outcomes (behavioural loyalty, word-of-mouth, attitudinal 
loyalty). Furthermore, the results imply that sport brand associations play a role in 
driving brand love. Specifically, the dimensions of benefits and attributes were 
explored. Benefits were found to be a significant and positive driver of brand love. 
Whilst attributes was a positive driver of brand love, this relationship was non-
significant and therefore benefits play a greater role in developing brand love in sport 
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consumers. Prior research provides evidence that brand personality plays a 
significant role in developing loyalty in consumers. However, the results from the 
current study suggest that whilst brand personality is a significant predictor of loyalty 
outcomes, findings demonstrate that there are other factors driving loyalty beyond 
brand personality which are potentially more important for marketing managers to 
focus on. In the absence of brand love, brand personality has a substantial impact on 
loyalty. The results of the analysis conducted to explore the differences in fan types 
suggested that overall Fanatical consumers differed from both Devoted and Casual 
consumers. Whilst Devoted and Casual consumers displayed statistical differences 
for just two constructs: brand love and benefits. These results imply that in many 
ways Devoted and Casual consumers are indistinct. Therefore, a consumer’s fan 
type was found to affect the propensity of consumers to develop strong emotional 
connections (brand love) to their team and the benefits attributed to the team such 
as feelings of escape from everyday life, holding extensive knowledge about the 
team, and having fond memories related to the team. 
The results from this study make a number of important contributions. In 
conceptualising and operationalising brand love, this thesis addresses the scarcity of 
exploratory empirical investigations of brand love. Specifically, this research provides 
an understanding of the dimensions of brand love and the items found to measure 
them and advances them to person-brand relationships. In this way, this research 
advances the current conceptualisations and operationalisations of brand love. A 
primary contribution of this thesis is the establishment of an empirical relationship 
between brand associations, brand love, and loyalty. The combination of sport brand 
associations, together with the brand love constructs, provides a holistic framework 
that seeks to explain, rather than simply describe, differences in loyalty outcomes for 
sport consumers. In addition to examining the relationship identified within the 
conceptual model, this thesis also contributes to the understanding of sport fan 
typologies. Thus, overall, this study makes a substantial theoretical contribution to 
the development and measurement of the brand love construct and the impact of 
brand love on loyalty outcomes. Finally, this thesis contributes to knowledge by 
investigating brand love in a new domain in a novel application of methods that has 
both theoretical and practical value and demonstrates the importance of brand love 
in explaining variations in loyalty outcomes.
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CHAPTER ONE: INTRODUCTION
1.1 Background of the Research
Developing new knowledge in understanding how strong brands stand out 
from the crowd has never been more important to organisations. In an increasingly 
competitive marketplace creating a strong brand provides a point of differentiation to 
consumers and assists with purchase decisions. A favourable brand, in the mind of 
the consumer, can provide a perception around the quality and potential satisfaction 
with a product or service prior to purchase (Keller, 2008). In essence, a strong brand 
endorses the products and services it is associated with. A strong brand or brand 
name can provide a signal to consumers of the quality of product or service,
particularly important with experience goods where the quality of the experience is 
unknown until after consumption (Janiszewski, Kwee, & Meyvis, 2002). As such, a
strong brand is an organisation’s most valuable asset (Kaynak, Salman, & Tatoglu, 
2008). The result of a strong and well managed brand is evident when the value of 
the brand exceeds that of any of the organisation’s tangible assets, (Neal & Strauss, 
2008). From the consumer perceptive the value of a brand is realised when the
brand is seen to offer a consumer unique attributes other brands do not. This brand 
perception extends to the consumers’ willingness to pay extra for a particular brand 
above and beyond alternatives (Keller, 2008).
Beyond offering a point of differentiation from competitors, brands have also 
been shown to elicit strong emotional responses from consumers. It is argued that 
consumer purchase decisions are emotionally laden, either consciously or 
subconsciously (Roberts, 2005). In this way, strong emotional attachment to a brand 
or product can result in advocacy and loyalty beyond reason (Pawle & Cooper, 2006; 
Roberts, 2005). A brand that is able to develop a strong emotional attachment with 
its consumers, according to Roberts (2005), has been referred to as a Lovemark. A 
Lovemark moves beyond emotional attachment, where the key ingredients of a 
Lovemark are love and respect (Pawle & Cooper, 2006). Strong emotional 
attachment includes love. However, as the strength of attachment can vary, 
emotional attachment can exist in the absence of love. If the purpose of a brand is to 
act as a point of differentiation from competitors whereby a consumer perceives the 
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brand to be uniquely valuable, then developing feelings of love towards a brand may 
assist in this purpose.
Love has predominantly been explored in the psychology literature, 
specifically in relation to person-to-person relationships. Most notably, Sternberg 
(1986) developed a triangular love theory proposing love as the culmination of 
intimacy, passion and commitment towards another person. Sternberg’s (1986)
theory of love has since been extended beyond person-to-person relationships, to 
person-to-object and person-to-brand relationships where love has been explored in 
consumer research and dubbed brand love (e.g., Ahuvia, 2005; Batra, Ahuvia, & 
Bagozzi, 2011; Shimp & Madden, 1988). Shimp and Madden (1988) argued that 
consumers interact and form relationships with objects and brands in a similar 
fashion as developing person-to-person relationships. Based on this line of 
reasoning, the feelings a consumer has towards an object or brand can range from 
antipathy to its polar opposite, love (Shimp & Madden, 1988). Brand love is an 
emerging concept in the marketing and consumer behaviour literature and to date 
there are limited empirical studies that have explored the manifestation of love of a 
brand. Therefore, this thesis seeks to build upon the established definitions of brand 
by providing an understanding of brand love. The sport industry is an exemplar 
context in which to investigate the concept of brand love. Sport, specifically sport 
teams and athletes, generate emotive responses from consumers that are stronger 
than that of any other industry (Couvelaere & Richelieu, 2005; Underwood, Bond, & 
Baer, 2001).
1.2 Research Context
1.2.1 Sport
The sport industry encompasses all “sport related products – goods, services, 
places, people and ideas – offered to the customer” (Pitts, Fielding, & Miller, 1994, p. 
176). Sport is defined by a set of characteristics: “it has set and defined rules; it is 
highly organised; it is playlike in nature and is based on physical prowess; it depends 
upon specialised facilities and equipment; it involves uncertainty of outcome based 
on skill, strategy and chance; and competition, cooperation and conflict form the 
basis of the sporting contest and sporting leagues” (Shilbury & Deane, 2004, p. 12).
A sport product encompasses sport as a spectator product (such as watching a 
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tennis match); participation product (participating in a community basketball game); 
promotional merchandise to promote a sport organisation or sport team (e.g., logo t-
shirts and scarves); equipment and apparel (such as cricket uniforms or a cricket 
bat); sport facilities (design and construction of a new stadium); recreational activities 
(e.g., mountain biking or horseback riding); management and marketing professional 
services (such as management of athletes or the marketing of a fun run); business 
services (e.g., golf course care and maintenance); and sport media businesses (e.g.,
trade/industry magazines, television shows and companies, radio shows) (Pitts & 
Stotlar, 2002).
Over the past 50 years the sport industry has grown exponentially. This 
growth is attributed to an increase in the variety of sports played, professionalised 
leagues for competition, rising numbers of teams, and ultimately new sport events 
and the array of sport related television, radio and internet programmes available 
(Park, Mahony, & Yu Kyoum, 2011). With an increase in popularity of sport and a 
greater number of sport entertainment options available, competition within the sport 
marketplace is aggressive (Mahony, Madrigal, & Howard, 2000). Sport organisations 
compete for consumers’ time and share of wallet with other leisure activities beyond 
the sport arena (Shilbury, Quick, & Westerbeek, 2003). Consequently, sport has 
evolved from amateur leagues and team based activities to a highly professionalised 
sector (Shilbury et al., 2003). Sport teams and leagues are increasingly being 
managed by business individuals, operating as professional firms and moving away 
from the traditional amateur collectives, or board and ex-player structures (Andrews, 
2000; Bauer, Sauer, & Schmitt, 2005). As sport organisations become more 
professional they have adopted savvy business practices and employ the services of 
skilled marketing managers dedicated to developing strategic plans for reaching the 
sport consumer (Couvelaere & Richelieu, 2005).
The brand concept has since been applied in the sport context where sport 
teams, sport leagues, sport events, and athletes are viewed as brands. Ross, 
James, and Vargas (2006) argued that for services, such as sport teams, the 
organisation is the primary brand and the game is the main product. Couvelaere and 
Richelieu (2005, p. 24) contend sport teams “have established themselves as brands 
in their own right” citing the success of teams such as Manchester United and the 
New York Yankees as examples of successful sport team brands with aggressive 
brand strategies. Further, Underwood et al. (2001), in a study investigating sport 
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brands (teams) via social identity, determined “a brand resides in the minds of 
consumers, resulting from both lived (i.e., purchase and usage) and mediated 
experiences (i.e., advertising and promotion) with the brand” (p. 4) demonstrating the 
role consumers play in providing sport team brands. Whilst Smith, Graetz, and 
Westerbeek (2006) defined brand using visual identity, such as a name or symbol 
(for example a trademark, logo, or package design) they also asserted that visual 
identity served as a signal to the consumer about the source of the product or 
service and further served to protect the product or service from copies from 
competitors (essentially a trademark). For example, in the context of a sport team, 
the team logo is inherently associated with the sport team (as a brand). When the 
logo is attached to a product such as a t-shirt, it serves as a visual cue to consumers
indicating the origin of this product. In this way, consumers associate the t-shirt with 
the team, rather than competitors.
Within the sport literature, research on athletes as brands argues that the 
athlete is a brand in so far as the image of the athlete adds value to products and 
services in the minds of consumers (Vincent, Hill, & Lee, 2009). Vincent et al. (2009)
employed Aaker’s (1996b) definition of brand citing that a “brand is an intangible 
"mental box" or a creation or an association that exists in the mind of the consumer 
that adds value to products and services” (p. 175). Furthermore, the authors contend 
that David Beckham, the celebrity soccer player, is not only a brand but a portfolio of 
brands and through attaching his image to products and endorsements seemingly 
adds value to the product in the eyes of the consumer. By “adding significant brand 
value and goodwill to the various companies he is a spokesman for” (Vincent et al., 
2009, p. 175), this demonstrates how David Beckham as an athlete can transition 
into a solid, marketable brand. According to Stone, Joseph, and Jones (2003)
organisations use sport stars and athletes to endorse their products and services in 
the hope fans of the athlete will marry the athletes image with their products and 
services. Similarly, Carlson, Donavan and Cumiskey (2009) referred to sport teams 
as “quasi-brands” where an organisation would associate itself with a popular sport 
team (brand) in order to feed off the success of the team prompting consumers to 
view the organisation in a more positive light. 
In a study exploring the marketing and brand strategies employed by French 
soccer teams to assist in developing and enhancing their brand, Couvelaere and 
Richelieu (2005) argued sport teams can build brand equity by “capitalising on the 
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emotional relationship it shares with its fans” (p. 23). In a series of in-depth 
interviews with the marketing directors, vice presidents and general managers of four 
French soccer teams, Couvelaere and Richelieu (2005) found that in building a 
strong sport team brand, it is essential for the sport team to remain authentic, 
particularly when developing brand extensions, otherwise it can risk diluting the 
brand (Aaker & Jacobson, 1994). For example, some brand extensions appear 
inauthentic and motivated by profit such as Manchester United’s extension into utility 
services and banking (Couvelaere & Richelieu, 2005). In their study Couvelaere and 
Richelieu (2005) found believable brand extensions that enhanced the brand equity 
and therefore, able to exploit the sport consumers’ emotional attachment to the 
brand (team) included one team (RCL) developing a line of soccer merchandise with 
their equipment supplier (Nike). Couvelaere and Richelieu (2005) found the 
entertainment experience of attending a game, which is the brands core product, 
continued to be underdeveloped. It is the experience of attending or watching a 
game that assists in the development of emotional responses from consumers and in 
order for sport teams to leverage this emotional attachment to the brand, they must 
nurture it through enhancing the experience and focussing on their core product, the 
game, first and foremost. 
Underwood et al. (2001) argued that the sport industry experienced 
“exceedingly high levels of identification between consumer and market offering” (p. 
1) that can be leveraged to build brand equity. In their conceptual study, Underwood 
et al. (2001) contend that social identity can be used as a mechanism for accessing 
the emotional connection between a consumer and sport teams. From this it is
shown that sport teams and athletes generate strong emotional responses from 
consumers that exceed that of any other industry (Couvelaere & Richelieu, 2005; 
Underwood et al., 2001) making it an exemplar context in which to investigate the 
concept of brand love. Emotions could offer a useful tool for classifying sport 
consumers and assist in developing specific marketing strategies for each consumer 
group (Koo & Hardin, 2008). In particular, emotions have the capability of providing 
insight into the way in which sport consumers actually consume sport, where the 
sport offering ranges from attending games live in a stadium, to watching games on 
TV (for example at home or at a sports bar), via the internet or smart phones (Lee, 
Lim, & Pedersen, 2011), to listening to the games on the radio. In identifying the 
emotions which contribute to influencing these types of behaviours this research may 
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give sport organisations, specifically marketing managers, insight into how to 
leverage these emotions to elicit specific behavioural responses from sport 
consumers. Already, marketing and brand managers attempt to create passionate 
brands that consumers feel an emotional connection to, through the use of emotional 
advertising (Bauer, Heinrich, & Martin, 2007), where sport teams, sport leagues and 
athletes already generate strong passionate emotions in consumers (Lee et al., 
2011).
1.2.2 Case Study Sporting Code
In order to explore brand love across a spectrum of sport consumers, and 
assist sport organisations in developing discrete groups of sport consumers, this 
thesis will focus on one sport league. Specifically, the brand portfolio the sport 
league represents: the teams. This thesis is based on one case study sport 
organisation the Australian Football League (AFL) which includes a large spectrum 
of consumers. Table 1 profiles the sport organisation in greater detail.
Table 1 - Profile of the Case Study Organisation
Key Aspects Australian Football League (AFL)
Teams 18 teams throughout Australia, although teams predominantly based in 
Victoria (10) 
(newly added teams Greater Western Sydney in season 2012 and Gold 
Coast Suns in 2011)
Members 650,373 people members of an AFL club during the 2010-11 financial year
Annual Attendances 6,525,071: total attendance “home & away” 2011 season
34,893: average attendance “home & away” 2011 season
614,250: total finals attendance 2011 season
68,250: average finals attendance 2011 season
99,537: 2011 AFL Grand Final attendance
History 1858: first recorded game between Scotch College and Melbourne Grammar 
School. 
1897: Victorian Football League (VFL) was established
1990: VFL renamed the AFL followed by the relocation of some teams 
interstate and subsequently new teams being added to the competition
Season details 23-round regular “home & away” season (March-September)
4-round finals involving top 8 sides
Grand Final, last week in September, played on the Melbourne Cricket 
Ground. Winners are called the Premiers and win the Premiership Cup.
Source: (Annual Report, 2012)
Within an Australian sport context, the AFL is arguably the largest 
professional sporting code in terms of financial turnover, media broadcast contracts, 
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and spectators (Sherry & Shilbury, 2007, p. 417). According to their 2011 Annual 
Report, the AFL boasted revenue of over $343 million dollars for 2011, 7.5 million 
people attended games over the course of 2011 and club memberships (i.e., season 
ticket holders), for the 11th consecutive season, have increased and are now at a 
record high of 650,373 (Annual Report, 2012). In addition to members, the AFL also 
offers the opportunity for consumers to purchase tickets to games without a 
membership. In doing so, consumers can attend games without the upfront expense 
of a season ticket, giving rise to a more casual consumer. All games are broadcast 
on a mixture of local free to air television stations and pay for view television
services. Consequently, consumers can opt to watch games on TV rather than 
attending the game live in the stadium, enabling the viewing of multiple local games 
and interstate games. Again, this assists in allowing for a more casual consumer to 
still watch games without purchasing memberships or travelling far from their home 
in order to watch their team compete. Due to the structure of the AFL, the games, 
and the broadcasting, there is an opportunity for consumers to choose how they wish
to consume games and information about their favourite team and other teams within 
the competition. Therefore, the AFL attracts a full spectrum of consumers from 
casual or occasional consumers to fanatical consumers. In this way, the AFL and 
AFL sport consumers were deemed the most appropriate professional sporting code 
to form the unit of analysis for the present research. In order to investigate 
consumers across the full spectrum of consumers from casual to fanatical, a system 
for grouping the sport consumers needs to be developed. As such, a fan typology is 
explored to identify unique clusters of consumers based on attendance at games, 
viewing habits, membership status, and frequency of engaging in conversation about 
the team, as examples. It is through the development and examination of the key 
constructs by the fan typology clusters that insight can be provided into “who” and 
“how” consumers develop relationships with their sport team.
1.3 Research Problem and Propositions
Having argued that brand love has relied on exploratory work conducted 
within the psychology domain, there is a need to understand what brand love is and 
is not, specifically in person-brand/object relationships. Therefore, the overarching 
research problem to be addressed within this research is:
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How is brand love manifested in sport consumers and what are the
antecedents and outcomes?
In order to address the overarching research problem this study begins with a 
focus on what brand love means to sport consumers. Although a detailed 
explanation and justification for the proposed research questions is provided in the 
subsequent literature review in Chapter Two, a discussion of the key aspects of the
research question in terms of the manifestation of brand love for sport consumers 
and the outcomes and antecedents of brand love will be briefly provided here. Sport 
teams attract a variety of fan types where the love a consumer has for their team 
potentially differs among these fan types. As such, understanding how love is 
manifested in sport consumers and additionally exploring the variations in brand love 
for each fan type will further assist in refining the definition and conceptualisations for 
brand love.
Brand love has recently attracted the attention of academics (Ahuvia, Batra, &
Bagozzi, 2009; Albert & Valette-Florence, 2010; Batra, Ahuvia, & Bagozzi, 2012; 
Bergkvist & Bech-Larsen, 2010; Carroll & Ahuvia, 2006; Kim, Kim, Jolly, & Fairhurst, 
2010) and practitioners (Roberts, 2005) alike. The brand love concept has been 
adapted from the psychology literature on person-person love. In this way, it is 
argued that many of the empirical studies on brand love rely predominantly on the 
psychology of person-person love conceptualisations and operationalisations, 
thereby omitting the important exploratory work needed for person-brand/object 
relationships (Batra et al., 2012) with the exception of Batra et al. (Batra et al., 2012)
that conducted exploratory work to understand what brand love is and how this 
differed to that of person to person love. By excluding the necessary exploratory 
component when investigating brand love, previous studies are unable to 
demonstrate a true understanding of the brand love concept from the consumer 
perspective. To overcome this, the present research seeks to first explore what love 
is and is not in the eyes of the consumer. Therefore, the following research question 
will be explored:
RQ 1: How is brand love of a sports team manifested in sport consumers?
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Beyond adding to the growing body of knowledge on brands and exploring the 
manifestation of brand love, this study also explores the outcomes of brand love, 
specifically loyalty. This aspect of the research problem is addressed by the research 
propositions below. There is limited empirical research testing the relationship 
between brand love and loyalty outcomes (Batra et al., 2012; Bergkvist & Bech-
Larsen, 2010; Carroll & Ahuvia, 2006), where loyalty outcomes are a significant 
organisational goal. Loyalty refers to the relationship the consumer has with the sport 
team and the level of attachment that exists. It is expected that the loyalty outcomes 
will be directly impacted by brand love, as demonstrated in Carroll and Ahuvia’s
(2006) empirical investigation of the antecedents and outcomes of brand love. In 
their study, brand love was found to have a positive and direct effect on brand loyalty 
and word-of-mouth (WOM) (Carroll & Ahuvia, 2006). Similarly, Bergkvist and Bech-
Larsen (2010), in their study of consequences and active antecedents to brand love, 
also found a positive relationship between brand love and brand loyalty and also 
active engagement. The authors argued that the positive relationship identified 
between brand love and active engagement indicates that brand love can lead not 
only to WOM as in Carroll and Ahuvia’s (2006) work but also other brand-related 
activities (Bergkvist & Bech-Larsen, 2010). Thus, brand love can assist in explaining 
variations in loyalty outcomes. In the sport context, a strong feeling of love for a sport 
team may assist in explaining variations in consumer loyalty outcomes. 
Consumer perception of a brand’s personality may also assist in explaining 
variations in loyalty outcomes and brand love, where the personality of a brand 
enhances a consumer’s loyalty for the brand (Zentes, Morschett, & Schramm-Klein, 
2008). Although to date there are no published studies exploring the brand 
personality-brand love relationship, Diamantopoulos, Smith and Grime (2005) argue 
there is a positive relationship between brand personality and emotional attachment. 
Furthermore, this relationship has successfully been explored in the psychology 
domain in person-person relationships where Engel, Olson and Patrick (2002) found 
positive links between the big five personality dimensions and Sternberg’s triangular 
love scale. The relationship between brand personality, brand love, and loyalty 
outcomes may be further explained through sport team attributes and benefits (brand 
associations). Sport team attributes such as on-field success, star player, tradition 
and team colours (Gladden & Funk, 2001) with sport team benefits such as escape, 
nostalgia and team knowledge (Alexandris, Douka, Papadopoulos, & Kaltsatou, 
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2008) drive the development of sport consumers perceptions of a team and 
therefore, shape the brand personality and brand love of the team in the consumer’s
eyes. Alexandris et al. (2008) in a study testing the influence of brand associations 
on loyalty outcomes in the fitness industry, provided empirical evidence 
demonstrating that brand associations can explain variations in loyalty outcomes. 
Gladden and Funk (2001) examined the link between brand associations and loyalty 
within US professional sport and reported brand associations “that were predictive of 
brand loyalty” (p. 82).
The literature suggests a favourable brand personality also results in positive 
loyalty outcomes, therefore, it is proposed brand personality has a direct relationship 
with loyalty outcomes. Additionally, brand love is proposed to mediate the 
relationship between brand personality and loyalty outcomes. The drivers of brand 
love and brand personality form the brand associations. This thesis proposes brand 
associations have a direct relationship with brand personality and brand love where 
brand associations focus on attributes and benefits. The outcomes, antecedents, 
and proposed relationships are explored in greater detail in relation to the 
conceptualisation and operationalisation of brand love presented in Chapter Two and 
Chapter Five respectively. Therefore, the results from a review of the literature 
facilitated in the development of the conceptual framework (Figure 1) that depicts the 
overarching research problem, research question, and the research propositions. 
The relationships between each of the main areas, are further justified, and 
evidenced through a review of the literature presented in Chapter Two. A more 
detailed rationale and justification for each of the below propositions is also provided 
in Chapter Two. The proposed relationships between brand love and the outcome of 
loyalty are proposed in the literature whilst the antecedents represent an extension 
of the existing literature. The research propositions are as follows:
Proposition 1: Brand love is positively associated with loyalty.
Proposition 2: Brand personality is positively associated with loyalty. 
However, the relationship between brand personality and loyalty is also 
mediated by brand love.
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Proposition 3: Brand associations are positively associated with brand 
personality and brand love.
Figure 1 - Conceptual Framework
1.4 Justification for the Research
This thesis makes a number of contributions to existing knowledge in the 
research domains of branding, consumer behaviour, sport marketing and 
management, and the sport industry. The research is pertinent to both practitioners 
and academics.
1.4.1 Theoretical and Academic Contributions
First, an extensive review of the literature around branding, consumer 
behaviour, relationship marketing, social/personality psychology, and the sport 
sector facilitates the development of a conceptual framework that integrates these 
fields of inquiry. The exploration of brand love from the consumer perspective 
recognises the person-to-brand relationship (Ahuvia, 2005; Shimp & Madden, 1988).
The combination of the drivers: brand associations and brand personality; and loyalty 
outcomes, together with brand love, provides a framework that seeks to explain, 
rather than simply describe, differences and similarities across the spectrum of sport 
consumers and their propensity to develop brand love.
Secondly, research in relationship marketing, specifically brand love, is limited 
by a number of inconsistencies. There is a lack of consensus as to what is brand 
love (Whang, Allen, Sahoury, & Zhang, 2004), particularly the inclusion or exclusion 
of satisfaction as a key component, and the main aspects of brand love (Batra et al., 
Brand Personality
Brand Love
Brand Associations Loyalty
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2012). This thesis overcomes these limitations by arguing that sport itself is 
unpredictable in nature and thereby satisfaction with a team or the result of a game 
is negligible to a sport consumer’s overall love for that team. Thus, in the sport 
context, satisfaction is not a dominant component of brand love. Therefore, this 
research aims to address the scarcity of exploratory empirical investigations on the 
brand love construct and advance the current conceptualisations and 
operationalisations of brand love. This research conceptualises brand love in terms 
of interpersonal and person-object/brand love, progressing to operationalise it in 
terms of four dimensions: anger, commitment, intimacy, and passion (as identified 
during the qualitative phase of the research).
Thirdly, brand love is identified as an emerging and important area in 
consumer behaviour and relationship marketing research (Batra et al., 2012) with an 
increase in the use of love in advertising (Heinrich, Bauer, & Muhl, 2008). As such, 
there is limited empirical research exploring how love for a brand affects areas of 
consumer behaviour such as loyalty. Moreover, if research on brand love in the 
relationship marketing area is to advance and progress from the psychology 
discipline, the research on brand love needs to explore a deep understanding of 
what is and what is not brand love and develop an empirically tested measurement
(Batra et al., 2012). The sport industry provides an exemplar context in which to 
explore brand love, its antecedents, and outcomes due to the highly emotive nature 
of sport. This thesis will provide insight into the variations (or similarities) in 
consumers brand love, its antecedents, and outcomes through specific investigation 
of the strength of brand love across the spectrum of fan types (from casual to 
fanatical).
1.4.2 Managerial Contributions
The majority of consumer purchase decisions are emotionally laden and as 
such, brands and brand managers seek to develop strong and intimate relationships 
with their consumers to enhance brand selection beyond rational reason (Roberts, 
2005). The conceptualisation of brand love, therefore, is appealing to organisations 
to better understand the strong emotional connection consumers develop with 
brands. The aim of this research is to provide greater understanding and clarity of
the brand love connection, including antecedents and outcomes, and to capture the
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variability in brand love across a spectrum of consumers. This aim was addressed by
focussing on the sport industry, specifically sport teams and the various sport fan 
types. Insight is also offered beyond the sport sector. If sport organisations, with 
such variability and unpredictability in their product can develop strong emotions 
such as love in their consumers then this presents an exemplar for many service 
organisations, particularly in relation to the potential to harness brand love as a 
competitive strategy. This research seeks to provide industry managers and 
practitioners beyond the sport sector insight into how consumers love a brand and 
practical suggestions for developing brand love in their consumers. This is achieved 
through the exploration and understanding of brand love from the consumer 
perspective.
Additionally, this research has practical implications for sport organisations, 
including sport teams and the wider sport industry, that seek to develop and leverage 
the strong emotional connection consumers develop with their favourite sport team. 
This research explores the brand associations that assist in developing brand love in 
consumers, and further, how brand love impacts loyalty outcomes in consumers. In 
doing so, this research provides an insight into the aspects of brand associations to 
focus on in order to develop brand love. Furthermore, this research provides 
managers with empirical evidence as to the impact that brand love has on specific 
loyalty outcomes, such as, repeat purchase or positive WOM.
Brand associations are inherently important and of interest to managers, as 
they seek to understand the associations that consumers attribute to their brand or 
product. However, all associations are not created equal and therefore not all 
associations enhance consumer relationships (Aaker, 1996b). As such, this study 
seeks to identify those associations which are important and boost the consumer 
relationship, in particular the way consumers feel about the brand (brand love) and 
consumer behaviour (loyalty outcomes). It is through an understanding of the brand 
associations that impact specific and targeted consumer behaviour, for example 
purchasing of merchandise or attending games (in the case of a sport team), that is 
of particular interest to managers. These important brand associations can be 
leveraged by managers to develop targeted strategic marketing initiatives to drive 
consumer behaviour, resulting in more effective marketing campaigns. Different
consumer groups may hold different brand associations (Ross et al., 2006), therefore 
it is also important to explore brand associations across the spectrum of fans to 
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identify any significant differences. In this way, this research can assist managers 
with the significant organisational goal of understanding how to develop loyalty in 
their broad spectrum of consumers. 
1.5 Research Method
This section will provide a brief overview of the research method employed in 
this thesis. Figure 2 displays the key phases and stages throughout the research 
process. Chapter Three provides a detailed discussion and justification of the 
procedures used for the exploratory phase and the conclusive phase, including the 
scale development, validation, and testing of proposed hypotheses. 
1.5.1 The Research Paradigm 
A paradigm is a framework or set of assumptions that explain how the world is 
perceived where “the paradigm of a science includes its basic assumptions, the 
important questions to be answered or puzzles to be solved, the research techniques 
to be used, and examples of what scientific research looks like” (Neuman, 1991, p. 
57). Khun (1970) is attributed with first using paradigms in the context of a 
framework to understand the discipline of inquiry where interpretivism and positivism 
are the most common philosophical paradigms. According to Neuman (1991)
positivist social science is the oldest approach and forms the traditional period in 
paradigm development. Positivism assumes that the world is objective, where 
behaviour, and cause and effect can be measured (Cavana, Delahaye, & Sekaran, 
2001; Neuman, 1991) and human activity predicted. For a positivist researcher, the 
purpose of the research is to understand “how the world works so that events can be 
controlled or predicted” (Neuman, 1991, p. 58). In contrast interpretivism is 
subjective where individuals form their reality of the world through interactions with 
others (Neuman, 1991). Interpretivism is concerned with understanding how people 
interact, and accepts that there are multiple realities (Denzin & Lincoln, 2003).
Ultimately this research employed a positivist approach in order to “learn 
about how the world works” (Neuman, 1991, p. 58) so that behaviour can be 
predicted and generalised. However, the first phase of the research (Study 1 and 2), 
whilst positivist overall, also drew on some components of the interpretivist research 
approach in order to further understand the concept of love within the sport context 
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and with specific consideration to individual fans’ perceptions. The use of 
components of both positivism and interpretivism assisted in answering the research 
questions proposed. 
1.5.2 Research Design: Mixed Method
A mixed-method research design can provide a more comprehensive 
understanding of a research problem as it uses multiple methodologies to investigate 
the same phenomenon (Hesse-Biber, 2010; Jick, 1979). Jick (1979, p. 603) stated 
that blending of both data sources and data collection types captures “a more 
complete, holistic, and contextual portrayal of the unit(s) under study.” Greene, 
Caracelli and Graham (1989) noted five purposes for mixed-method research. The 
first purpose is triangulation which seeks to increase the validity of the results 
through convergence and corroboration of the data. Second, complementary
whereby each component of the research seeks to provide additional clarification of 
the results from one method to the next. Thirdly, development also seeks to increase 
validity of the constructs, however, in contrast to triangulation, it uses the results 
from one method to develop or inform another method. Thus, employed in scale 
development, the results from an exploratory phase of research can be used to 
develop a scale which the second phase of the research is able to test through a 
confirmatory method. The fourth purpose of mixed-method research is initiation, the 
rationale of which is to increase the depth and breadth of inquiry through analysis 
and interpretation of results from differing methods and paradigms. Finally, the fifth 
purpose, as argued by Greene et al. (1989), is that of expansion the purpose of 
which is to expand the range and breadth of inquiry through utilising different 
methods for different components of the research. The present research employed a
mixed-method research design for the purpose of developing a scale for love of a 
sport team which can be included in a larger questionnaire which also investigates 
the antecedents and outcomes of brand love. Thus, the main purpose for mixed-
method evaluation is development. Figure 2 summarises the key phases and stages 
of the mixed method research approach.
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Figure 2 - Research Method
1.5.3 Exploratory Research into Brand Love
Phase one, the exploratory phase of the research, sought to address RQ1. In 
order to gain an understanding of the manifestation of brand love and its theoretical 
underpinnings, an extensive review of the relevant literature was conducted.
Subsequently, two exploratory studies were conducted to gain an in-depth insight 
into brand love from a consumer perspective. Study 1 involved in-depth, semi-
structured interviews with AFL sport consumers at various levels on the fan typology 
spectrum, with a total of 16 participants. Study 2 involved group interviews with some 
of the participants from Study 1 to further explore the concept of brand love. 
1.5.4 Conceptual Development
Prior to the commencement of the exploratory phase of the research, a 
preliminary conceptual framework was developed. This was based on an 
examination of the literature pertaining to branding, relationship marketing, 
social/personality psychology, consumer behaviour, experiential consumption, and 
experiential consumerism. The findings from the exploratory studies assisted in 
Study 1
Interviews
Study 2
Group Interviews
Exploratory
Phase
Conceptual Framework
Study 3: Item Generation 
and Selection
Study 4: Item Reduction, 
Reliability and Validity Testing
Study 5: Testing Developed 
Scale and Hpotheses
Preliminary Conceptual 
Framework
Review of Marketing 
Literature
Review of Sport 
Management Literature
Conclusive
Phase: 
Scale 
Development 
and Validation
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further developing the conceptual framework, specifically brand love, in much greater 
detail. 
1.5.5 Operationalisation of Other Constructs
The findings from the exploratory studies resulted in the conceptualisation of 
brand love as a construct with four dimensions: anger, commitment, intimacy, and 
passion. Careful examination of the language used by respondents and its context in 
addition to a review of the literature led to initial items being generated for the brand 
love scale. Subsequently, the scale was reviewed and refined several times during 
Studies 3 and 4, where the scale was also tested for validity and reliability. This 
process of refinement, development, and validation of the new scale was based on 
the procedures outlined by Churchill’s (1979) work on scale development in 
marketing. For the remaining constructs in the conceptual framework, existing scales 
were identified during the literature review and in some instances, modified to suit 
the context, research purpose, and sample. 
1.5.6 Unit of Analysis
To gain a greater understanding and in-depth knowledge of consumer brand 
love, the unit of analysis for Study 1 and 2 was the individual consumer. Participants 
were purposively sampled from the case study organisation and selected on their 
ability to provide insight into how love for a team is manifested. During Studies 3-5
the brand love scale was developed and validated. Study 3 involved the pre-test of 
the initial brand love scale by an academic expert review panel and an on-line 
consumer panel. Therefore, individual consumers and academic experts formed the 
unit of analysis. In Study 4, the refined scale was administered on-line to AFL 
consumers who were targeted via snowball sampling using Facebook fan pages, 
personal Facebook pages, and emails to colleagues, family, and friends. Therefore,
the individual consumer formed the unit of analysis. Individual consumers also 
formed the unit of analysis for Study 5 that employed the final measure for brand 
love. The factors impacting brand love were explored in Studies 3-5 in addition to the 
outcomes as identified in Chapter Five.
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1.5.7 Data Collection Method and Instrument
This research was conducted using a triangulation of qualitative and 
quantitative data collection methods. In phase one, the exploratory phase, semi-
structured in-depth interviews (Study 1) and group interviews (Study 2) were 
conducted with AFL consumers. In Study 1 and 2, interview guides were used to 
direct the interview process (see Appendix I and Appendix IV). This phase was used 
to further develop the constructs, specifically brand love, and identify dimensions and 
items to be included in a quantitative survey. Phase two was quantitative in nature, 
where the results from Study 1 and 2 assisted in developing a questionnaire which 
was administered in an online format for the pilot studies: Study 3 (panel data) and 
Study 4 (snowball sampling), and for the main study, Study 5, that utilised panel 
data. The respondents for Study 3 and 5 (panel data) were selected from an existing 
data base and respondents for Study 4 were identified via snowball sampling and all 
respondents were screened for demographic characteristics. The data collection 
instrument for Studies 3-5 was a structured questionnaire, administered in an on-line 
format (see Appendix VI, Appendix VII and Appendix VIII) and responses were 
received electronically.
1.5.8 Data Entry and Analysis
The data entry and analysis of Study 1 and 2 was conducted by the 
researcher using NVIVO V9. The interview transcriptions were analysed for word 
and phrasing associations in order to further develop and build on the items 
determined through the literature review. Data entry and analysis for Studies 3-5 was 
carried out using the statistical packages SPSS V20 and AMOS V20. Calculations of 
Cronbach alpha (Cronbach, 1951), composite reliability, exploratory and 
confirmatory factor analyses were employed to purify the constructs and examine 
reliability and validity (Hair, Black, Babin, Anderson, & Tatham, 2006; Malhotra, 
2010). Structural Equation Modelling (SEM) technique was used to graphically 
represent and examine the relationships between each construct within the model. 
Additional techniques such as analysis of variance (ANOVA), multiple regression, 
and path modelling were also used to further investigate the data.
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1.6 Scope of the Thesis
Whilst the context of this research is the Australian sport sector it is expected 
that the findings and conceptual framework, with some adaptation, will be applicable 
to other sectors within the Australian marketplace and also outside of the geographic 
constraints of Australia. The scope of this thesis is limited to sport consumers of one 
sport type, Australian Football League (AFL). This particular sport was selected as it 
is the largest and most financially successful sport in Australia (Sherry & Shilbury, 
2007) with a view that the results, with some adaptation, will be applicable to a 
number of sport organisations and other industry contexts. Therefore, additional 
examination of the relationships in other sport leagues and non-sport sectors is 
recommended.
1.7 Outline of the Thesis
This thesis is presented in nine chapters, as outlined below.
Chapter One presents a general background to brand love, the outcomes, the 
antecedents, and provides an overview of the thesis and overarching epistemology.
Chapter Two reviews and analyses the literature in the brand love domain, 
specifically from the fields of marketing and consumer behaviour. The review of this 
literature follows a discussion of the historical origin of love from psychology 
literature. Further, the review presents an analysis of the literature on the outcomes 
(attitudinal loyalty, WOM, behavioural loyalty) and the antecedents (brand 
personality, attributes, benefits) to brand love. This chapter expands the conceptual 
framework and explores the relationships within the framework.
Chapter Three provides a discussion of the research methodology employed. It
details the research design, data collection methods and data analysis techniques 
for the exploratory and conclusive stages of this research.
Chapter Four discusses the results from the exploratory phase (Study 1 and 2), and 
provides a discussion of the results related to RQ1.
Chapter Five is presented in two sections. The first section discusses the 
operationalisation of each main construct within the conceptual framework. Section II 
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presents the results from Studies 3-5, specifically the reliability and validity testing of 
the data.
Chapter Six explores the relationships within the conceptual framework by testing 
the hypotheses and providing a discussion of the results related to the propositions 
and hypotheses.
Chapter Seven is the final chapter and outlines the theoretical implications of the 
findings, contributions to the current brand loyalty, love and brand personality 
research, the limitations, and potential for future research.
1.8 Summary
This chapter presented an overview of the thesis, outlining the background of 
the research, the research context, research problem, subsequent propositions, and 
the conceptual framework. A justification for the research in terms of academic and 
managerial implications was provided. A graphical representation of the stages of 
the research method, the scope, and structure of the thesis was discussed. The 
following chapter reviews the relevant literature that forms the foundation upon which 
the conceptual framework was derived.
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CHAPTER TWO: LITERATURE REVIEW
2.1 Introduction
Chapter One presented an overview of the thesis, outlining the background of 
the research, research problems, subsequent propositions, and the conceptual 
framework. Chapter One also outlined the justification for the research, research 
methodology, and the scope and structure of the thesis. Chapter Two will provide a 
review of the extant literature that leads to the research propositions and conceptual 
framework. This study explores the manifestation of love of a sport team and seeks 
to examine the outcomes of brand love and the antecedents driving strong brand 
love towards sport teams as perceived by sport consumers. In order to delve into the 
relationships between brand love, outcomes (behavioural loyalty, WOM, attitudinal 
loyalty), and antecedents (brand personality, benefits, attributes) this chapter will 
begin with a review of the extant literature including a critical investigation of the 
main constructs. Finally, this chapter will conclude with a presentation of the 
hypotheses identified and the constructs presented in the conceptual model. 
2.2 Defining Brand
In order to investigate brand love it is first necessary to understand what is 
meant by the term “brand” and how this has been explored in the literature. Churchill 
(1979) implored researchers to determine what is and is not within the domain of a 
construct prior to undertaking a study on the construct. Therefore, to fully understand 
the term brand, and ultimately brand love, it is necessary to identify what is and what 
is not a brand (de Chernatony & Dall'Olmo Riley, 1998). The term brand originates in 
the product manufacturing context, and has since been extended to other contexts 
such as sport teams (Bauer et al., 2005; Bauer, Stokburger-Sauer, & Exler, 2008; 
Gladden & Funk, 2002; Ross et al., 2006), destinations (Blain, Levy, & Ritchie, 2005; 
Hanna & Rowley, 2008; Morgan, Pritchard, & Piggott, 2003), services (de 
Chernatony & McDonald, 2000, 2003; Priporas & Kamenidou, 2011), corporations 
(Balmer, 2001; Kapferer, 2005), and retail stores (Burghausen & Fan, 2002). While 
the brand concept has been extended to a variety of contexts, there remains some 
confusion in the literature surrounding the brand definition, possibly due to the 
differing perspective dominating the definition. de Chernatony and Dall’Olmo Riley 
(1997) contend that whilst an abundance of definitions have been developed in the 
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literature, and continue to be developed, thus far no studies have been able to 
capture the brand construct and its specific boundaries. Supporting this contention, 
Louro and Cunha (2001) found the sheer volume of concepts, definitions, 
discussions, methods, and ultimately lack of consensus created a challenge for 
researchers and managers. 
The American Marketing Association’s (AMA) 1960 definition is widely 
adopted in the literature and focuses on the external identity or communication 
aspect of a brand as a name, term, sign, symbol, or design, or a combination of 
them, intended to identify the goods or services of one seller or group of sellers and 
to differentiate them from those of competitors. By 2009 the AMA slightly adapted 
the definition to a name, term, design, symbol, or any other feature that identifies one 
seller’s good or service as distinct from those of other sellers. A brand may identify 
one item, a family of items, or all items of that seller. If used for the firm as a whole, 
the preferred term is trade name where the legal term for a brand is trademark.
Farquhar (1989) and Kotler, Adam, Brown and Armstrong (2006) alike embraced 
and augmented the AMA’s definition of brand and in particular the external 
communication aspects, specifically name, symbol, and design. In his definition,
Farquhar (1989) extended the concept of brand further by stating that a brand 
“enhances the value of a product beyond its functional purpose” (p. 25). These 
definitions highlight an important aspect of a brand, the visual identity component, 
however are dominated by a managerial focus and therefore tend to overlook the 
consumer aspect as a central component of the definition (de Chernatony & 
Dall'Olmo Riley, 1997; Kotler et al., 2006).
Hankinson (2001) argued that brand definitions focussed predominantly on 
visual identity (e.g., a name or logo), an important aspect of the brand definition, 
such as the managerial perspective definitions do not easily explain all types of 
brands such as charitable brands which require more complex distinguishing 
features. Therefore, a brand should be considered the totality of perception and 
experiences of the consumer (Hankinson, 2001). In this way, definitions from the 
consumer perspective sought to address these limitations of the brand definition. For 
example, Ambler and Styles’ (1996) considered a brand from a holistic approach 
where brand is “the promise of the bundle of attributes that someone buys” (p. 10)
and de Charnatony and McDonald (2003) also defined a brand from the consumer 
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perspective where any “product, service, person or place, augmented in such a way 
that the buyer or user perceives relevant, unique added values, which match their 
needs closely” (p. 20). These definitions introduce an essential aspect to the brand 
definition: the role and importance of the consumer. Brands have also been defined 
as symbolic devices with personalities where consumers value the brand beyond the 
mere functional purpose of the brand (Rigopoulou, 2002). Ind (2005) contends the 
brand exists in the consumers’ mind and is a projected reflection of the consumers’
perception of what the brand represents and offers. 
Table 2 - Definitions of Brand
Author Definition
Managerial Perspective
AMA ,1960
A name, term, sign, symbol, or design, or a combination of them, intended to 
identify the goods or services of one seller or group of sellers and to differentiate 
them from those of competitors.
(AMA, 2009)
A name, term, design, symbol, or any other feature that identifies one seller’s good 
or service as distinct from those of other sellers. The legal term for a brand is 
trademark. A brand may identify one item, a family of items, or all items of that 
seller. If used for the firm as a whole, the preferred term is trade name.
(Farquhar, 1989) A name, symbol, design, or mark that enhances the value of a product beyond its functional purpose.
(Kotler et al., 
2006)
A name, term, sign, symbol, or design, or combination of them which is intended to 
identify the goods and services of one seller or group of sellers and to differentiate 
them from those of competitors.
(Kapferer, 2008)
A brand is a shared desirable and exclusive idea embodied in products, services, 
places, and/or experiences. The more the idea is shared by a larger number of 
people, the more power the brand has.
Consumer Perspective
(Ambler & 
Styles, 1996)
The promise of the bundle of attributes that someone buys and that provides 
satisfaction ... the attributes that make up a brand may be real or illusory, rational 
or emotional, tangible or invisible.
(Aaker, 1996b) Brand as a mental box in someone’s head or creation of an association in the mind of the consumer that adds value to the products and/or services
(Davis, 2000) A brand represents a set of promises. It implies trust, consistency, and a defined set of expectations.
(Hankinson, 
2001)
Holistically, a brand may be described as the totality of perceptions and 
experiences surrounding a product, a service, an organisation or, indeed, a charity.
(Feldwick, 2002) A collection of perceptions in the minds of consumers.
(de Chernatony 
& McDonald, 
2003)
Product, service, person or place, augmented in such a way that the buyer or user 
perceives relevant, unique added values, which match their needs closely.
(Keller, 2008)
A name, term, sign, symbol, or design, or some combination of these elements, 
intended to identify the goods and services of one seller or group of sellers and to 
differentiate them from those of competitors.
(de Chernatony, 
2009)
A cluster of values that enables a promise to be made about a unique and 
welcomed experience.
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de Charnatony and McDonald’s (2003) definition suggests that a brand 
provides “unique added value” to its consumers, assisting in differentiating from 
competitors. This is consistent with de Chernatony’s (2009) more recent work where 
he defines a brand as “a cluster of values that enable a promise to be made” (p. 
104). Keller’s (2008) definition further reinforces the purpose of value add and a 
brand being a differentiating point from competitors, viewing a brand as “more than a 
product, because it can have dimensions that differentiate it in some way from other 
products designed to satisfy the same need” (Keller, 2008, p. 5). Achenbaum (1993, 
p. n.p.) also provided a consumer centric definition of brand, asserting that “what 
distinguishes a brand from its unbranded commodity counterpart and gives it equity 
is the sum total of consumers’ perceptions and feelings about the product’s attributes 
and how they perform, about the brand name and what it stands for, and about the 
company associated with the brand.” From the consumer perspective Voeth and 
Herbst (2008, p. 74) argue that brands have three specific purposes “an information 
purpose, a risk-reduction purpose, and an image purpose” in terms of providing a 
point of differentiation. de Chernatony and Dall’Olmo Riley (1997) argue any 
definition of brand should include both organisational and consumer perspectives in 
order to capture the full benefits of a brand. Whilst themes became apparent within 
the literature following this review and as identified by the reviewing articles (eg., de 
Chernatony & Dall'Olmo Riley, 1998; Rigopoulou, 2002), in general the 
characteristics of the brand were not central to the definition of brand and are 
generally discussed with the conceptualisation of the brand. Additionally, to maintain 
distinct boundaries for the brand construct, outcomes of the brand will be excluded 
from the definition of brand.
The brand concept has been applied in the sport context where sport teams, 
sport leagues, sport events, and athletes are viewed as brands. Ross et al. (2006)
argued that for services, such as sport teams, the organisation is the primary brand 
and the game is the main product. According to Smith et al. (2006) branding in the 
sport context is used to enhance the relationship between the consumer and the 
brand is expressed through a willingness of the consumer to continue to purchase or 
use the product. Further, Smith et al. (2006) contend there is a natural link between 
sport and branding due to the high levels of loyalty associated with sport brands, in 
particular sport teams and leagues (Bristow & Sebastian, 2001; Underwood et al., 
2001).
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Carlson et al. (2009) referred to sport teams as “quasi-brands” where an 
organisation would associate itself with a popular sport team (brand) in order to feed 
off the success of the team whereby consumers think of the organisation in a more 
positive light. Couvelaere and Richelieu (2005, p. 24) also contend sport teams 
“have established themselves as brands in their own right” citing the success of 
teams such as Manchester United and the New York Yankees as examples of 
successful sport team brands with aggressive brand strategies. Further, Underwood 
et al. (2001), in a study investigating sport brands (teams) via social identity, 
determined “a brand resides in the minds of consumers, resulting from both lived 
(i.e., purchase and usage) and mediated experiences (i.e., advertising and 
promotion) with the brand” (p. 4) demonstrating the role consumers play in 
developing sport teams as brands. Whilst Smith et al. (2006) defined brand using the 
visual identity such as a name or symbol such as trademark, logo, or package 
design, they also asserted the visual identity served as a signal to the customer 
about the source of the product or service and further served to protect the product 
or service from copies from competitors (essentially a trademark).
Within the sport literature, research on athletes as brands argue the athlete is 
a brand in so far as the image of the athlete adds value to the products and services 
in the minds of consumers (Vincent et al., 2009). Vincent et al. (2009) employed 
Aaker’s (1996b) definition of brand citing that a “brand is an intangible "mental box" 
or a creation or an association that exists in the mind of the consumer that adds 
value to products and services” (Vincent et al., 2009, p. 175). Further, the authors 
contend that David Beckham, the celebrity soccer player, was not only a brand but a 
portfolio of brands and through attaching his image to products and endorsements 
seemingly adds value to the product in the eyes of the consumer. Where “adding 
significant brand value and goodwill to the various companies he is a spokesman for”
(Vincent et al., 2009, p. 175) demonstrates how an athlete can transition into a solid, 
marketable brand. According to Stone et al. (2003) organisations use sports stars or 
athletes to endorse their products and services in the hope fans of the athlete will 
marry the athletes image with their products and services. It has also been argued 
that a brand is an important tool for an organisation where it is thought to influence 
consumer purchasing behaviour due to their “awareness, perception, and 
attachment” (Gladden & Milne, 2004, p. 188) to the brand.
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The definition of brand within the sport context has been adopted from the 
marketing and consumer behaviour literature. Predominately Aaker’s (1996b)
definition and theoretical structure was widely adopted (Gladden, Milne, & Sutton, 
1998) in addition to Keller’s (1993) brand equity model. Therefore, following a review 
of the extant literature on brand definitions it is proposed that the brand concept be 
defined holistically including consumer interpretations of a brand and also the 
managerial perspective and define brand as any product, service, place, person, or 
experience perceived by consumers as uniquely valuable and different so as to 
distinguish from competitors. 
2.3 Brand Love background
Whilst consumer’s attitude towards brands has been extensively studied, 
consumer’s love for a brand has only recently attracted academic attention (Ahuvia 
et al., 2009; Albert & Valette-Florence, 2010; Batra et al., 2012; Bergkvist & Bech-
Larsen, 2010; Carroll & Ahuvia, 2006; Kim et al., 2010) . Love is also attracting the 
attention of practitioners with the recent book Lovemarks: the future beyond brands
by Roberts (2005), a practitioner’s guide to developing brands consumers will fall in 
love with. In addition, an increasing appearance of the word “love” in advertising 
campaigns (Batra et al., 2011) and even use of the words from the famous Beatles 
espouse “love is all you need” demonstrate the prevalence and use of the word love. 
The word “love” tends to conjure up thoughts of romance and the feeling of love for 
another person. Love can also be used to describe how one feels about an object, 
activity or even a brand (Ahuvia, 2005; Whang et al., 2004). Through understanding 
what is and what is not love, as perceived by consumers, marketing managers can 
harness the strength of this relationship consumers have with a brand, or indeed 
sport team.
“Marriages come and go. So do jobs, hometowns, friendships. But a guy’s 
attachment to a sport team? There’s a bond that holds the heart” (Mahony et al., 
2000, p. 15). Appearing in a feature article in USA Today, this quote demonstrates 
the strong feelings of love consumers hold for their favourite sport team. There is a 
natural link between love and sport, and it is proposed that the greater the feelings of
love for a sport team the greater propensity for a consumer to develop lasting 
relationship with the team. It is argued therefore, that brand love may assist in 
42 | P a g e
explaining variations in consumer behaviour such as loyalty outcomes. Brand love 
may also vary across the spectrum of fans.
2.3.1 Defining Brand Love
Love is a challenging concept to articulate and accordingly there is “no
universally accepted definition of love” (Whang et al., 2004, p. 320). Whilst brand 
love has recently received some attention (Albert, Merunka, & Valette-Florence, 
2008c; Batra et al., 2011; Carroll & Ahuvia, 2006; Thomson, MacInnis, & Park, 2005)
and has been found to have a positive relationship with loyalty and WOM among 
other outcomes (Carroll & Ahuvia, 2006; Fournier, 1998; Thomson et al., 2005), the 
definition eludes academics. 
The concept of love originated from the psychology literature and until 
recently was exclusively researched within this domain. Although extensively 
researched in psychology, Fehr and Russell (1991) argued that the failure to create 
and agree upon a definition for love indicates that perhaps psychologists were 
unclear what should and should not be included under the heading of love. This is 
demonstrated by the lack of similarity and cohesion in the definitions shown in Table 
3 where love is defined as an attitude (Rubin, 1970), a behaviour (Aron, Aron, Tudor, 
& Nelson, 1991), or as an experience (Skolnick, 1997). The most pertinent research 
on love from the psychology domain was conducted by Sternberg (1997) who 
presented his triangular love scale on the elusive theory of love and espoused love 
to be a triangulation of passion, intimacy and commitment. Sternberg’s research 
builds on early psychology theories such as that of Freud (from 1922) who 
articulated love in terms of searching for the ideal ego; Reik (from 1944) where love 
is a search for salvation; and Maslow (from 1962) who suggested that deficiency 
love might suitably combine Freud and Reik’s ideas in a higher order of being-love or 
selfless love. Selfless love is argued to represent a person loving another person for 
who they are and not to compensate for ones’ own deficiencies. 
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Table 3 - Definitions of Love to Brand Love
Author Definition
Psychology Literature
(Rubin, 1970) An attitude held by one person towards another, involving predisposition to think, feel, and behave in certain ways towards that person.
(Aron et al., 
1991)
The constellation of behaviours, cognitions, and emotions associated with 
the desire to enter or maintain a close relationship with a specific person.
(Skolnick, 1997) A constructed experience built with feelings, ideas, and cultural symbols.
(Sternberg, 
1997)
Love can be understood in terms of three components: intimacy, passion, 
and commitment.
Marketing Literature 
(Shimp & 
Madden, 1988) Love is equivalent to extreme enthusiasm towards a product or brand.
(Whang et al., 
2004) Love is an outcome of bi-directional interaction between two partners.
(Ahuvia, 2005) The degree of passionate emotional attachment a satisfied customer has for a particular brand.
(Carroll & 
Ahuvia, 2006)
The degree of passionate emotional attachment a satisfied customer has 
for a particular trade name.
(Kim et al., 2010) The degree of emotional attachment a satisfied customer has for a particular retailer.
Sport Management Literature
Currently no definitions exist
Sternberg’s (1997) triangular love theory has received extensive attention in 
the psychology literature whilst brand love, as distinct from love for another person 
(e.g., romantic love), is a relatively new concept in the marketing literature, and as 
such has received limited attention until recently. In a similar vein to the psychology
literature, the marketing literature alike has espoused difficulty in defining brand love 
(Albert et al., 2008c), largely attributed to the lack of exploratory work required to 
understand the boundaries and key components of love (Batra et al., 2011). In 
consumer research, Shimp and Madden (1988) adapted Sternberg’s (1986) original 
paper on the triangular love theory and argued the concept could be used to study 
consumer-object relations. They argued that as consumers interact and form 
relationships with objects and brands, they develop feelings which range from 
“antipathy, to slight fondness, all the way up to what would, in person-person 
relations, amount to love” (Shimp & Madden, 1988, p. 163). This notion of love is 
equivalent to extreme enthusiasm towards a product or brand in the consumer 
behaviour literature (Shimp & Madden, 1988).
Whang et al. (2004) proffer a somewhat clinical definition of brand love whilst 
investigating how consumers fall in love with products. They define love as the 
“outcome of bi-directional interaction between two partners” (p. 320) and when the 
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target of the affection is an object the interaction becomes unidirectional (Whang et 
al., 2004). Carroll and Ahuvia (2006) purport a more romantic definition of brand love 
“as the degree of passionate emotional attachment a satisfied customer has for a 
particular brand” (p. 81) which has been adapted in subsequent studies (Kim et al., 
2010). This definition highlights two very distinct components, significant in their own 
right: satisfaction and emotional attachment.
Firstly, with reference to satisfaction, love or consumer love has been 
considered by some academics to be a state of heightened delight or satisfaction 
(Carroll & Ahuvia, 2006; Kim, Kim, Jolly, & Fairhurst, 2008a). In the retail literature it 
is argued that a consumer who loves a particular retailer is highly likely to also be 
satisfied with the retailer, however a satisfied customer does not necessarily love the 
retailer (Kim et al., 2008a). Contrary to this theory, within the sport domain, a 
consumer can be highly dissatisfied with their sport team and yet still love said team. 
This may be the result of a product (the contest) which is essentially unpredictable 
and therefore satisfaction with both the on field performance of one’s team and the 
outcome cannot be predicted and can lead to dissatisfied customers (García & Caro, 
2009). In addition, satisfaction and brand love are different constructs, whilst this 
definition demonstrates brand love can be conceptualised as a mode of satisfaction 
where some satisfied customers (not all) may experience brand love (Carroll & 
Ahuvia, 2006). The main distinction between satisfaction and brand love is that 
satisfaction is transactional. Therefore, satisfaction is dependent on a single 
transaction whilst brand love is associated with a long-term relationship and perhaps 
even satisfaction but over a long period of time (Carroll & Ahuvia, 2006).
Secondly, brand love goes beyond emotional attachment (Batra et al., 2011)
where emotional attachment is defined as an “emotion-laden target-specific bond 
between a person and a specific object” (Thomson et al., 2005, p. 78) and the 
strength of the attachments vary. Emotional attachment is underpinned by 
attachment theory whereby the relationships consumers have with objects and 
brands are based primarily on “trust, dependability and consistency of response”
(Patwardhan & Balasubramanian, 2011, p. 297) and the motive for attachment is 
safety and security. Similar to satisfaction, emotional attachment can exist in the 
absence of love. Whilst strong emotional attachment may lead to love, consumers 
that are attracted to a brand may feel a strong emotional attachment to the brand yet 
not feel love towards the brand. Thus, emotional attachment is quite a different 
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concept and construct from brand love (Batra et al., 2011; Park & Macinnis, 2006; 
Patwardhan & Balasubramanian, 2011; Thomson et al., 2005).
To date, there has been no published research on brand love within the sport 
context. Whilst a number of studies use the term love (Wedgwood, 2008; Wenn & 
Martyn, 2006), explore emotional attachment (Koo & Hardin, 2008), and attachment 
(Funk & James, 2006), brand love has yet to be investigated and defined within the 
sport context. The few studies within the sport context to use the term love in their 
title or keywords discuss love in terms of a women’s attraction to or desire to find 
love with an elite athlete (Wedgwood, 2008) and the “tough love” shown during the 
International Olympic Committee’s (IOC) crisis over the allegations of corruption 
during the Salt Lake City 2002 Olympic Winter Games bid campaign (Wenn & 
Martyn, 2006). As such, presently no research on brand love within the sport context 
was found, thus, brand love has yet to be defined in the sport context. 
Following a review of the literature on love, emotional attachment, and brand 
love it is proposed that the definition of brand love be adapted from Ahuvia (2005)
whereby satisfaction is not part of brand love for sport teams. Therefore, brand love 
is defined as the degree of passionate emotional attachment a consumer has for a
particular brand.
2.3.2 Brand Love Conceptualisations
2.3.3 The history of psychological love and conceptualisations
The complex construct of love has been explored using three interpersonal 
love theories; Sternberg’s triangular love theory that explores the components of love 
(Heinrich et al., 2008; Shimp & Madden, 1988; Sternberg, 1997), Lee’s typology of 
styles of loving that identified six main styles of love (Lee, 1977; Whang et al., 2004),
and Bowlby’s attachment theory which lead to the development of attachment 
patterns of love (Bowlby, 1977; Carroll & Ahuvia, 2006; Hazan & Shaver, 1987; 
Read, Robertson, & McQuilken, 2011; Thomson et al., 2005). Whilst these theories 
were historically developed within the psychology literature to explore love in person 
to person relationships, in various ways they have since been adopted and adapted 
beyond this to brand love and applied in person-object situations. 
Some of the earliest research exploring the nature of love within the 
psychology domain was performed by Rubin (1970) who argued that love was more 
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than merely an emotion. In a study investigating romantic love in dating, but non-
engaged couples, Rubin (1970) contended that love, in addition to being an emotion,
was also an attitude resulting in a penchant to “think, feel, and behave in certain 
way” (p. 265) towards another person. In developing a new love-scale and liking-
scale Rubin (1970) established a unidimensional scale which included three major 
components of the romantic love scale; (1) affiliative and dependent need, (2) 
predisposition to help, and (3) exclusiveness and absorption. The main aim of 
Rubin’s (1970) research was to distinguish between liking and loving where 
historically love had been assumed to be a stronger version of liking. To achieve this,
Rubin (1970) demonstrated a statistical difference between the liking of another 
person and the loving of another person. Specifically, the liking scale included 
positive evaluation items whilst the love scale focussed on three major components: 
dependence, helpfulness, exclusiveness. Beyond this, he determined couples could 
be categorised into strong-love and weak-love based on their respective love-scale 
scores. 
Through exploring the differences between liking and loving, Rubin’s (1970)
study identified two distinct styles of love. In a study exploring the diversity of love 
Lee (1977) asserts there are six distinct, yet not mutually exclusive, styles of love. 
Lee (1977) conducted a study exploring the types or styles of intimate adult love, 
specifically “heterosexual love” and excluded “love of God, love of children, or love of 
country” (p. 173). In doing so, Lee (1977) argues there is no single type of love, 
rather a collection of styles where no one style is correct but simply represents a 
preference for one type of love over another. Lee (1977) identified three primary 
love-styles which were the most common styles of love; eros, storge, and ludus. 
Eros is romantic or passionate love and is the pursuit of a lover’s ideal image of 
beauty. Ludus is playful or game love style that is considered promiscuous where 
multiple relationships can exist and the relationship is short-lived. Storge is friendship 
love where affection and companionship slowly develops in the absence of 
conscious passion and generally leads to long-term commitment. The secondary 
love-styles were not considered less important, rather they are constructed of the 
primary styles akin to colours where secondary colours, for example green, is made 
from two primary colours, blue and yellow combined. The secondary love-styles are 
agape, pragma, and mania. Agape is a selfless love and is a combination of eros 
and storge. Pragma is a logical love akin to a shopping list that combines storge and 
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ludus. Mania is a possessive dependent love that combines ludus and eros. Lee’s 
(1977) six love-styles scale has subsequently been explored with mixed results. 
Hendrick and Hendrick (1986) developed and validated a scale based on Lee’s love-
styles and found six distinct love-styles However, was unable to statistically account 
for the complexity of Lee’s primary and secondary styles.
Table 4 - Typology of Styles of Love 
Model Perspective Dimensions Data Type
(Rubin, 
1970) Psychological
Unidimensional, 13 items including three 
components: affiliative and dependent need; 
predisposition to help; and exclusiveness 
and absorption
Quantitative: 158 
dating but non-
engaged student 
couples
(Lee, 1977) Psychological
Primary Love-styles
Eros – romantic/passionate love
Ludus – playful/game love
Storge – friendship love
Secondary Love-styles
Agape – selfless love
Pragma – logical love
Mania – possessive/dependent love
Qualitative: “Love 
Story Card Sort”
120 participants
(Hendrick & 
Hendrick, 
1986)
Psychological Love Attitude Scale:Eros, Ludus, Storge, Agape, Pragma, Mania
Quantitative: 807 
university students
(Whang et 
al., 2004) Consumer
Love: unidimensional 3 items
Styles of Love Dimensions:
Eros
Storge
Mania/Agape
Pragma
Quantitative: 179 
bikers.
Lee’s (1977) styles of love typology was further explored within the realm of 
consumer research where Whang et al. (2004) applied the typology to bikers and the 
Harley-Davidson brand. Whang et al. reasoned prior research had linked the various 
typologies to demographic information and personality traits, making this scale 
attractive to segment the participants. The dependent variable “overall love” was 
measured using three items adapted from Rubin (1970) whilst the love typology “was 
applied to identify which of the six styles of love consumers develop with their 
favourite brand of motorcycle” (Whang et al., 2004, p. 322). This study therefore 
further highlights that Lee’s (1977) styles of love is exploring the types of love rather 
than love itself. The present research is seeking to understand and explore love 
itself; therefore employing a typology of styles of love may not be appropriate. 
The construct of love has also been explored using the theory of attachment. 
Bowlby (1977) is attributed with the historical development of attachment patterns, 
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with his studies exploring early childhood attachment, specifically the infant care-
giver attachment. In his work, Bowlby (1977) observed the behaviour of infants and 
children when separated from their primary care-giver (generally their mother), 
where the infant would express a series of predictable emotional responses (protest, 
despair, and detachment) (Shaver, Hazan, & Bradshaw, 1988). Bowlby (1977)
asserted that these early interactions with the primary care-giver assist in developing 
mental models that shape future behaviour of the individual where attachment is the 
foundation of the mental models. 
Furthering Bowlby’s work, Hazan and Shaver (1987) explored the attachment 
style of adult love relationships, claiming conceptualising love as attachment had a 
number of advantages such as offering an explanation for the differences in love 
styles. Specifically, attachment theory provides a system for explaining the love 
styles based on childhood experiences where adult behaviour is tied to childhood 
experiences (Hazan & Shaver, 1987; Shaver et al., 1988). In this way, Hazan and 
Shaver (1987) identified three attachment styles in adulthood that were similar to 
those found in infancy. Additionally, these three attachment styles predicted the way 
in which the adults experienced romantic love (Hazan & Shaver, 1987). Feeney and 
Noller (1990) successfully replicated Hazan and Shaver’s (1987) second study 
(student sample) and supported the finding that adult attachment styles could assist 
in predicting the romantic love experience, in terms of intensity and presence. 
Importantly, the work of Hazan and Shaver (1987) in addition to Feeney and Noller 
(1990) demonstrates the differences considered between attachment, specifically 
attachment styles, and romantic love, whilst both conclude attachment styles and 
romantic love are correlated they are indeed considered to be separate concepts 
and constructs. 
Attachment theory, in particular Hazan and Shaver’s (1987) work, has 
received criticisms pertaining to the conclusions drawn from connecting 
childhood/infancy experiences to adult behaviour in the absence of a longitudinal 
study (Beach & Tesser, 1988). Specifically, an adult reflecting on childhood 
experiences may essentially romanticise experiences or perhaps their adult 
attachment style could provide a lens through which to view the experiences and 
thus, influence the memory of these experiences. Beach and Tesser (1988) offer 
additional criticisms of Bowlby’s attachment theory when exploring love where 
“attachment may be considered to include any of the emotional processes that bind
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two people together” (Beach & Tesser, 1988, p. 350) and therefore does not 
necessarily constitute love. In this way, love is only one possible component of 
attachment rather than all encompassing.
Bowlby’s attachment theory has led to the development of attachment 
patterns of love (Bowlby, 1977; Hazan & Shaver, 1987; Read et al., 2011; Thomson 
et al., 2005) and subsequently been applied in consumer-object and consumer-
brand relationships, labelled emotional attachment. Thomson et al. (2005) argued 
strong emotional attachment, underpinned by attachment theory, to objects and 
brands assists in predicting consumer behaviour such as loyalty and purchasing 
behaviour. In developing a new scale by which to measure emotional attachment, 
Thomson et al. presented participants with a survey of 39 adjectives that potentially 
measured emotional attachment to a brand or object. These adjectives were 
identified in the literature from person-person attachment, object attachment, and 
love. The final adjectives, once analysed, were grouped into three constructs: 
affection, connection, passion, where “loved” was included in the affection construct. 
Variance in emotional attachment was demonstrated by respondents, however 
extreme levels of emotional attachment were not seen (Thomson et al., 2005). In the 
absence of strong emotional attachment responses, although the scale included 
items identified to measure love, it could be argued that this emotional attachment 
was not akin to brand love. 
Read et al. (2011) validated Thomson et al.’s (2005) emotional attachment 
scale in the context of consumers’ emotional attachment to paper books as a barrier 
to the uptake of e-readers. In this study, Read et al. (2011) found some consumer’s 
strong emotional attachment to their paper books resulted in a willingness to make 
sacrifices for, a commitment to, and resisted separation from their paper books. The 
concept of love has been developed beyond brand attachment, where it has been 
argued that whilst love can form part of a consumer’s attachment to a brand, as the 
strength of the consumer-brand relationship can vary, the inclusion of love is not a 
given. 
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Table 5 - Attachment Theory
Model Perspective Dimensions Data Type
Attachment Theory
(Bowlby, 1977) Psychological
Specificity
Duration
The engagement of emotion
Ontogeny
Learning
Organisation
Biological Function
Clinician assessment of 
patients (guided by 
attachment theory)
(Hazan & 
Shaver, 1987) Psychological
Adult Attachment Types: 
Secure
Avoidant
Anxious/Ambivalent
2 Quantitative Studies:
Study 1: 620 newspaper 
respondents
Study 2: 108 UG students
(Shaver, 
Schwartz, 
Kirson, & 
O'Connor, 
1987)
Psychological Emotion Prototypes: Love, Joy,Anger, Sadness, Fear, Surprise
Study 1 - 112 students 
prototypically-rating phase 
Study 2 - 100 students 
similarity-sorting
Emotional Attachment
(Thomson et 
al., 2005) Consumer
Measure Emotional Attachment:
Affection (affectionate, loved, 
peaceful, friendly)
Connection (attached, bonded, 
connected)
Passion (passionate, delighted, 
captivated)
Quantitative: five studies
First 3 studies used to 
refine the measures.
Study 4 - 184 UG students
Study 5 - 179 non-student 
outside a museum and a 
restaurant
(Read et al., 
2011) Consumer
Measure Emotional Attachment:
Affection
Connection
Passion
Qualitative: 6 in-depth 
interviews
Quantitative: two studies
Pre-test with 8 academics 
451 online survey
Sternberg’s (1986, 1997) triangular love theory is the most widely adopted 
conceptualisation for love, both within and beyond the psychology literature. Similar 
to Lee’s (1977) theory of love-styles, Sternberg’s (1986, 1997) triangular love theory 
also proposes three main dimensions of love, however the conceptualisations differ 
in their complexity. Specifically Sternberg, by comparison, developed a relatively 
simple model by which to measure love, incorporating the use of a triangle to 
metaphorically represent the three main dimensions of love. As shown in Figure 3 (p. 
52), each vertex of the triangle represents one dimension and the size of each 
dimension differs based on the level of importance assigned by the individual and,
importantly, all three dimensions (intimacy, passion, commitment) are correlated and 
interact with each other. 
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Sternberg (1997) argued that the triangle allows for eight distinct kinds of love
from “non-love” (the absence of all dimensions) to “consummate love” (the inclusion 
of all dimensions), as shown in Table 6. Sternberg (1997) contends that it is not 
necessary, and highly improbable, that any relationship will include a full combination
of all three components, resulting in pure or “consummate” love (Sternberg, 1997). In 
his study, Sternberg (1997) sought to develop and validate a new scale by which to 
measure love. He articulated that in order to understand love, it is necessary to 
understand the three dimensions of love. Firstly, intimacy “refers to feelings of 
closeness, connectedness and bondedness in loving relationships” (Sternberg, 
1997, p. 315) and is also associated with feelings of warmth, happiness, mutual 
understanding (as examples). “Passion refers to the drivers that lead to romance, 
physical attraction, sexual consummation, and related phenomena in loving 
relationships” (Sternberg, 1997, p. 315) and includes feelings that lead to passion 
such as arousal or a need for self-esteem. Finally, “decision/commitment refers, in 
the short-term, to the decision that one loves a certain other, and in the long-term, to 
one’s commitment to maintain that love” (Sternberg, 1997, p. 315). To develop and 
validate the measure for love, Sternberg conducted a survey incorporating the 
triangular love theory scale items (Sternberg, 1986), Rubin’s (1970) love scale and 
liking scale, and satisfaction items. These sections of the questionnaire were 
included for external validation of the scale. 
Figure 3 - Sternberg's Triangular Love
Companionate Love
(Intimacy + 
Commitment)
Liking
(Intimacy alone)
Romantic Love
(Intimacy + Passion)
Fatuous Love
(Passion + Commitment)
Consummate 
Love
(Intimacy + 
Passion + 
Commitment)
Empty Love
(Commitment/decision 
alone)
Infatuation
(Passion alone)
Source: Adopted from (Sternberg, 1988)
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Table 6 - Sternberg's Eight Kinds of Love
Kind of Love Dimension of Love DescriptionIntimacy Passion Commitment
1 Non-love - - - Interactions are superficial
2 Liking + - - Characteristics of friendship
3 Infatuated love - + - Love at first sight, can dissipate as quickly 
4 Empty love - - + Stagnant relationships only commitment left
5 Romantic love + + - Combines passion and intense intimacy
6 Compassionate 
love + - + Deep long-term relationship
7 Fatuous love - + + Silly love where passion leads to commitment
8 Consummate 
love + + + Perfect love, the ideal of love
Source: Adopted from (Sternberg, 1986, 1997)
Similarly, Aron and Westbay (1996), in validating the triangular love scale 
compared Sternberg’s (1986) triangular love scale, Lee’s (1977) love-styles and the 
attachment styles as developed by Bartholomew and Horowitz (1991). Aron and 
Westbay (1996) conducted seven separate studies in the pursuit of reducing the 
number of items in the triangular love scale, seeking to validate and replicate the 
scale at each stage. In each study conducted, they reported both convergent and 
discriminant validity for the scale, where the three dimensions of triangular love 
theory (intimacy, passion, commitment) consistently held up. The results of the study 
comparing the three main taxonomies of love indicated various degrees of 
correlations between the love-feature dimensions (intimacy, passion, commitment) 
and the love-styles (mania, agape, pragma, ludus, eros, storge). In much the same 
way, Sternberg (1986) argued that the three dimensions of triangular love theory 
appear in varying strengths to represent eight different kinds of love. In Sternberg’s 
work, the correlation between the dimensions and the love-styles also seemed 
indicative of variations across the love-styles with the exception of Pragma or the 
logical/practical love – consistent with previous findings (Aron & Westbay, 1996).
Interestingly, there was no substantial association between attachment styles and 
the love-feature dimensions (triangular) which was surprising and indicative that, in 
this study, the attachment styles could not assist in explaining variations in love 
(Aron & Westbay, 1996).
Subsequent studies of love within the psychology domain employing 
Sternberg’s (1986, 1997) triangular love theory have sought to reduce the number of 
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items representing the three components (Aron & Westbay, 1996; Lemieux & Hale, 
1999). However, as shown in Table 7 Sternberg’s three dimensions have been 
maintained. Subsequent studies have also compared and contrasted triangular love 
theory with other love theories (Aron & Westbay, 1996), and applied the theory
beyond undergraduate students (Overbeek, Ha, Scholte, de Kemp, & Engels, 2007).
Table 7 - Triangular Love Theory
Model Perspective Dimensions Data Type
(Sternberg, 
1986, 1997) Psychological
Passion
Intimacy
Commitment
Quantitative: 84 participants
2 Quantitative Studies with 
newspaper respondents (84 and 101)
(Aron & 
Westbay, 1996) Psychological
Passion
Intimacy
Commitment
Quantitative surveys with UG student 
samples to validate & reduce love 
scale – 7 separate studies
(Lemieux & 
Hale, 1999) Psychological
Passion
Intimacy
Commitment
Quantitative: 123 women and 110 
men
(Engel et al.,
2002) Psychological
Passion
Intimacy
Commitment
Quantitative: 126 UG students
(Overbeek et 
al., 2007) Adolescents
Passion
Intimacy
Commitment
Quantitative: 435 Dutch adolescents 
aged 12-18 years old
The triangular love theory or interpersonal love differs from the theory of 
attachment, specifically where attachment can vary in strength and therefore exclude 
love as a component (Beach & Tesser, 1988). Additionally, whilst triangular love 
theory incorporates commitment or decision as a component of love (Heinrich et al., 
2008; Overbeek et al., 2007; Shimp & Madden, 1988; Sternberg, 1997) when it 
comes to brand attachment, it is argued that commitment is an outcome of 
attachment rather than part of it (Park, MacInnis, & Priester, 2006). As argued by 
Yim, Tse and Chan (2008), despite their differences there are many similarities, in 
particular, both emphasise the intimacy or emotional connectedness between the 
person/consumer and the loved person/object/brand (Park et al., 2006; Sternberg, 
1986). Further, passion is considered a central component of both love (Albert, 
Merunka, & Valette-Florence, 2008a; Carroll & Ahuvia, 2006; Heinrich et al., 2008; 
Sternberg, 1986) and brand attachment (Read et al., 2011; Thomson et al., 2005).
Lee’s (1988) study explored love styles rather than attempting to define love 
itself. He contends there are numerous love-styles, just as there are colours, and no 
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one love-style is the correct or true style. Much in the same way a person could wear 
predominantly blue clothes, perhaps this is the colour they look best in. However, 
they would not believe that blue is the only true colour and that everyone should 
wear only the colour blue. Further, whilst their favourite clothing colour is blue, this 
may not be their favourite colour to decorate their house. Similarly, the way in which 
an individual loves a partner or child can differ to the way in which they love a brand 
or product. Therefore, conceptualisations of love from the psychology literature, 
whilst informing the concept of brand love, need to be explored fully to understand 
the manifestation of brand love within the person-object/brand relationship rather 
than simply adopting the conceptualisations of love directly from the psychology 
literature.
2.3.4 The emergence of brand love conceptualisations
Brand love is an emerging area of research, with recent academic and 
practitioner interest. As demonstrated in the psychology literature, love receives 
attention as a construct in its own right (e.g., Lee, 1977; Sternberg, 1986) and as a 
component of a larger concept such as attachment theory (e.g., Shaver et al., 1988).
Similarly, in the consumer behaviour and marketing context brand love has been 
explored explicitly (Ahuvia et al., 2009; Albert et al., 2008c; Carroll & Ahuvia, 2006),
as a component of consumers’ emotional attachments to brands (Thomson et al., 
2005), and as a type of consumer brand relationship  (Fournier, 1998), for example. 
There are only a few empirical studies on the measurement of brand love (e.g., 
Albert et al., 2008a; Heinrich et al., 2008) and the lack of consensus over a definition 
of brand love is extended to the conceptualisation, where the disagreements 
continue. Predominantly, the incongruity of the brand love conceptualisations is 
attributed to many studies omitting early exploratory work, instead opting to rely on 
the exploratory work conducted in the psychology domain, specifically Sternberg’s 
(1986) triangular love scale (Batra et al., 2012). Whilst Sternberg’s (1986) triangular 
love theory has been empirically tested and validated within the psychology domain 
in person-to-person love, once applied to consumer-brand relationships some of the 
terms and components of the scale may not be relevant.
Sternberg’s (1986, 1988, 1997) framework provided the foundation for brand 
love’s role in consumer-object relations and forms the basis for a number of 
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empirical studies developing the construct for brand love (e.g., Heinrich et al., 2008; 
Shimp & Madden, 1988). Based on Sternberg’s (1986) original paper, Shimp and 
Madden (1988) contend that the triangular love theory concept could be used to 
study consumer-object relations. Shimp and Madden (1988) argued that as 
consumers interact and form relationships with objects and brands they develop 
feelings which range from “antipathy, to slight fondness, all the way up to what 
would, in person-person relations, amount to love” (Shimp & Madden, 1988, p. 163).
They likened the concept of love to extreme enthusiasm towards a product or brand 
in the consumer behaviour literature (Shimp & Madden, 1988). In their study, Shimp 
and Madden (1988) developed a conceptual framework for brand love. They likened
intimacy to liking (in consumer-object relations) where liking represents an emotional 
psychological process, passion to yearning (motivation psychological process), and 
retaining commitment or decision (cognition psychological process). Shimp and 
Madden’s (1988) conceptual paper, whilst the first study to explicitly explore the 
concept of brand love, has received some criticism. In particular, their 
conceptualisation simply adopted Sternberg’s scale (Albert et al., 2008c) and did not 
empirically test or validate the scale, although they adapted the items to ensure the 
terminology was appropriate for the consumer audience. Further, by substituting 
“liking” in the place of “intimacy” Shimp and Madden (1988) have altered the 
construct as a whole as “love is not merely a more intense form of interpersonal 
liking, but also a conceptually and empirically distinct construct” (Carroll & Ahuvia, 
2006, p. 81).
Heinrich et al. (2008) sought to extend Shimp and Madden’s (1988) research, 
specifically addressing the gap by empirically testing and validating the scale 
proposed. However, where Shimp and Madden (1988) used the love triangle as an 
analogy, Heinrich et al. (2008) maintained the original terminology from Sternberg 
(1986) (as shown in Table 8, p.58). Heinrich et al. (2008) stated that brand love is 
reflected by brand intimacy, brand passion, and brand commitment as first order 
factors. In an on-line questionnaire, Heinrich et al. (2008) asked participants to name 
a brand which they love, or had the strongest feelings of love towards and focussed 
all subsequent questions on the self-selected brand. The findings support the 
adoption of Sternberg’s triangular love theory in the marketing context and the 
linkage or combination of all three factors reflecting the brand love construct. In this
way, Heinrich et al.’s (2008) research significantly contributed to the creation of a 
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brand love measurement tool. The main limitation of this research, which is a 
consistent theme throughout the brand love literature, was omitting the early 
exploratory work involved in understanding the brand love construct from the 
consumer perspective rather than adopting the framework from the psychology 
literature (Batra et al., 2012).
The first major empirical study that sought to understand the concept of brand 
love, was initiated by Ahuvia (1993, 1992). In his first study, Ahuvia (1993) coined 
the term “philopragia” “to describe a love for anything other than a person with whom 
one has a close personal relationship” (Ahuvia, 1993, p. v). Love for an object or 
brand (philopragia) was found to be similar, yet non-identical, to that of interpersonal 
love. Ahuvia (1993) found that whilst some consumers use the term love for an 
object or brand in a metaphorical sense, majority of consumers believed they used 
the term love for an object or brand in the literal sense for at least one thing. The key 
differences found between interpersonal love and philopragia were the “level of the 
sacredness in the relationship and the extent of reciprocity” (Ahuvia, 1993, p. 216).
Furthering this work, Ahuvia’s (2005) study explored loved possessions and their 
role in developing identity narratives. Through in-depth interviews he found that 
loved items were used by individuals to express the self to others or transform the 
self image into a desired form. Therefore, whilst loved objects and brands, unlike 
loved people, cannot reciprocate those loving feelings, they were seen to be a 
mechanism for displaying the desired self to others (Ahuvia, 2005), thus influencing 
our sense of who we are. In this way, Ahuvia (1993, 1992; 2005) determined that 
consumers do have strong emotional connections to objects and brands, resembling 
love. However, the subjectivity of the term love resulted in different people meaning 
different things when they used the word “love” (Ahuvia, 1993).
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Table 8 - Conceptualisations of Brand Love
Model Perspective Factors Data Type
(Shimp & 
Madden, 
1988)
Consumer
Like
Yearning
Decision/Commitment
Conceptual
(Ahuvia, 
1993) Consumer N/A
Questionnaire/depth interviews
Study 1: 69 phone Study 2: 10 
face-to-face 
(Whang et 
al., 2004)
Consumer Eros, Ludus, Storge, Mania, Agape 
& Pragma
Quantitative: 179 bikers.
Built on Lee (1977) & Hendrick 
& Hendrick (1989) Love Attitude 
Scale
(Ahuvia, 
2005) Consumer N/A
Qualitative: two depth interviews 
(selected from original 10 
interviews)
(Carroll & 
Ahuvia, 
2006)
Consumer
Unidimensional: 10 items (passion, 
attachment, positive evaluation, 
positive emotions and declarations 
of love for the brand)
Quantitative: 334 respondents
(Albert et al., 
2008a) Consumer
Passion (Pleasure, Idealization)
Affection (Uniqueness, Intimacy, 
Duration, Memories, Dream)
Qualitative: 17 structured 
interviews
Quantitative: 825 consumers 
(paper versions & on-line)
(Heinrich et 
al., 2008) Consumer
Brand Passion
Brand Intimacy
Brand Commitment
Quantitative: 299 consumers
(Kim et al., 
2008a) Consumer
Unidimensional: I love this store!; 
I am passionate about this store; 
I’m very attached to this store; and 
This store makes me very happy.
Retail
(Bergkvist &
Bech-
Larsen, 
2010)
Consumer
Unidimensional, two items:
Would you miss BRAND if it was 
no longer available?
Do you feel deep affection, like 
‘love’, for BRAND?
Quantitative: two studies; 158 
and 135 undergraduate students
(Batra et al., 
2012) Consumer
Passion-driven Behaviours 
Self-Brand Integration
Positive Emotional Connection
Qualitative and Quantitative: 
(Rossiter, 
2012) Consumer
Single, multicomponential item:
scale range hate, dislike, neutral, 
liking to love. 
Love: I would say I feel a deep 
affection, like love, for this brand 
and I would be really upset if I 
couldn’t have it.
Quantitative: 291 UG students
It has been argued that brand love occurs within the population of satisfied 
consumers (Carroll & Ahuvia, 2006; Kim et al., 2008a). In this way, brand love is 
conceptualised within the boundaries of satisfaction (Carroll & Ahuvia, 2006; Kim et 
al., 2008a), although brand love and satisfaction are deemed different constructs, 
brand love is considered a “mode of satisfaction” (Carroll & Ahuvia, 2006, p. 81).
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According to Carroll and Ahuvia (2006, p. 81) “brand love includes passion for the 
brand, attachment to the brand, positive evaluation of the brand, positive emotions in 
response to the brand, and declarations of love for the brand” and can assist in 
explaining variation in post-consumption behaviour among satisfied consumers. 
Therefore, whilst satisfaction is considered the result of a transactional experience 
and often associated with the expectancy disconfirmation paradigm, brand love, in 
contrast, is developed over the course of a long-term relationship where the 
consumer knows what to expect from the brand or object and thus, disconfirmation is 
rare (Carroll & Ahuvia, 2006). The conceptualisation of brand love as a mode of 
satisfaction excludes negative emotions and feelings such as hate and dislike. 
Specifically, it is argued that satisfaction operates on a spectrum from pure 
transactional, cognitive experiences where the consumer simply has no feelings 
towards the brand (rather than negative) through to strong feelings of love towards 
the brand developed over time (Carroll & Ahuvia, 2006).
In a study exploring brand love within the context of grocery and apparel 
retailing, Kim et al. (2008a) sought to extend Carroll and Ahuvia’s (2006) research 
also conceptualising brand love as a mode of satisfaction. They contend that whilst 
satisfaction can be the result of one transaction, brand love develops over numerous 
transactions. Conceptualising brand love as a mode of satisfaction tends to exclude 
the possibility of consumers being dissatisfied with the brand or product and yet still 
holding strong feelings of love towards the brand. Specifically, within the sport 
domain a consumer can consistently be disappointed and dissatisfied with the 
performance (on or off field) of their sport team yet still have feelings of love for their 
team (García & Caro, 2009). In this way, consumers’ expectations about the 
outcome of the performance of the team are adjusted and therefore whilst they are 
not necessarily satisfied with the performance of the team, the consumer can still 
feel love for the team. It has been argued that negative feelings and emotions 
towards a brand or object (e.g., hate or dislike) should be excluded from the brand 
love construct (Ahuvia, 2005; Carroll & Ahuvia, 2006). In the case of brands such as 
sport team consumers can feel negative emotions such as disappointment, anger, 
and frustration towards their own team; however these have yet to be explored within 
the realm of brand love. DeWitt, Nguyen and Marshall (2008), in their study exploring 
the mediating effects of emotion in service recovery argue that when a team 
performs well on field following a losing streak, a consumer’s negative emotions 
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(e.g., disappointment, frustration) may have been reduced and some positive 
emotions may have increased (happiness, pleasure, excitement). Therefore, 
expectations and perceptions of future success can influence a consumer’s emotions 
and feelings towards a team simultaneously (DeWitt et al., 2008). As such, it is 
remiss to exclude negative emotions and feelings towards a brand whilst attempting 
to understand how love is manifested in consumers. 
In a study exploring the feelings of love consumers have towards a brand, 
Albert et al. (2008c) sought to identify the underlying meaning behind brand love. 
Further, they sought to extend the current literature on brand love beyond the 
country boundary of the United States (US) by conducting their study in France. In 
doing so, they found some country specific differences between the studies 
conducted in the US and their study. Specifically, Albert et al. (2008c) found that 
within the 11 dimensions identified to represent brand love, memory (e.g., childhood, 
images, memories, history) and trust (e.g., trust, loyalty) were identified in the French 
study however these had not previously been included in the US studies. 
Additionally, prior research included attachment and commitment as components of 
brand love, although Albert et al. concluded that although they emerged from the 
data, attachment and commitment were not considered major components of love. 
Specifically, Albert et al.’s (2008c) study was limited to consumers who declared that 
they “completely agree” or “rather agree” that they have a love relationship with a 
brand. In analysing the results, Albert et al. found that attachment and commitment 
only emerged in those consumers who “rather agree” to having a love relationship 
with a brand. In this way, whilst attachment and commitment were linked to brand 
love, Albert et al. (2008c) concluded they were not a strong representation of brand 
love and were thereby excluded from the brand love construct. It is argued that this 
is potentially a result of the data collection method, using images to depict aspects of 
love where attachment and commitment were not visually considered (Batra et al., 
2012). Although attachment and commitment were not found to represent brand love 
in Albert et al.’s (2008c) research, there is an argument for exploring them in future 
research to explicitly determine if they make-up a component of brand love.
The main criticisms of brand love research to date, beyond the lack of 
consensus around the conceptualisation, stem from the use of the term “love” in the 
scale measuring brand love. In addition, many studies allow participants to choose 
their own brand or object. As pointed out by Bergkvist and Bech-Larsen (2010),
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marketing managers are not able to choose which brand they work with, and it is 
important to explore consumers’ feelings towards a brand or object from liking to 
loving. To overcome this, Bergkvist and Bech-Larsen (2010) included both pre- and 
self-selected brands in their two studies, where iPod, Vegemite, Colgate, and 
Panadol were the pre-selected brands and participants were then asked to select a 
favourite brand of clothes or soft drink. This study found that Panadol and Colgate 
scored markedly lower on love than their counterparts (clothes, Vegemite, soft drink, 
and iPod), thus indicating that the scale can account for variation in product and 
love, providing further evidence to suggest that hedonic products, generally, 
generate stronger positive emotions (Carroll & Ahuvia, 2006). Although this scale 
demonstrated variation in the feelings consumers have towards these specific 
brands, Bergkvist and Bech-Larsen (2010) restricted the items used to measure 
brand love to avoid any overlap. In this, they cited, for instance, that Carroll and 
Ahuvia’s (2006) 10-item scale includes items that potentially cross-over with 
emotional attachment or attitudinal attachment construct. Therefore, brand love was 
measured with only two items, one measuring expressed love and the second sense 
of love in the case of object/brand unavailability (Bergkvist & Bech-Larsen, 2010).
Both the items were representative of passionate or romantic love scale, indicating 
the scale is actually measuring passion rather than the complete construct of love. 
Rossiter (2012) too sought to understand brand love and develop a scale by 
which to measure it that specifically excluded the term “love”. Rossiter (2012) argued 
that it was inappropriate to use the word “love” in measuring brand love, where the 
meaning of the noun differs between individuals and situations. For example, saying 
“I would love to go to the park” and “I love you” demonstrate two different meanings 
of the word love. Therefore, when measuring love it is important to avoid asking 
outright, “do you love this brand?” To overcome this, Rossiter (2012) employed the 
C-OAR-SE scale method which provided a rating scale (e.g., useless-useful) 
whereby the contrastive measure is “a measure in which the answer options form 
obviously separate and discrete categories” (Rossiter, 2012, p. n.p.). Although 
Rossiter (2012) specifically condemns any study that uses the word “love” within a 
scale given its inherent ambiguity, his rating scale includes “love”. Beyond this, the 
item used to measure love, as shown in Table 8 (p. 58), not only includes the word 
love but is also double-barrelled where respondents could potentially select “liking”, 
one option down from love, purely as they would not be upset if they could not 
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purchase the brand rather than because they do not actually love the brand. 
Rossiter’s (2012) argument that the conceptualisation and ultimate scale by which to 
measure brand love should specifically exclude the word “love” certainly has merit 
considering the subjectivity and ambiguity of the word and therefore future scales 
should seek to measure the brand love construct in the absence of the word “love”.
Additionally, Rossiter (2012) concluded that one in four brands are loved. 
Considering the brands explored in his study (laundry detergent, coffee, computers, 
fashion labels) were predominantly utilitarian products rather than hedonic products, 
which have a tendency to elicit a greater emotional response from consumers 
(Carroll & Ahuvia, 2006), this is potentially a gross generalisation. Furthermore, the 
respondents used in the study were undergraduate students with an average age of 
22.8, as such they may still live with their parents, and may have never personally 
purchased coffee or laundry detergent or even a computer previously. Consequently, 
beyond these three product categories being utilitarian, it is unlikely the participants 
have had extensive exposure to the products or brands to move them beyond pure 
transactional experiences with the brands or products. Therefore, the 
conceptualisation of the brand love construct is of high importance in addition to the 
sampling and brand or product category explored. This may especially be the case 
when conducting comparative studies in order to provide conclusions and 
generalisations pertaining to the sample population. 
To explore brand love, love towards a brand must first be understood. 
Allowing participants to self-select a favourite brand does not provide a 
representative sample of the population who use or purchase the specific brand or 
product. For this reason, it is important to restrict the product category and explore 
love from a low level (of use/purchase for example) to a high level. Some examples 
included those employed by Bergkvist and Bech-Larsen (2010) such as favourite 
clothing brand, or a sporting league where all the teams within a league whilst not 
considered equal were comparable. In this way, brand love can be explored across 
the spectrum of consumers from casual or light users to more fanatical or heavy 
users of products or brands. Furthermore a deeper understanding of what is and 
what is not brand love can be developed. 
Sport teams and athletes generate emotive responses from consumers that 
are stronger than that of any other industry (Couvelaere & Richelieu, 2005; 
Underwood et al., 2001). Despite this, brand love has yet to be explored within the 
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context of sport. Emotions could offer a useful tool for classifying sport consumers 
and assist in developing specific marketing strategies for each consumer group (Koo 
& Hardin, 2008). In particular, emotions have the capability of providing insight into 
the way in which sport consumers actually consume sport, where the sport offering 
ranges from attending games live in a stadium, to watching games on TV (for 
example at home or at a sports bar), via the internet or smart phones (Lee et al., 
2011), to listening to the games on the radio. In identifying the emotions which 
contribute to influencing these types of behaviours this research may give sport 
organisations, specifically marketing managers, insight into how to leverage these 
emotions to elicit specific behavioural responses from sport consumers. Already, 
marketing and brand managers attempt to create passionate brands that consumers 
feel an emotional connection to, through the use of emotional advertising (Bauer et 
al., 2007), where sport teams, sport leagues and athletes already generate strong 
passionate emotions in consumers (Lee et al., 2011). “Marriages come and go. So 
do jobs, hometowns, friendships. But a guy’s attachment to a sport team? There’s a 
bond that holds the heart” (Mahony et al., 2000, p. 15). Appearing in a feature article 
in USA Today, this quote demonstrates the strong feelings of love consumers hold 
for their favourite sport team. There is a natural link between love and sport, and it is 
proposed that the greater the feelings of love for a sport team the greater propensity 
for a consumer to develop a lasting relationship with the team. It is argued therefore, 
that brand love may assist in explaining variations in consumer behaviour such as 
loyalty outcomes and that brand love may vary across the spectrum of fans.
Following this logic, future research on brand love must first seek to 
understand how brand love is experienced by consumers prior to conducting an 
empirical investigation (Batra et al., 2011). Due to the lack of consensus of definition 
and conceptualisation, there is a need to gain a complete understanding of brand 
love from the consumer’s perspective. As such, this thesis will employ qualitative 
research to conceptualise the brand love construct and seek to understand how love 
is manifested in the context of a sport team. This research therefore seeks to 
address the gap in the literature and provide some clarity to the understanding of 
brand love and its application within the context of sport. In order to understand how 
brand love is manifested in sport consumers, this study will explore the results from 
existing literature with consumers in addition to allowing new themes and emotions 
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to naturally fall out of the exploratory component of the research. Thus, the following 
research question is explored:
RQ 1: How is brand love of a sport team manifested in sport consumers?
Beyond providing an understanding of the manifestation of brand love in sport 
consumers, this study intends to explore the outcomes of brand love. It is argued 
that consumer behaviour is emotionally driven (Roberts, 2005) and specifically, that 
brand love can lead to loyalty in consumers (Carroll & Ahuvia, 2006). Presently there 
is limited empirical research exploring the impact of brand love on loyalty (Batra et
al., 2012; Bergkvist & Bech-Larsen, 2010; Carroll & Ahuvia, 2006). Therefore, this 
thesis seeks to add to the growing body of knowledge and provide empirical support 
for this relationship. The following section presents a detailed discussion of loyalty 
and the relationship with brand love.
2.4 Consumer Loyalty
It is often thought that sport consumers are the ultimate consumer, their 
unfailing loyalty, their passion and love for a sport person (or team) is one which 
many brands outside the sport industry aspire to. Whilst sport purports to be a 
unique industry in which its consumers can be considered “die hard” or fanatical fans 
(Smith & Westerbeek, 2007), the question begs, what are the ingredients required to 
create such loyal fans? The present research aims at investigating the role that 
brand love plays in creating loyalty towards a sport team and what causes 
consumers to fall in love with their team. 
The benefits of loyal fans to a sport team is repeat purchasing, such as 
memberships and merchandise, positive WOM, attending games or watching games 
on TV and reading about the team in newspapers and on the internet (Bauer et al., 
2008). Further, a sport team can leverage this loyal fan base to secure greater level 
of broadcasting and media coverage which enhances the exposure of the team and 
thus its ability to seek funding via avenues such as sponsorship (Heere & Dickson, 
2008; Mahony et al., 2000; Rosner & Shropshire, 2004).
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2.4.1 The Organisational Pursuit of Loyalty 
In a increasingly competitive and cluttered marketplace, consumer retention is 
a top priority for organisations (Bauer et al., 2008). Consumer retention and loyalty, 
first and foremost provides an organisation with a collection of core consumers who 
will repeatedly purchase their products or services. Beyond this, loyal consumers are 
said to have an enhanced sense of attachment with the brand or organisation, thus 
feeling a sense of obligation to stick with a brand or organisation through tough times 
as well as good times (Rundle-Thiele, 2005). Loyalty has been extensively examined 
in the literature, however results lack consensus as to the components of loyalty 
versus the outcomes (Kapil & Kapil, 2010). The concept of loyalty is generally seen 
as the loyalty consumers have for a brand or organisation and, as such, the literature 
focuses on consumer behaviour and consumer perspectives of loyalty (Chaudhuri & 
Holbrook, 2001; Day, 1969; Dick & Basu, 1994; Jacoby & Kyner, 1973; Kapil & Kapil, 
2010; Keller, 1993; Kressmann, Sirgy, Herrmann, Huber, Huber, & Lee, 2006; Oliver, 
1999; Sirdeshmukh, Singh, & Sabol, 2002; White, 2006). That is, loyalty is seen as a 
consumer’s favourable attitude towards a brand or organisation which manifests in 
repeat purchasing of a brand over time (Keller, 1993; Oliver, 1999; Srinivasan, 
Anderson, & Ponnavolu, 2002).
Loyalty is a highly sought after, ever elusive, utopia which marketers and 
managers alike aspire to instil in their consumers. It is argued that loyalty can 
provide a seller with protection from competition (Mascarenhas, Kesavan, & 
Bernacchi, 2006), positive WOM, repeat purchasing, and sizable purchasing from its 
consumers (Sirdeshmukh et al., 2002). It has also been argued that there is a high 
cost of acquiring new consumers compared with retention of present consumers 
(Kaynak et al., 2008; Rundle-Thiele, 2005; Srinivasan et al., 2002). Further, loyal 
consumers will speak favourably of a brand or organisation, essentially providing 
referrals and new consumers free of charge (Kaynak et al., 2008). Loyal consumers 
are also seen to pay a premium for a product as they do not wait for price reductions 
in order to purchase the product (Reichheld & Markey Jr, 2000). They perceive the 
product or brand to provide unique value which no other product or brand can 
provide (Chaudhuri & Holbrook, 2001), thus reducing the likelihood of switching to a 
competing brand (Mascarenhas et al., 2006). However, the lure of new competing 
products and competitive prices has been said to erode consumer loyalty 
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(Mascarenhas et al., 2006) and highlights the importance of investigating loyalty and 
how brands or organisations develop loyalty in their consumers.
2.4.2 Defining Loyalty
Loyalty was first defined by Copeland in 1923 (as cited in Krystallis & 
Chrysochou, 2010, p. 125) as “an extreme attitude towards a product which might 
have a special effect on buying behaviour.” In their study developing a conceptual 
framework where the social norms and situational factors were seen as mediators to 
the loyalty relationship, Dick and Basu (1994) defined loyalty as “the strength of the 
relationship between an individual’s relative attitude and repeat patronage” (p. 99). In 
developing this conceptual framework, Dick and Basu (1994) presented loyalty as a 
combination of attitude and behaviour, reflected in their definition, where one or the 
other does not constitute loyalty. In a similar vein, Oliver (1999), in his conceptual 
study on the relationship between consumer loyalty and satisfaction defined loyalty 
as “a deeply held commitment to rebuy or repatronize a preferred product/service 
consistently in the future, thereby causing repetitive same-brand or same brand-set 
purchasing, despite situational influences and marketing efforts having the potential 
to cause switching behaviour” (Oliver, 1999, p. 34). Consistent with Dick and Basu’s 
(1994) definition, Oliver (1999) too highlights the behavioural aspect of loyalty, 
repeat purchase or patronage. Oliver’s (1999) definition built on George Day’s work 
who in 1969 presented an empirical study on brand-loyal buyers, where he focused 
his brand analysis on the frequency of purchase of a convenience food product and 
stated that: 
“(1) loyalty is based on a rational decision made after an evaluation of the 
benefits of competing brands. This decision is, in effect, a commitment to the 
brand. Such decisions likely are made on an infrequent basis, and once made 
the buyer either, (1) feels that such an explicit decision is no longer necessary 
before each purchase, in which case the process becomes habitual, or (2) his 
strong affective orientation toward the brand narrows his perceptual judgment, 
and he is less likely to see competitive promotional activity.” (Day, 1969, p. 
35)
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In contrast to these definitions combining the aspect of behaviour and attitude 
to establish loyalty, Jacoby and Kyner (1973) presented a study on brand loyalty 
versus repeat purchasing behaviour. They offered a definition of loyalty which 
included the concept of purchase behaviour and postulated that six conditions were 
necessary to establish loyalty. The conditions for loyalty were argued as “(1) the 
biased (i.e., non-random), (2) behavioural response (i.e., purchase), (3) expressed 
over time, (4) by some decision-making unit, (5) with respect to one or more 
alternative brands out of a set of such brands, and (6) is a function of psychological 
(decision-making, evaluative) processes” (Jacoby & Kyner, 1973, p. 2). Much like the 
work of Day (1969), Jacoby and Kyner (1973) argued that there are two very 
separate dimensions to loyalty although they are specific about the behavioural 
response of consumers. In a study on the retail industry (clothing purchases) and the 
service industry (non-business airline travel) Sirdeshmukh et al. (2002) defined 
loyalty as “an intention to perform a diverse set of behaviours that signal a motivation 
to maintain a relationship with the focal firm” (p. 20) which includes positive WOM, 
repeat purchasing and sizable percentage of total purchasing. Consistently 
throughout the definitions of loyalty, behaviour is continually included, as is the 
relationship the consumer has with the organisation, presented as an attitude or 
attachment the consumer has with the organisation or brand. In Lin’s (2010) study of 
387 toy shop and video game consumers a definition of loyalty was presented which 
recognised that consumers consider more than one brand, however will feel a 
stronger affiliation towards one brand over the rest, representing loyalty. Thus, Lin 
(2010) defined loyalty as “the result from non-random, long existence behaviour 
response, and it was a mental purchase process formed by some certain decision 
units who considered more than one brand” (p. 6).
The definition of loyalty is the cause of much contention in the literature where 
the debate stems from the difference between behaviour and attitude (Kapil & Kapil, 
2010). Whilst many studies acknowledge that loyalty is the culmination of both 
behaviour and attitude, most empirical studies tend to focus on one or the other and 
yet still refer to the general term of loyalty (Kapil & Kapil, 2010). Furthermore 
throughout the literature, loyalty is referred to in a multitude of ways; that is as brand 
loyalty, consumer loyalty, or fan loyalty as the main examples. Whilst these effective 
nouns seek to differentiate or present alternative concepts to that of loyalty on its 
own, the difference is purely contextual or product based. That is, brand loyalty 
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refers to the loyalty towards a particular brand or brand set (Kim, Morris, & Swait, 
2008b); consumer loyalty refers to the loyalty (both behaviour and attitude) towards a 
particular product or service (Xu, Lu , Yong Goh, Jiang, & Zhu, 2009); and fan loyalty 
refers to the loyalty towards a particular sport or sport team (Bristow, Schneider, & 
Sebastian, 2010). Thus, although there appears to be alternative perspectives on 
loyalty, each descriptor is just that, and adds more specificity with regard to context 
of the term loyalty. Fan loyalty or loyalty within the context of sport and sport teams 
presents a sizeable context. Given this study is investigating loyalty within the 
context of sport, fan loyalty warrants further investigation. Thus, the following section 
will further investigate the concept of loyalty within the realm of sport.
2.4.3 Defining loyalty in Sport
Within the context of sport, loyal sport consumers are important beyond their 
commitment to repurchase memberships and merchandise or watch their sporting 
team (Bauer et al., 2008). They afford a sport organisation the security of a loyal fan 
base regardless of on field result, where unpredictability is a core component of the 
sports product. This, in turn, allows the sport organisation to charge premium prices 
(Heere & Dickson, 2008; Rosner & Shropshire, 2004). Furthermore loyal sport 
consumers are more likely to view their team or organisation more favourably which 
leads to increased purchasing and a greater propensity of watching or attending 
games (Mahony et al., 2000). Sport organisations can leverage their loyal fan base 
to secure media broadcasting, enhancing the exposure of the team and its ability to 
seek revenue from sponsorship (Kaynak et al., 2008). The conceptualisation and 
subsequent measurement of loyalty in sport has received extensive attention 
recently in the literature, as the definitive fan loyalty measurement tool is sought after 
(e.g., Bauer et al., 2008; Filo, Funk, & Alexandris, 2008; Funk & James, 2006; 
Gladden & Funk, 2002; Kwon, Trail, & James, 2007).
In the sport context, it has been argued that support for a sporting team can 
exist regardless of attendance (Mahony et al., 2000; Murrell & Dietz, 1992).
Attendance is a behavioural measurement that can, at times, be misleading as 
purchasing can be a result of habit or lack of alternatives. Furthermore, a loyal sport 
consumer is generally accepted as someone who perceives themselves to be a fan 
of a sport or a team (Dietz-Uhler, Harrick, End, & Jacquemotte, 2000). Historically in 
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the sport literature, loyalty or fan loyalty has been based on behaviour only, more 
specifically attendance at games (e.g., Bauer et al., 2008; Funk, Mahony, & Ridinger, 
2002; Hill & Christine Green, 2000; Murrell & Dietz, 1992), where the most important 
factor in determining loyalty is that of a “spectator’s desire to attend live sporting 
events” (Kaynak et al., 2008, p. 343). In contrast Robinson, Trail, Dick and Gillentin 
(2005), in their study of fans versus spectators, surveyed 861 spectators at 
intercollegiate football games and determined that whilst the behaviour is somewhat 
consistent, the main differences between fans and spectators are in the level of 
attachment to the team and the sport, and their motives for watching, stemming from 
their attitude toward the team or sport. Further, in a study which sought to develop a 
conceptual framework to measure consumer attitude formations for a particular sport 
or team, Funk and James (2004) determined that “loyalty to a team, sport or player is 
likely to stem from an evaluation or response that remains stable over time, resists 
counter persuasive information or alternative forms of entertainment, and influences 
the type of thoughts and judgments rendered” (p. 16). Much like the consumer 
behaviour literature the sport literature also demonstrates that loyalty needs to be 
viewed beyond only behavioural characteristics and consideration to attitude is also 
required. Thus, behavioural loyalty in the absence of attitudinal loyalty is deemed 
spurious loyalty rather than real loyalty (Bauer et al., 2008; Mahony et al., 2000).
Therefore, the present research defines loyalty as a strong positive attitude towards 
a brand and positive behaviour such as repeat purchase or reading about the brand, 
and positive word-of-mouth.
2.4.4 Loyalty Conceptualisations
The definitions of loyalty highlight two distinct aspects of loyalty which are 
present throughout the literature, behavioural loyalty and attitudinal loyalty. George 
Day, in his 1969 study, was the first to suggest loyalty was a multi-dimensional 
construct whereby true loyalty was the combination of both attitude and behaviour 
(Dobni & Zinkhan, 1990). Day (1969) discussed the need for empirical investigation 
into loyalty measures beyond simply purchasing behaviour. He proffered an equation 
to represent a loyalty score which incorporated portions of behavioural and attitudinal 
item scores. Whilst acknowledging the many limitations of the equation, Day (1969)
suggested this research be seen as a starting point for future studies to build on, and 
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indeed it was. Although the literature has adopted a multidimensional view of loyalty, 
there is much conjecture as to the structure of the dimensions and a significant 
number of empirical studies use either only one dimension or a composite of 
attitudinal loyalty and behavioural loyalty. 
Chaudhuri and Holbrook (2001), in their study of the relationship between 
brand trust, brand affect and brand performance outcomes, empirically tested two 
aspects of loyalty, that of purchase loyalty (a component of the behavioural loyalty 
construct) and attitudinal loyalty. Whilst the authors found loyalty to be a 
multidimensional construct, they interchange the terms behavioural loyalty and 
purchase loyalty, stating that this type of loyalty “consists of repeated purchases of 
the brand” (Chaudhuri & Holbrook, 2001, p. 82). Bauer et al. (2008) argued that 
behavioural loyalty was a combination of past behaviour and future intentions, whilst 
Oliver’s (1999) loyalty definition suggested that behavioural loyalty consisted only of 
future behavioural intentions. Importantly, these studies demonstrated that 
behavioural loyalty is more than mere purchasing behaviour and must include past 
behaviours and future intentions in order to gain a true overview of the loyalty 
behaviour. 
For sport, behaviour extends beyond repeat purchasing to include attendance 
at games, watching games on TV, purchasing merchandise, and consuming club 
related media (Bauer et al., 2008; DeSchriver & Jensen, 2002; Gladden & Funk, 
2002) and encouraging family and friends to support their team (Mahony, Nakazawa, 
Funk, James, & Gladden, 2002; Trail, Anderson, & Fink, 2005). These aspects (as 
examples) are also components of behavioural loyalty which are excluded if 
behavioural loyalty and purchase loyalty are seen as one and the same. Loyal sport 
consumers are said to exhibit fierce loyalty beyond purchasing behaviour (Filo et al., 
2008), therefore it is necessary to further investigate loyalty beyond behaviour and 
explore attitudinal loyalty. Table 9 displays the unidimensional (composite) and 
multidimensional conceptualisations of loyalty.
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Table 9 - Conceptualisations of Loyalty
Authors Perspective Dimensions Data Type
Unidimensional
(Mahony et al., 
2000)
Sport Consumers Psychological Commitment to 
Team Scale developed from 
behavioural and attitudinal 
items (composite measure; 15 
items)
Quantitative: 3 samples; 
151, 157, 76.
(Yoo & Donthu, 
2001)
Consumers from 
3 product 
categories: 
athletic shoes, 
film for cameras, 
and TV sets
Unidimensional - 3 items
I consider myself loyal to X
X would be my first choice
I would not buy other brands if 
X is available at the store
Quantitative: 1530 
American, Korean 
American and Korean 
participants evaluated 12 
brands from 3 product 
categories
(Gladden & Funk, 
2001)
Sport Consumers Composite measure including 
both Attitudinal and Behavioural 
loyalty items
Quantitative: 929 US 
Professional Sport 
Consumers
(Sirdeshmukh et 
al., 2002)
Consumer 
(services: travel & 
retail)
4 Items including both 
Attitudinal & Behavioural loyalty 
items
Quantitative: 113 
consumers
(Funk & James, 
2006)
Sport Consumers 2 Items representing Behaviour 
and Commitment
Quantitative: 194 
Collegiate; 402 Collegiate 
& Professional; 808 
Favourite Sport Team
(Heere & Dickson, 
2008)
Sport Consumers Attitudinal Loyalty
(as distinct from affective 
commitment)
Quantitative: Pilot 187; 
Main study 311 
Undergraduate students
Multidimensional
(Dick & Basu, 
1994)
Conceptual Two dimensions:
1. Repeat Patronage
2. Relative Attitude
Conceptual
(Price & Arnould, 
1999)
Consumer 
(services: hair 
stylist)
Two dimensions:
1. Loyalty/Commitment
2. Word-of-mouth
Study 1: 216 surveys
Study 2: 24 interviews 
(clients & stylists)
Study 3: 45 interviews 
(client/stylist dyads)
Study 4: 187 client surveys
(Chaudhuri & 
Holbrook, 2001)
Consumer and 
Product 
Managers
Two dimensions:
1. Purchase loyalty
2. Attitudinal loyalty
Quantitative: 4380 
consumers; 160 product 
managers
(Kaynak et al., 
2008)
Sport Consumers Two dimensions:
1. Behaviour
2. Attitude
Conceptual
(Bauer et al., 
2008)
Sport Consumers Two dimensions:
1. Psychological Commitment 
(removed from final model as 
couldn't show discriminant 
validity with brand attitude) 
2. Behavioural Loyalty
Quantitative: 1,298 
German Soccer fans (via 
inline survey)
(Worthington, 
Russell-Bennett, 
& Hartel, 2009)
Consumer 
(financial 
services)
Tri-dimensional
1. Behavioural Loyalty
2. Emotional loyalty
3. Cognitive loyalty
Conceptual
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Attitudinal loyalty, until recently, had received limited attention in the literature, 
specifically within the context of sport (Bauer et al., 2008). Historically loyalty, or fan 
loyalty, was explored almost exclusively by behavioural characteristics such as 
attendance at games (Bauer et al., 2008; Funk et al., 2002). In doing so, loyalty 
could be artificially inflated where a consumer’s repeat attendance or ownership of a 
membership is considered indicative of loyalty. However, the repeat attendance 
potentially represents habitual behaviour or lack of alternatives. Similarly, ownership 
of a membership could represent a lack of alternatives, or, the consumer is the 
recipient of a gift rather than it being indicative of true loyalty (Kaynak et al., 2008).
Further, examining loyalty from only a behavioural perspective excludes consumers 
who have strong attitudinal loyalty yet are not able to attend or watch games 
regularly or at all (Gladden & Funk, 2001). Therefore, whilst behavioural loyalty is an 
important aspect of a consumer’s loyalty, it negates to account for the psychological 
attachment a consumer has towards the team, that is, attitudinal loyalty (Mahony et
al., 2000). Additionally, there is agreement in the literature that favourable attitudes 
towards a sport team (or brand) result in continued commitment and increased 
consumption (Gladden & Funk, 2001; Mahony et al., 2000).
Mahony et al. (2000) developed the Psychological Commitment to Team 
(PCT) scale in order to segment sport consumers based on loyalty. In doing so, they 
identified a gap in the literature, stating that prior literature had tended to focus 
purely on behavioural aspects of loyalty such as repeat attendance ignoring the 
“underlying psychological processes explaining why some people attend more 
games over time” (Mahony et al., 2000, p. 16). Further, their empirical investigation 
using the PCT, determined that whilst behavioural and attitudinal loyalty can both 
exist in isolation, it is through the combination of these loyalty components that 
meaningful loyalty segments can be created. The authors’ of the PCT argued that 
discrete levels of loyalty “served to classify participants into specific groups by weak 
or strong attitudes and high or low behavioural consistency” (Mahony et al., 2000, p. 
16). Mahony et al. (2000) and Murrell and Dietz (1992) further argued that strong 
support for a team can exist regardless of attendance. Attendance or behavioural 
measurement can, at times, be misleading as purchasing (a component of 
behaviour) can be a result of habit or lack of alternatives. By this estimation, loyalty 
is the culmination of strong behavioural loyalty and strong attitudinal loyalty. This
poses the question, can a consumer be considered a loyal fan if they do not fall into 
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this category? Further, how can a sport organisation move a consumer from only 
exhibiting one loyalty component to having both strong attitudinal loyalty and strong 
behavioural loyalty?
The idea of fans transitioning from one category to another or moving from 
being a casual consumer to a loyal consumer is an emerging area of loyalty research 
(Filo et al., 2008). Funk and James (2006) created and continued to refine the 
Psychological Continuum Model (PCM), a loyalty construct used to examine the link 
between brand associations and brand loyalty. The PCM is a framework which 
examines the process through which individuals become allegiant fans. In their work, 
Funk and James explained that the terms “allegiance” and “loyalty” are used 
interchangeably in the sport literature, thus choosing to use the term allegiance 
throughout their study. The four components of the PCM framework represent a 
continuum beginning at the awareness stage, where an individual knows a sport 
team exists but is not interested in following the team (Funk & James, 2006). The 
second stage is attraction where an interest or attitude towards a team has been 
developed and this interest is generally based on social factors (family and friends), 
hedonic motives (entertainment and escape), and situational factors (promotions and 
new venue). Attachment is the next stage where the individual has developed a 
meaningful psychological connection which is supported by various attitude 
properties and there is less emphasis on hedonic and social-situational features. The 
final stage is allegiance (loyalty) when the connection to the team has become 
resistant, persistent, biased and influences the consumers behaviour (Funk & 
James, 2006). In developing the PCM, Funk and James (2006) have made a 
significant contribution to the measurement of attitudinal loyalty in sport and 
identified some of the consumer motives. However, greater attention to the 
behavioural component of loyalty is needed and qualitative investigation into the 
motives and drivers of loyalty (allegiance) may present a more exhaustive list. 
Further to this, Funk and James (2006) identified the opportunity for their study to be 
investigated across multiple markets, such as a comparison between the AFL, 
English Premier League (EPL) and Major League Baseball (MLB) as each market 
may present differing constraints and greater emphasis on different motives.
In contrast to Funk and James' (2006) study (which placed greater emphasis 
on attitudinal loyalty), Bauer et al.’s (2008) study, whilst incorporating components of 
the PCM, placed greater emphasis on behavioural loyalty components. Their study 
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considered both past behaviour and future behavioural intentions in the behavioural 
loyalty construct. Although there is a consensus that using a multi-dimensional 
conceptualisation for loyalty is the most appropriate way to measure loyalty, there is 
a lack of research in the sport context that pursues this approach. Therefore, similar 
to Funk and James’ (2006) recommendation, the present research will measure 
loyalty as a multi-dimensional construct incorporating both attitudinal and 
behavioural loyalty thereby addressing this gap in the literature. 
As previously discussed, Day (1969) postulated loyalty to be a combination of 
both behaviour and attitude. In developing an equation to represent loyalty he was 
the first to suggest a loyalty score or composite variable, made up of behaviour and 
loyalty to represent overall loyalty (Day, 1969). More recently, in both the sport 
(Gladden & Funk, 2001) and retail (Sirdeshmukh et al., 2002) sectors, loyalty was 
measured using a composite measure of behavioural and attitudinal loyalty items. 
Whilst overall this may present a more robust measure for loyalty, when exploring 
the drivers of loyalty, such as in the present study, there is value in disaggregating 
the constructs to gain a greater understanding as to what specifically is directly 
driving behavioural loyalty in contrast to attitudinal loyalty. This insight is lost when 
combining the items into a composite or aggregate construct.
It is suggested that behavioural loyalty goes beyond the mere repeat 
purchase of a brand, with WOM argued to be a component of behavioural loyalty 
(Srinivasan et al., 2002) and positive WOM has been shown to be an outcome of 
loyalty. Dick and Basu (1994), building on the work of Oliver (1980) and Westbrook 
(1987), reasoned that WOM was a post-purchase behaviour. They further contend 
WOM is more likely in consumers with a strong and emotive relationship with the 
brand or product they were communicating about (Dick & Basu, 1994). To this end, 
Dick and Basu (1994) also viewed WOM as an outcome of loyalty, although they 
note at the time of publication, a lack of empirical evidence to support this 
assumption. However, both Zeithaml, Berry and Parasuraman (1996) (in their study 
of 3,069 consumers) and Sirdeshmukh et al. (2002) (in their study of 113 American 
consumers in measuring the loyalty construct) found that engaging in positive WOM 
was a component of the loyalty construct rather than an outcome. Thus, further 
investigation of the role WOM contributes to loyalty is warranted. As such, the 
present study will investigate loyalty as a multi-dimensional construct of attitudinal 
loyalty, behavioural loyalty, and WOM.
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Based on prior literature this study proposes that loyalty be represented and 
measured by a multidimensional construct including the dimensions of behavioural 
loyalty, WOM, and attitudinal loyalty. The conceptualisation of loyalty in the present 
research seeks to address deficiencies in the literature in terms of conceptualising 
loyalty as a multidimensional construct. Furthermore, the present research aims to 
further the knowledge on loyalty through investigating the drivers of loyalty which will 
be discussed in the following sections. Beyond the measurement of loyalty the 
question which begs attention is that of the motives for loyalty. For instance, when 
considering the PCM framework (Funk & James, 2006) or the loyalty matrix (Mahony 
et al., 2000) as spectrums of loyalty from non-loyal or casual consumers to true loyal 
consumers, how do the motives for loyalty change across the spectrum? As Funk 
and James (2006) questioned, can specific motives or a specific emphasis on the 
motives be identified as being related to highly loyal consumers? As loyalty does not 
operate in a vacuum it is necessary to consider external factors which influence and 
drive loyalty. 
2.4.5 Brand Love and Loyalty 
Beyond adding to the growing body of knowledge on brands and exploring the 
manifestation of brand love, this study also explores the outcomes of brand love, 
specifically loyalty. There is limited empirical research testing the relationship 
between brand love and loyalty outcomes (Batra et al., 2012; Bergkvist & Bech-
Larsen, 2010; Carroll & Ahuvia, 2006), where loyalty outcomes are a significant 
organisational goal. It is expected that the loyalty outcomes will be directly impacted 
by brand love, as demonstrated in Carroll and Ahuvia’s (2006) empirical investigation 
of the antecedents and outcomes of brand love. In their study, brand love was found 
to have a positive and direct effect on brand loyalty and WOM (Carroll & Ahuvia, 
2006). Similarly, Bergkvist and Bech-Larsen (2010), in their study of consequences 
and active antecedents to brand love, also found a positive relationship between 
brand love and brand loyalty and also active engagement. The authors argued that 
the positive relationship identified between brand love and active engagement 
indicates that brand love can lead not only to WOM as in Carroll and Ahuvia’s work 
but also other brand-related activities (Bergkvist & Bech-Larsen, 2010).
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Sport team brands represent an intangible product or experience which has 
the potential to leverage from fans emotional attachment to develop long term loyalty 
and ensure the longevity of the brand (Couvelaere & Richelieu, 2005). This 
relationship between brand love and brand loyalty has been further postulated by 
0DXULFH /ơY\ WKH&KDLUPDQRI3XEOLFLV*URXS RZQHUV RI6DDWFKL	6DDWFKL “the 
vast majority of the population ... consumes and shops with their mind and their 
heart, or if you prefer, their emotions” (Roberts, 2005, p. 68). This suggests that 
consumer decision making and thus, loyalty to a particular product or brand is 
emotionally driven. The theory of love, in relation to marketing and brand loyalty is 
important to marketers and academia alike in an attempt to understand what drives 
consumer loyalty and how to build fierce loyalty. Bergkvist and Bech-Larsen (2010)
found brand love to have a positive relationship with loyalty and positive WOM. 
Whilst brand love was explored across a scale from low love to high love, the 
relationship between brand love and the loyalty outcomes remained positive. As 
distinct from Shimp and Madden (1988) who allude to the similarities between brand 
love and brand loyalty, Carroll and Ahuvia (2006) argued that brand love can lead to 
the positive outcomes of WOM and brand loyalty. 
Whilst the limited literature in the area suggests a strong and positive 
relationship exists between brand love and loyalty, due to the newness of brand love 
to the marketing domain, this relationship is largely untested. However, the concept 
of brand love may prove to be a strong player in explaining loyalty, especially within 
the sport context as sport fans are known to display fierce loyalty. This section 
focussed on the outcomes of brand love and in doing so highlighted the positive 
relationship brand love has with loyalty outcomes as included in Proposition 1: Brand 
Love is positively associated with Loyalty. Therefore, it is hypothesised that:
H1: Brand Love will have a significant positive relationship with the following:
a) Behavioural Loyalty
b) Word-of-Mouth
c) Attitudinal Loyalty
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2.5 Brand Personality
Sport team brands represent an intangible product or experience which has 
the potential to leverage sport consumers emotional attachment to develop long term 
loyalty and ensure the longevity of the brand (Couvelaere & Richelieu, 2005). In
considering experience and emotional connections, Louis and Lombart (2010)
argued that in the field of relational marketing, human characteristics or the 
personality consumers associate with a brand, can assist in understanding the 
relationship between consumers and brands. It is argued that consumers choose a 
brand in the same way as they choose friends, where personality, in addition to skills 
and physical characteristics play a significant role in consumers simply liking a brand 
much like a person (Azoulay & Kapferer, 2003). In this way, consumers attach 
personality characteristics to brands. Smith et al. (2006, p. 253) also contend that 
infusing “brands with human-like characteristics or brand personalities” assists 
marketers in creating distinctive brands differentiated from competitors. 
Accordingly, it is proposed that a favourable brand personality may assist in 
explaining variations in consumer loyalty, specifically behavioural loyalty, WOM, and 
attitudinal loyalty across the spectrum of sport consumers. Furthermore, the 
relationship between brand personality and brand love will be explored, which has 
yet to be explored within the literature. Therefore, this thesis seeks to address this 
gap. In this section of Chapter Two, the literature and conceptualisations are 
presented for brand personality. The link between brand personality, loyalty 
outcomes, and brand love are discussed. It is from this discussion that the research 
propositions and hypothesis are developed. Therefore, the concept of brand 
personality will now be explored.
2.5.1 Defining the Brand Personality Concept
Brand personality originated from personality psychology (Smith et al., 2006)
and has emerged as a metaphor that represents consumers’ perception of a brand 
or product. It also acts as a point of differentiation from competitors (Govers & 
Schoormans, 2005). Much of the brand personality literature is underpinned by the 
work of Aaker (1997), the most cited author in the brand personality domain (Azoulay 
& Kapferer, 2003; Grohmann, 2009). Aaker (1997, p. 347) formally defined brand 
personality as “the set of human characteristics associated with a brand”. She also 
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argued that brand personality served a symbolic or even self-expressive function for 
a brand, in contrast to a utilitarian function served by any product-related attributes of 
a brand. 
Although Aaker’s (1997) definition has been widely adopted (Smith et al., 
2006) debate challenging this definition continues in the literature. Azoulay and 
Kapferer (2003) criticised Aaker’s (1997) definition for encompassing all aspects of 
human characteristics associated with the brand and deemed it too “loose”. Azoulay 
and Kapferer (2003) argued that the definition did not adhere to Churchill’s (1979)
measurement advice and did not specifically determine what is brand personality 
and what is not brand personality. Azoulay and Kapferer (2003) asserted that 
Aaker’s definition, in the broader context of brand identity, encompassed both 
personality and the physical facet of brand identity due to its lack of specificity. In 
doing so, Aaker’s (1997) definition allowed the personality of the brand to be 
confused with the inherent property of a product or service. A property of a sport 
brand, for example, could be excitement and could potentially also be considered a 
personality trait of the brand. As such, in an attempt to combat the argued ambiguity 
of Aaker’s (1997) definition, Azoulay and Kapferer (2003) developed a revised and 
more specific definition for brand personality; “the set of human personality traits that 
are both applicable to and relevant for brands” (p. 151). Smith et al. (2006) refuted 
Azoulay and Kapferer’s (2003) opposition, citing that whilst their objections were 
“conceptually accurate, [they] do not imply invalidity” (Smith et al., 2006, p. 254).
Essentially they argued that the personality traits a consumer associated with a 
brand were more important than if these traits were reflective of the functionality of 
the product or service itself (Smith et al., 2006).
Sweeney and Brandon (2006) also sought to challenge Aaker’s (1997)
definition, asserting the need for the definition of brand personality to encompass the 
interpersonal consumer-brand relationship. In the main, Sweeney and Brandon 
(2006) argued a consumer could have a relationship with a brand where the 
consumer is an active participant through attaching a personality to the brand and in 
doing so also an attitude towards the brand. Further, the brand is active and has an 
attitude towards its target market, reflected through marketing activities such as 
advertising, value, price, and features (Dall'Olmo Riley & de Chernatony, 2000; 
Fournier, 1998). Thus, Sweeney and Brandon (2006) posit that the brand is a 
reciprocal partner in the consumer-brand relationship and therefore should be 
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reflected in the definition of brand personality. As such, “brand personality is the set 
of human personality traits that correspond to the interpersonal domain of human 
personality and are relevant to describing the brand as a relationship partner”
(Sweeney & Brandon, 2006, p. 645).
In contrast, Grohmann’s (2009) study sought to further Aaker’s (1997) work 
with the introduction of masculine brand personality (MBP) and feminine brand 
personality (FBP). Grohmann (2009) argued the need for consumers to express their 
masculinity and femininity through their brand choice. As a result, marketing 
strategies were developed with reference to gender dimensions, such as, packaging 
colours (bold colours versus softer pastels); the wording used to describe the 
product or service (e.g., masculine descriptors, i.e., adventurous or aggressive, and 
feminine descriptors, i.e., graceful and sensitive); and even the spokesperson 
selected. Therefore, Grohmann (2009) defined brand personality, with respect to 
gender characteristics, as “the set of human personality traits associated with 
masculinity and femininity applicable and relevant to brands” (p. 106). In effect, the
main purpose of Grohmann’s (2009) study was to develop a definition and scale for 
research within the gender context. As such, Aaker’s (1997) definition is still 
applicable for research within the general field of brand personality research.
In the sport context, the personality of sport brands is of particular importance 
as companies seek to align with sport brands that possess an image or personality 
which they aspire to and that their customers want to be associated with (Deane, 
Smith, & Adams, 2003). The characteristics or personality of the sport team is an 
emerging area of research and is becoming progressively more important with a 
move towards the alignment between the sport team or club and the individual 
supporters. Despite this, limited research has been conducted employing brand 
personality within the sport domain. In a study of a not-for-profit national sport 
organisation where brand personality can be leveraged by the sport organisation to 
rebrand or develop new marketing strategies, Smith et al. (2006) adopted Aaker’s
(1997) definition of brand personality despite the opposition. Carlson et al. (2009)
also adopted Aaker’s definition of brand personality in their study exploring brand 
personality, identification, and retail spending related to a specific sport team. They 
contend that “a brand allows the consumer to express his or her own self, through 
associating oneself with the brand personality” (Carlson et al., 2009, p. 373).
Additionally, Carlson et al. (2009) argued brand personality provided a sport team 
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with individuality and distinctiveness that assisted in developing connections with 
consumers. Specifically, the brand personality attributed to a sport team can impact 
its attractiveness to a consumer. For example, “the NFL’s Oakland Raiders personify 
a tough, outlaw personality” (Carlson et al., 2009, p. 373), which may make forming 
a relationship with the team attractive to some consumers. Within the sport context, 
there is little debate over the definition of brand personality, where Aaker’s (1997)
definition has been widely adopted as demonstrated in Table 10. Therefore, the 
present research will adopt Aaker’s (1997, p. 347) definition and define brand 
personality as “the set of human characteristics associated with a brand”.
Table 10 - Brand Personality Studies in the Sport Context
Study Research Description
(Donavan, Carlson, & 
Zimmerman, 2005)
A study on the positive effect of identification on sport fans, found that 
individuals’ personality traits influence their identification with a sport entity, 
(Smith et al., 2006) A study investigating the brand personality of a not-for-profit national sport 
organisation which can be used by the sport organisation to rebrand or 
develop marketing strategies.
(Donahay & 
Rosenberger, 2007)
A study examining the relationship between the brand personality of a sport 
event and the image-transfer process in Formula One Racing, with specific 
regard for sponsorship
(Moutinho, Dionísio, & 
Leal, 2007)
A study investigating surf tribal behaviour in consumers – where brand 
personality has been demonstrated to guide brand communication and 
further adds value to the brand.
(Kaynak et al., 2008) A conceptual paper developing a framework to investigate the relationship 
between brand loyalty and brand associations (including brand personality) 
in the context of professional sport teams.
(Carlson et al., 2009, 
p. 373)
Argued that “a brand allows the consumer to express his or her own self, 
through associating oneself with the brand personality.”
2.5.2 Brand Personality Conceptualisations
In addition to the most widely adopted definition, Aaker’s (1997) brand 
personality scale is also the most widely adopted measurement tool for brand 
personality. In this scale, factor analysis was employed to generate words 
associated with brand personality and develop the five key dimensions of the brand 
personality framework. Aaker conceptualised brand personality to include five 
dimensions (15 items): sincerity, excitement, competence, sophistication, and 
ruggedness as illustrated in Table 11 (p. 82). The brand personality scale is 
generalisable across industries where Aaker (1997) assessed the stability of the 
dimensions and found the dimensions to be robust across distinct groups of people. 
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Consistent with the definition of brand personality, Aaker’s (1997) brand 
personality scale has also received much criticism. Azoulay and Kapferer (2003)
challenge the validity of Aaker’s (1997) brand personality scale, arguing the scale 
does not actually measure brand personality, suggesting that the scale merges a 
number of brand identity dimensions, including personality. They suggest the loose 
definition of brand personality equates to “any non-physical attribute associated with 
a brand, including intellectual abilities, gender, or social class” (Azoulay & Kapferer, 
2003, p. 150). In refuting the existing measures of brand personality, Azoulay and 
Kapferer (2003) provided an opportunity for new brand personality scales to be 
developed. 
Sweeney and Brandon (2006) subsequently presented a conceptual study 
proposing a new conceptualisation and model for brand personality with reference to 
the human personality scale. They considered the limitations of the human 
personality scale, such as the lack of consensus for the five characteristics and
suggest brand personality has inherited the same limitations. To combat this, 
Sweeney and Brandon (2006) proffered a shift away from traditional factor analysis 
towards the Interpersonal Circumplex Model. Bao and Sweeney (2009) explored the 
Circumplex Model from a brand positioning perspective. They argued the Circumplex 
Model provided a more accurate indication of a brands position in relation to 
personality and emotion than the widely accepted Factor Analytical approach 
employed by Aaker (1997). The author’s contend that brands which appear closer 
within the circular model are more similar and, conversely, those brands which are
farther apart or indeed are on opposites sides of the circle are most dissimilar. Whilst 
the author’s fashion a valid point, they are under the assumption that Aaker (1997)
also sought to create a positioning map based on consumer personality traits and 
perceptions of a brand. The purpose of Aaker’s (1997) study, however, was not to 
create a positioning map for brands but rather to create an appropriate brand 
personality scale employing factor analysis to assist in reducing and identifying the 
personality attributes to be included in the scale. As such, the purpose of Bao and 
Sweeney’s (2009) study was, in essence, the creation of a positioning map 
encompassing brand personality and emotion. In this, they employed the Circumplex 
Model, which may be deemed more appropriate for position mapping research. 
However, with regard to the measurement of brand personality, it could be argued 
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that the Factor Analytical approach undertaken by Aaker (1997) is more appropriate 
for the purpose of the present research.
Table 11 - Conceptualisations of Brand Personality
Author Perspective Factors
(Aaker, 1997)
Final 15-item 
scale widely 
adopted
Consumer
(Empirical, 
quantitative)
Sincerity: Down-to-earth, Honest, Wholesome, Cheerful
Excitement: Daring, Spirited, Imaginative, Up-to-date
Competence: Reliable, Intelligent, Successful
Sophistication: Upper-class, Charming
Ruggedness: Outdoorsy, Tough
(Aaker, 1997)
42-item scale 
employed by: 
(Ross, 2008)
Consumer
(Empirical, 
quantitative)
Sincerity: Down-to-earth, Family-orientated, Small-town, Honest, 
Sincere, Real, Wholesome, Original, Cheerful, Sentimental, 
Friendly
Excitement: Daring, Trendy, Exciting, Spirited, Cool, Young, 
Imaginative, Unique, Up-to-date, Independent, Contemporary
Competence: Reliable, Hard-working, Secure, Intelligent, 
Technical, Corporate, Successful, Leader, Confident
Sophistication: Upper-class, Glamorous, Good looking, 
Charming, Feminine, Smooth
Ruggedness: Outdoorsy, Masculine, Western, Tough, Rugged
(Smith et al., 
2006)
Adapted from:
(Aaker, 1997)
Consumer
(Empirical, 
quantitative)
Sincerity: Down-to-earth, Family-orientated, Honest, Sincere, 
Real, Wholesome, Original, Cheerful, Sentimental, Friendly
Excitement: Daring, Trendy, Exciting, Spirited, Cool, Young
Competence: Hard-working, Secure, Intelligent, Technical, 
Successful, Leader, Confident
Sophistication: Upper-class, Glamorous, Good looking, 
Charming, Feminine, Smooth
Ruggedness: Masculine, Western, Tough, Rugged
Innovation: Imaginative, Unique, Contemporary
(Caprara, 
Barbaranelli, & 
Guido, 2001)
Consumer
(Empirical, 
quantitative)
Extroversion: Active, Competitive, Dominant, Energetic, Happy, 
Lively, Resolute, Strong
Agreeableness: Affectionate, Altruistic, Authentic, Cordial, 
Faithful, Generous, Genuine, Loyal
Conscientiousness: Conscientious, Constant, Efficient, Precise, 
Productive, Regular, Reliable, Scrupulous
Emotional Stability: Calm, Level-headed, Light-hearted, Patient, 
Relaxed, Serene, Stable, Tranquil
Openness: Creative, Fanciful, Informed, Innovating, Modern, 
Original, Recent, Up-to-date
(Carlson et al., 
2009)
Consumer
(Empirical, 
quantitative)
Wholesome, Charming, Successful, Imaginative, Tough
(Geuens et al., 
2009)
Consumers
(Empirical, 
quantitative, 
Studies 1,2 
& 3 Belgian, 
Study 4 US)
Activity: Dynamic, Innovative, Active
Responsibility: Down-to-earth, Responsible, Stable
Aggressiveness: Bold, Aggressive
Simplicity: Ordinary, Simple
Emotionality: Romantic, Sentimental
(Grohmann, 
2009)
Consumers
(Empirical, 
quantitative)
Masculine Brand Personality: Adventurous, Aggressive, Brave, 
Daring, Dominant, Sturdy
Feminine Brand Personality: Expresses tender feelings, Fragile, 
Graceful, Sensitive, Sweet, Tender
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In a study advancing Aaker’s (1997) work, Grohmann (2009) presented a paper 
which sought to extend the brand personality scale by examining masculine and 
feminine personality traits of brands. Grohmann (2009) contends marketers 
associate brands with gender personality traits which are subsequently employed as 
part of a brands marketing strategy, thus warranting inclusion in a study of brand 
personality. Consistent with Aaker (1997), the study elected to use the Factor 
Analytical approach to identify and reduce the items most appropriate to represent 
the masculine (adventurous, aggressive, brave, daring, dominant, sturdy) and 
feminine (expresses tender feelings, fragile, graceful, sensitive, sweet, tender) brand 
personality. By examining the items included in the dimensions of masculine and 
feminine brand personality it is apparent Grohmann (2009) developed this scale for 
the purpose of conducting research within the context of gender. As such, in the 
more general context of brand personality research Aaker’s (1997) scale can be 
perceived as more appropriate.
Geuens, Weijters and De Wulf (2009) also sought to challenge Aaker’s (1997)
scale and develop a new measure for brand personality, arguing the scale actually 
measures brand personality traits rather than characteristics. As such the author’s 
initially seek to adopt a stricter definition for brand personality and thus support 
Azoulay and Kapferer’s (2003) definition that specifically refers to traits rather than 
characteristics. Brand personality is defined as “the set of human personality traits 
that are both applicable to and relevant for brands” (Azoulay & Kapferer, 2003, p. 
151). Therefore, the purpose of Geuens et al.’s (2009) research was to develop a 
new scale for brand personality including only traits, with a view that traits, as 
opposed to characteristics, more accurately measure brand personality. Geuens et 
al. (2009) developed a new brand personality conceptualisation with five dimensions: 
activity, responsibility, aggressiveness, simplicity, and emotionality (items included in 
Table 11, p. 85) and contend the new measure provides a more accurate and 
reliable scale. The author’s argument for employing Azoulay and Kapferer’s (2003)
definition stems from the perception that in contrast to the psychology literature, 
Aaker (1997) defined personality by characteristics instead of traits. Thus, Geuens et 
al.’s (2009) objections to Aaker’s (1997) definition and scale essentially originates 
from what could be considered a semantic difference between a characteristic and a 
trait. The Oxford Dictionary defines a characteristic as “a feature or quality belonging 
typically to a person, place, or thing and serving to identify them” ("Oxford 
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Dictionaries," 2012) and a trait as “a distinguishing quality or characteristic, typically 
one belonging to a person.” These definitions demonstrate the similarity between 
these two terms. A trait is seen here to essentially adhere only to a person, akin to 
Aaker’s (1997) intention to apply human personality to brands. Therefore, the very
foundation of the arguments challenging Aaker (1997) may be questioned.
In a study by Smith et al. (2006) examining the brand personality of a not-for-
profit sport organisation (noted earlier), it was suggested that while Aaker’s (1997)
scales have been applied in a range of cultural contexts and industries, its 
application in the context of sport is limited and yet to be explored in member-based 
not-for-profit sport organisations. Unlike Deane et al.’s (2003) study that adopted
Aaker’s (1997) 15-item scale for brand personality, Smith et al. (2006) included the 
traits for each facet and thus employed Aaker’s (1997) 42-item scale for brand 
personality to assess the characteristics of Netball Victoria. In doing so, an additional 
factor of brand personality was identified through exploratory factor analysis. The 
dimension of Innovation was discovered and is composed of three items (1) 
imaginative, (2) unique, and (3) contemporary. The items for the new dimension 
originated from Excitement, specifically from the facets of Imaginative and Up-to-
date (as demonstrated in Table 12). Smith et al. (2006) concluded that the 
dimensions of Excitement and Innovation were independent dimensions of brand 
personality for Netball Victoria. Further, whilst the brand was strongly associated with 
Innovation, the brand was only moderately linked to Excitement. Importantly, this 
study advances Aaker’s (1997) brand personality scale through the identification of 
the new dimension rather than simply confirming the framework. However, it is 
plausible that Innovation is specific for sport, not-for-profit organisations, or indeed 
Netball Victoria itself and thus the additional factor needs to be tested beyond this 
organisation. Ross (2008) also examined Aaker’s (1997) 42-item brand personality 
scale in his study of 253 students affiliated with an intercollegiate basketball team in 
an “attempt to examine the applicability, validity and reliability of the BPS in the 
context of sport” (Ross, 2008, p. 23).
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Table 12 - New Dimension of Brand Personality
Aaker (1997) 
Dimension Facets Traits
Smith et al. (2006) 
Dimension
Excitement
Daring Daring, Trendy, Exciting ExcitementSpirited Spirited, Cool, Young
Imaginative Imaginative, Unique InnovationUp-to-date Up-to-date, Independent, Contemporary
In contrast to Smith et al.’s (2006) study which sought to further Aaker’s 
(1997) work, Ross (2008) sought to replicate it although with contrasting results. 
Ross (2008) asserted a lack of generalizability of the scale, reporting adequate yet 
mostly poor fit indices. A lack of discriminant validity was also evident as the 
minimum requirements for discriminant validity using the AVE for the subscales were 
not meet (although Cronbach’s alpha scores did met the recommended criteria).
Unlike Smith et al. (2006) and also Aaker (1997), when she developed the final 15-
item scale, Ross (2008) did not appear to explore the subscales, specifically the 
factor loadings which in some instances were quite low, as reported. Previous 
research (e.g., Aaker, 1997; Smith et al., 2006) has excluded those items which do 
not adequately load onto the subscales. Generally factor loading scores below .5 are 
excluded, whilst Feminine (0.304) and Honest (0.305) fell well below the minimum. 
As a result, it is unsurprising the fit indices are overall poor. 
In a study investigating the relationship between the brand personality of a 
sport team, Carlson et al. (2009) sought to identify the most relevant facets of 
Aaker’s (1997) brand personality scale in order to use single items to represent each 
facet. This was done in order to create distinctiveness and prestige, and consumer 
outcomes such as retail spending and identification. To identify the most appropriate 
items Carlson et al. (2009) initially conducted a pre-test whereby, consumers 
selected the five most relevant brand personality items for a basketball team. The 
pre-test found Wholesome, Charming, Successful, Imaginative, and Tough to 
represent brand personality. The authors argue the merit of single-item indicators 
and reason they can increase face validity and are easier to use (Carlson et al., 
2009). The results from this study demonstrate that Charming did not have a 
significant influence on either Distinctiveness or Prestige and Successful was the 
only brand personality item which did significantly influence both (although had a 
negative influence on Distinctiveness) (Carlson et al., 2009). Whilst Smith et al. 
(2006) discussed the need to extend Aaker’s (1997) brand personality scale, it is 
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clear from the results of Carlson et al. (2009) that perhaps greater distinction is 
required to ensure a valid model for brand personality is measured and, as such,
reducing the scale to single-item indicators may not work in this instance. 
As previously mentioned, the studies by Deane et al. (2003) and Donahay 
and Rosenberger (2007) are some of the few studies that have tested Aaker’s (1997)
brand personality 15-item scale within an Australian sport context. Although 
Donahay and Rosenberger (2007) looked specifically at the image transfer between 
a sport team and the principal sponsor, the authors found that fans who were more 
highly identified with the team also had a more efficient image transfer. As a result, 
this study aims to contribute to the current literature by being both exploratory and 
conclusive in nature with the assistance of recruiting participants who are both highly 
identified and lowly identified with their sport team. Additionally, Smith et al. (2006)
employed Factor Analytical analysis consistent with Aaker’s (1997) research to 
explore the dimensions of brand personality. Consequently, the current study will 
explore the dimensions of brand personality using factor analysis and thus contribute 
to the brand personality dimensions found to be appropriate for the sport context and 
its consumers. 
This section of the thesis reviewed the definitions for brand personality, where 
the concept was defined in the simplest of ways as: the set of human characteristics 
associated with a brand. Additionally the conceptualisation of brand personality, as 
developed by Aaker (1997), was adopted based on the 15-item scale of five 
dimensions: Sincerity, Excitement, Competence, Sophistication, and Ruggedness 
(Aaker, 1997; Davies, Chun, da Silva, & Roper, 2001). This study aims to extend the 
understanding of brand personality through its application in the sport context and in 
the relationship with loyalty. Thus, demonstrating brand personality to be a strong 
predictor of loyalty. Beyond this relationship the concept of brand love is believed to 
have a mediating effect on this relationship. Therefore, the subsequent sections will 
focus on addressing Proposition 2: Brand personality is directly and positively 
associated with loyalty. However, the relationship between brand personality and 
loyalty is also mediated by brand love.
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2.5.3 Brand Personality and Loyalty
As established in previous literature, it is agreed among authors (Carlson et 
al., 2009; Deane et al., 2003; Donavan et al., 2005; Freling & Forbes, 2005; Ross, 
2008; Smith et al., 2006) that an examination of brand personality in the sport 
context is particularly applicable. The authors contend brand personality could 
provide valuable insights to sport organisations and contribute to the current 
research within sport management. Further, brand personality has been shown to 
have a positive relationship with product evaluations (Freling & Forbes, 2005),
purchase intentions, and attitude towards a brand (Kuenzel & Halliday, 2010; Louis & 
Lombart, 2010; Patel, 2010). Whilst loyalty is an extensively researched area, brand 
personality and its relationship with loyalty are relatively under-researched, 
specifically within the sport domain. 
Whilst much attention has been given to the relationship between brand 
associations or brand equity and loyalty (e.g., Filo et al., 2008; Gladden & Funk, 
2002, 2004; Kaynak et al., 2008; Yoo, Donthu, & Lee, 2000) little focus has been 
directed specifically to brand personality. Diamantopoulos et al. (2005) argued that 
brand personality could improve the emotional attachment a consumer has to a 
brand thus resulting in increased loyalty. In the retail context, Zentes et al. (2008)
determined brand personality to have a positive impact on store loyalty and intent to 
recommend (positive WOM). Akin (2011) and Freling and Forbes (2005), as 
examples meanwhile, found brand personality to influence intent to purchase.
Further, in a conceptual paper, Achouri and Bouslama (2010) hypothesised that 
brand personality has a significant influence on cognitive loyalty (attitude towards the 
brand), emotional loyalty (brand preference), and conative loyalty (behavioural 
intention). Beyond behavioural and WOM loyalty outcomes, brand personality was 
also seen to facilitate a positive attitude towards a brand (Patel, 2010). Therefore, 
this leads to the second hypothesis:
H2: Brand Personality will have a significant positive relationship with the 
following:
a) Behavioural Loyalty
b) Word-of-Mouth
c) Attitudinal Loyalty
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2.5.4 Brand Personality and Brand Love
To date, there are no published studies that have investigated the relationship 
between brand personality and brand love. Given that the literature on brand love is 
relatively new, this is unsurprising. Much of the research on brand love has focused 
on defining, conceptualising, and developing a scale by which to measure the brand 
love concept. Although there is no research investigating the brand personality –
brand love relationship, there is research that has explored the relationship between 
brand personality and emotional attachment. Swaminathan, Stilley and Ahluwalia
(2009) investigated the moderating role of emotional attachment (as an attachment 
style) on brand personality. The study supported the hypothesis that brand 
personality and varying attachment styles (including emotional) influence outcomes 
such as purchasing behaviour and brand choice. More recently Vlachos and 
Vrechopoulos (2012) explored the relationship between brand love and re-patronage 
intentions and investigated “the moderating role of a set of personality traits (i.e., 
attachment avoidance, nostalgia proneness and romanticism) and consumer values 
(i.e., warm relationships with others)” (Vlachos & Vrechopoulos, 2012, p. 220).
In their study, Vlachos and Vrechopoulos (2012) examined the personality 
traits of the participants as a segmenting tool to further explore brand love. Unlike 
the present study where it is proposed that consumers perceived brand personality 
(i.e., the personality of the brand or team) is related to brand love rather than the 
personality traits of the respondent. Therefore, although the relationship between 
brand love and personality has, to an extent been explored, the personality traits 
were attributed to the respondent rather than the brand being investigated. Research 
in tourism and destination branding further provides support for a positive 
relationship between brand personality and emotional attachment. In a study 
exploring consumer travel motivation, Murphy, Benckendorff, and Moscardo (2007)
investigated the relationship between emotional connection and the brand 
personality tourist attribute to a destination. Although Murphy et al. (2007) argued 
that brand personality provides a link to the brand’s emotional benefits for the 
consumer, they did not empirically test this relationship but rather demonstrated 
support for brand personality, when the destination matched the needs of the 
consumer, and intention to revisit the destination. 
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From a psychology standpoint, love and personality have been explored by 
Engel et al. (2002) who employed Sternberg’s triangular love theory in addition to the 
Big Five personality dimensions from the NEO PI-R scale, a commonly used 
personality scale within the psychology domain. The Big Five personality dimensions 
include: Openness to Experience, Conscientiousness, Extraversion, Agreeableness, 
and Neuroticism (Goldberg, 1993). The findings from this research demonstrate that 
the personality dimension of conscientiousness was a significant predictor of 
commitment in male participants and further intimacy in both male and female 
participants. Engel et al. (2002) reported the remaining four personality dimensions 
were not significant predictors of love. In a replication study, Ahmetoglu, Swami and 
Chamorro-Premuzic (2010) found agreeableness to be a positive predictor of the 
three dimensions of love, extraversion a positive predictor of passion and, similar to 
the results of Engel et al. (2002), conscientiousness to be a positive predictor of both 
commitment and intimacy. The differences between the studies were attributable to 
sample, where Engel et al. (2002) engaged undergraduate students whilst 
Ahmetoglu et al. (2010) utilised an on-line survey advertised through a British 
newspaper (both printed and on-line versions). This further highlighted the 
importance of sample selection.
Presently there are no published studies that have explored the relationship 
between brand love and brand personality. The current thesis seeks to address this 
gap. As identified from the psychology domain, there is reason to believe such a 
relationship exists, where individual personality dimensions were shown to have a 
significant relationship with the components of love and in this way, brand love could 
assist in explaining variations in brand personality. This leads to the hypothesis:
H3: Brand Personality will have a significant positive relationship with Brand 
Love.
2.5.5 Brand Personality, Brand Love and Loyalty
The personality characteristics attributed to a brand assist in developing 
strong emotional feelings towards the brand, such as love. Further, personality 
characteristics can also assist in creating positive attitudes towards the brand,
increase in consumption behaviour, and a propensity to speak positively about the 
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brand. In this way, the emotional connection a consumer has with a brand (brand 
love) may assist in explaining the relationship between the personality of the brand 
and loyalty to the brand. Swaminathan et al. (2009) argued that a consumer’s 
attachment style was influential on brand personality and subsequently purchase 
likelihood, brand choice, and brand attachment. In this way, attachment style 
(emotional) assisted in understanding the relationship between brand personality 
and brand outcomes. In contrast, Vlachos and Vrechopoulos (2012), in their study 
within the retail context, contend that personality traits assist in exploring the link 
between consumer-to-retailer love and re-patronage intentions. Although the authors 
explored the impact of personality traits on the love-loyalty relationship, the 
personality traits were those of the consumers rather than the retailer. Regardless, 
Vlachos and Vrechopoulos’ (2012) study provides further support to explore the 
relationship between brand personality, brand love, and loyalty.
As previously stated, the relationship between brand personality and loyalty 
has been established although it remains under-researched. This thesis proposes 
that brand love may assist in explaining this relationship between brand personality 
and loyalty. Therefore, it is proposed that brand love could mediate the established 
relationship between brand personality and loyalty outcomes and the following 
hypotheses will be explored:
H4: Brand Love will mediate the relationship between Brand Personality and 
the following:
a) Behavioural Loyalty
b) Word-of-Mouth
c) Attitudinal Loyalty
2.6 Brand Associations
Brand associations are argued to contribute to a consumer’s perspective 
about a brand’s personality (Freling & Forbes, 2005). Further, brand associations 
can influence consumers’ feelings towards that brand (Aaker, 1991; Freling & 
Forbes, 2005). The brand associations attributed to a brand are those retrieved in 
the mind of the consumer when a brand or product is mentioned (Aaker, 1991).
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Brand associations represent the consumer’s perception of the brand and can 
influence consumer behaviour. Through understanding the brand associations 
attributed to a brand, organisations can leverage the associations to differentiate the 
brand, develop marketing campaigns and brand extensions that most align with the 
brand (Low & Lamb, 2000). Although brand associations have been found to predict 
loyalty (Gladden & Funk, 2004; Kaynak et al., 2008), in the sport context, brand 
associations have yet to be explored with reference to brand personality and brand 
love. Further research into the explanatory power of brand associations on brand 
personality and consumer’s feelings towards a brand, such as love is needed. 
Therefore, this thesis proposes sport brand associations may assist in explaining 
variations in brand personality, brand love, and, indirectly, loyalty outcomes. In this 
section of Chapter Two, the literature and conceptualisations are presented for brand 
associations. Additionally the link between brand associations, brand personality, 
brand love, and the loyalty outcomes are also discussed. It is from this discussion 
that the hypotheses are developed.
2.6.1 Defining Brand Associations
“The value of a brand lies in what consumers have experienced and learned 
about the brand” (Torres & Bijmolt, 2009, p. 628), where anything held in the 
consumers’ memory that is linked with a brand are brand associations (Keller, 1993).
The concept of brand associations stems from the psychology literature, specifically 
memory theory, where brand associations are the thoughts held in a consumer’s
mind about a brand (Aaker, 1991). The literature on brand associations 
predominantly utilise the definitions presented by Aaker (1991) and Keller (1993).
Keller (1993, p. 3), in his seminal work, defines brand associations as “other 
informational nodes linked to the brand node in memory.” Keller’s (1993) definition is 
underpinned in memory theory where Anderson (1983) contends that the memory of 
a concept (such as a brand) consists of a network of nodes “that encode the to-be-
recalled facts” (p. 1) and provides linkages between the nodes. Nodes can represent 
many different concepts such as a brand (Puma), a product (sport shoes), or an 
attribute (quality, i.e., running), as examples, and the links between the nodes are 
deemed associations in the consumers mind (Krishnan, 1996). The strength of the 
linkage or the association represents the likelihood that activating the association 
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node (i.e., sport shoes) will trigger the brand node (i.e., Puma) in the consumers’ 
memory (Anderson, 1983; Torres & Bijmolt, 2009). Aaker (1991) argued the strength 
of the linkage is improved with increased exposure to the brand, repeated 
experiential encounters, or when a number of associations are linked with the brand. 
In this way, associations add value to the brand through assisting in retrieving 
information, differentiating the brand from others, creating positive feelings towards 
the brand, and influencing purchase decisions regarding the brand (Aaker, 1991; 
Low & Lamb, 2000).
Aaker (1991) defined brand associations simply as anything linked in the 
consumers’ memory to a brand such as product attributes, imagery (i.e., logos), or 
symbols as examples. Beyond this, Aaker argued that associations not only exist but 
have a level of strength, where the link to the brand is stronger based on more 
experiences and exposures a consumer has to the communication (Aaker, 1991; 
Henderson, Iacobucci, & Calder, 1998). Therefore, whilst watching an ad on 
television once or twice of someone running in a pair of Puma sport shoes will 
perhaps develop some weak links to the brand. Whereas, repetitive exposure to the 
ad and other experiences, such as seeing an elite athlete win a gold medal at the 
Olympic Games whilst wearing Puma shoes, will assist in strengthening the links 
between the associations. Importantly, regardless of the brand or product, the brand 
associations linked to the brand are developed in the consumers’ mind, the strength 
of which vary, and it is the uniqueness or individuality that provides brands with 
distinction and competitive advantage (Batra, Lenk, & Wedel, 2010).
Limited distinction is made between the definitions provided by Aaker (1991; 
1996a) and Keller (1993), where both have been widely adopted across categories 
such as deodorant (Torres & Bijmolt, 2009), jeans, magazines, and cars (Batra et al., 
2010), coffee chains (Chang & Chieng, 2006), fitness clubs (Alexandris et al., 2008)
and professional sport teams (Ross et al., 2006). Although it has been found that the 
conceptualisations of brand associations can be specific to the industry and context 
to which they apply, the definition is unspecific. In particular, Funk and James 
(2006), as an example, explored team brand associations in a study of Collegiate 
and Professional sport consumers’ loyalty towards a sport team. In their study, Funk 
and James (2006) adapted both Aaker (1991; 1996a) and Keller’s (1993) definitions 
of brand associations to define team brand associations as “anything in the 
consumer’s memory linked to the thoughts, images, and ideas evoked when an 
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individual thinks of a particular sport team” (Funk & James, 2006, p. 194). This 
definition provided by Funk and James (2006) allowed for specificity of the brand 
(sport team) whilst retaining the underlying meaning developed by Aaker (1991; 
1996a) and Keller (1993). Similarly Filo et al. (2008, p. 45) defined brand 
associations “as the thoughts and feelings that a consumer connects with a specific 
brand.” As discussed, there is little debate with respect to the definition of brand 
associations, although there is some industry specific variation with regard to the 
conceptualisations. Therefore, the present research defines brand associations as 
the thoughts and ideas held by individuals in their memory that are related to a 
specific brand, service, or product. 
2.6.2 Brand Associations Conceptualisations
The conceptualisation of brand associations is an area of continuing debate. 
Consistent with the definition, much of the conceptualisations of brand associations 
are underpinned by the work of Aaker (1991) and Keller (1993), although both have 
received considerable criticism. Low and Lamb (2000) argue that whilst the 
conceptualisation for brand associations proposed by both Aaker (1991) and Keller 
(1993) have been employed in the literature, where a number of studies empirically 
measure brand associations, the measurement techniques lack consistency and 
thus cannot be compared. That is, whilst a multi-dimensional construct is accepted to 
measure brand associations, the conceptualisations inherently differ. Low and 
Lamb’s (2000) argument is technically correct and their contention highlights an 
important characteristic of brand associations: uniqueness. Further, Low and Lamb
(2000) found brand associations to differ between the brand and product categories,
in their empirical study of brand associations of eight brands across a variety of 
product type and classes. Both Aaker (1991) and Keller (1993) argued that brand 
associations are unique to the industry under investigation and, at a brand level, 
brand differentiation is created through unique brand associations. Thus, consistent 
with Low and Lamb’s findings, brand associations are neither generic nor 
generalisable across all industries and all brands. 
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Table 13 - Conceptualisations of Brand Associations
Study Focus Brand Association Types/Categories
(Aaker, 1991) Organisation Product attributes; Intangibles; Customer benefits; 
Relative price; Use/application; User/customer; 
Celebrity/person; Life-style; Product class; Competitors; 
Country/geographic area
(Biel, 1992) Product & Organisation “Hard” = tangible/functional attributes; “Soft” emotional 
attributes
(Keller, 1993) Product Attributes; Benefits; Attitudes
(Farquhar & Herr, 
1993)
Product Product category; Usage situation; Product attribute; 
Customer benefits
(Aaker, 1996b) Product & Organisation Organization associations; Product associations; Brand 
personality; Symbol associations
(Brown & Dacin, 
1997)
Organisation Organization associations; Product associations; Brand 
personality; Symbol associations
(Chang & Chieng, 
2006)
Product & Organisation Product associations and organisation associations
(Yalcin, Eren-
Erdogmus, & Dem, 
2009)
Product Personality and image; Shopping experience; 
Convenience; Functional product; Usage situation; 
Value for money.
Aaker (1991), in his book exploring brand equity, asserted brand associations 
to encompass the category of brand assets linked to a particular brand in the 
memory of a consumer. In contrast to Keller (1993), Aaker (1991) proffered 11 
categories of brand associations (see Table 13) and argued that it is through 
creating positive and favourable associations that value is created for both the 
customer and the organisation. Further, Aaker (1991) argued that brand 
associations, whilst held in the consumers’ memory, are derived from the 
organisation itself. Chang and Chieng (2006) assert the lack of consensus in the 
literature surrounding the conceptualisation of brand associations is attributed to the 
focus of some studies on organisation specific associations (e.g., Aaker, 1991; 
Brown & Dacin, 1997) in contrast to a focus on product specific associations (e.g., 
Farquhar & Herr, 1993; Keller, 1993). Aaker (1996b) addressed the concern 
regarding organisation versus product specific associations in his work exploring the 
measurement of brand equity in differing markets and products. He proposed brand 
associations should be explored with reference to four brand associative types: 
organisation associations, product associations, brand personality, and symbol 
associations (Aaker, 1996b). In doing so, Aaker (1996b) incorporated both 
organisation and product associations into the conceptualisation of brand 
associations. Similarly, in a study exploring the brand experience and the consumer-
brand relationship, Chang and Chieng (2006) examined brand associations in coffee 
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chain consumers in Shanghai and Taipei. Chang and Chieng (2006) argued brand 
associations to be the combination of product associations and organisation 
associations and thereby created a composite value based on the combination.
To add clarity and specificity, Keller (1993) argued brand associations take on 
different forms. A key point of differentiation between the associations is the level of 
abstraction and the quantity of information subsumed in the association (Keller, 
1993). Specifically, in his seminal work Keller (1993) proposed three classifications 
for brand associations: attributes, benefits, or attitudes. Attributes are the descriptive 
features held in the consumers mind with reference to the brand, product, or service 
and can be product or non-product related. Product-related attributes are those 
related to the function of the product and are necessary for the product to carry out 
its intended function. Conversely, non-product related attributes relate to the 
purchase and consumption of the product (e.g., price, packaging) (Keller, 1993).
Benefits are the consumers’ perceived value of the product compared with their 
expectations and are categorised in terms of functional, experiential, and symbolic 
benefits. Finally, attitude-related brand associations represent the overall 
assessment of the brand, product, or service. Although criticized for presenting a 
conceptualisation that predominantly focused on product associations (Chang & 
Chieng, 2006), Keller’s (1993) study continues to be the most adopted and adapted 
conceptualisation for brand associations. Keller (1993) argued that whilst brand 
associations demonstrate a level of uniqueness across industry and to some extent 
brand, there are some commonalities attributed to brand associations in the three 
abstract categories.
2.6.3 Sport Brand Associations Conceptualisations
Brand associations are unique to each industry (Karg & McDonald, 2011) and 
“must fit the category” (Batra et al., 2010, p. 336) that is being researched. 
Consequently, the conceptualisation of brand associations in the sport context is of 
particular importance when exploring a sport team. In team sport the product is the 
game, and the primary brand is the team (Ross et al., 2006). Consumption of the 
game (product) includes watching the game live at the stadium, live on television, or
listening to the game live on the radio (Gladden & Funk, 2002). Consumption can 
also continue once the contest is over through replays on television, highlights on 
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news and sport related programs, and via media such as newspapers and the 
internet (blogs, social media) (Gladden & Funk, 2002). Participation in playing the 
game can also constitute consumption. As such, the game can be consumed and 
experienced in many different ways resulting in extensive brand associations created 
pertaining to the product. However, all associations are not created equal and 
therefore not all associations enhance consumer relationships (Aaker, 1996b). In 
addition to variations in consumption, James, Kolbe and Trail (2002) assert that the 
sport being investigated can influence the sport brand associations that drive 
consumer behaviour and emotions. James et al. (2002), in a study exploring the 
development of psychological connections to new sport team, argued that some 
sports seemingly attract consumers based on an opportunity for social interaction, 
such as playing in or attending a local football game. Conversely, other sports such 
as an elite level football game can attract consumer’s more intent on concentrating 
on the game itself rather than a need for interaction (James et al., 2002). These two 
examples demonstrate the individual motives of sport consumers for attending 
games and identify the need to understand the specific brand associations that 
consumers attribute to the sport brand. It is through this understanding that the 
“unique set of brand associations that a brand strategist aspires to create or 
maintain” (Aaker, 1996b, p. 68) can be identified to assist marketers develop specific 
strategic marketing plans. 
Gladden and Funk (2002) explored brand associations in team sport and in 
doing so developed the Team Association Model (TAM). The TAM is grounded in 
Keller’s (1993) theoretical framework, conceptualising brand associations as product 
attributes, product benefits, and attitudes towards the product (Gladden & Funk, 
2002). Gladden and Funk (2002) argue that prior research on brand associations 
focussed on the “networks of concepts and meanings related to brand names in 
consumers’ minds” (Gladden & Funk, 2002, p. 56) and the interactions between the 
sets of associations. By contrast, the TAM was intent on identifying the sets of 
associations that exist in relation to a sport team rather than the order in which they 
occur and how they are related to each other in the consumers’ mind (Gladden & 
Funk, 2002). In this empirical study, 16 brand associations were found to group 
under the three factors of attribute, benefit, and attitude, as hypothesised. In 
exploring a comparative model, the meditational association model (MAM) was 
developed; in this model cross loading between the latent variables and the 
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dimensions was explored (Gladden & Funk, 2002). Specifically, the dimension
attitude was found to be related to other dimensions. In this way, attitude was not 
distinct from benefits and attributes and indicates that additional exploration and
specificity of the dimension of attitude is required. In some studies, attitude has been 
excluded from the conceptualisation of brand associations where it is argued that 
attitude can be difficult to operationalise and prove difficult for marketing managers 
to action (Gladden & Funk, 2001; Kaynak et al., 2008). In this way, attitude was 
excluded from Gladden and Funk’s (2001) study due to the level of abstractness and 
subsequent difficulty operationalising it. Gladden and Funk (2001), in their study 
exploring the link between brand associations and brand loyalty, initially identified 13 
brand associations to represent attributes and benefits linked to brand loyalty, as 
shown in Table 14, and hypothesised that attitude mediated “the formation of strong 
associations based on attributes and benefits” (Gladden & Funk, 2001, p. 75).
Inspired by the work of Gladden and Funk (2001; 2002) and building on 
Keller’s (1993) original framework for brand associations, Kaynak et al. (2008)
developed a conceptual framework to link brand associations and brand loyalty in 
professional sport. In doing so, the authors argued that brand associations include 
three main dimensions: attributes (product related, non-product related), benefits 
(functional, symbolic, experiential), and attitudes. Consistent with Gladden and 
Funk’s (2001) assertion, attitude was considered a difficult dimension to 
operationalise due to the level of abstractness, although retained in the conceptual 
framework. Furthermore, in a study exploring the mediating role of brand trust in the 
relationship between brand associations and brand loyalty, Filo et al. (2008) adapted 
Gladden and Funk’s (2001; 2002) brand associations conceptualisation to make it 
specific to the fitness centre context. In doing so, whilst some brand associations 
such as head coach and star player were omitted as they were not applicable in the 
fitness centre context, of note was the exclusion of attitude associations (Filo et al., 
2008). In this way, the factors relating to attributes and benefits were deemed to be a 
more appropriate way to measure brand associations. 
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Table 14 - Conceptualisations of Brand Associations in the Sport Context
Study Sport (level) Dimensions
(Gladden & 
Funk, 2001)
US
Professional 
Sport
Attributes:
Star player (-ve 
p<.05)
Product delivery 
(p<.05)
Tradition (-ve p<.01)
Success (ns)
Head coach (ns)
Management (ns)
Logo design (ns)
Stadium/arena (ns)
Benefits:
Escape (p<.01)
Fan identification (p<.01)
Nostalgia (p<.01)
Peer group acceptance (-ve p<.01)
Pride in place (ns)
(Gladden & 
Funk, 2002)
(Team 
Association 
Model)
North 
American 
professional 
sport leagues
Attribute:
Success
Star Player
Head Coach
Management
Logo Design
Stadium
Product Delivery
Tradition
Escape
Benefit:
Fan Identification
Peer Group 
Acceptance
Nostalgia
Pride in Place
(Note: loyalty not 
measured)
Attitude:
Importance
Knowledge
Affect
(Ross et al., 
2006)
(Team Brand 
Association 
Scale)
Professional 
sport team
Nonplayer personnel
Team success
Team history
Stadium community
Brand mark
Rivalry
Organizational attributes
Concessions
Social interaction
Team play 
Commitment
EROGLWHPV VWURQJĮVFRUHV/R\DOW\ZDV
not measured)
(Kaynak et 
al., 2008)
Conceptual 
(Professional 
sport)
Attributes:
Product related –
success; star player; 
head coach; 
management.
Non-product related –
logo; stadium; product 
delivery; tradition.
Benefits:
Functional benefits
Escape
Symbolic – fan 
identification; peer 
group acceptance
Experiential benefits –
nostalgia; pride.
Attitudes:
Importance
Knowledge
Affective 
responses
(Filo et al., 
2008)
Fitness Club 
and Sport 
Brand 
Consumers
Nostalgia (p<.05)
Management (p<.05)
Vicarious 
Achievement (p<.05)
Popularity (p<.05)
Escape
Community Pride
Logo Attractiveness
(Alexandris 
et al., 2008)
Fitness Club 
Consumers
Survey: 165 
participants
Logo design (p<.001)
Escape (p<.001)
Nostalgia (p<.001)
Pride (p<.001)
Affect (p<.01)
Popularity (ns)
Management (ns)
Vicarious achievement (ns)
(Note: significant prediction of loyalty)
Note: Significant levels indicated between brand loyalty and the brand association
In employing additional qualitative techniques required to investigate brand 
associations in the context of sport, Ross et al. (2006) also sought to develop a scale 
by which to measure brand associations specific to sport teams: the Team Brand 
Association Scale (TBAS). In this pursuit, Ross et al. (2006) employed a free-thought 
listing technique to understand consumers’ thoughts and associations held about a 
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team. The results of the qualitative method revealed 11 individual dimensions for 
brand associations. In this way, Ross et al. (2006) conceptualised brand 
associations as the specific meaning an individual consumer assigns to a particular 
brand, or sport team. However, some of the dimensions are specific to the 
consumers’ personal experience of attending games in a stadium. For example: 
Concessions which relates to the food and beverages found and consumed whilst at 
a game; Social Interaction pertaining to the interaction with family and friends whilst 
attending a game; and Stadium Community relates to the area and location of the 
stadium where the games are held. These three dimensions highlight merely one 
aspect of experiencing the product (the game) and indeed the brand (the team) and 
are not necessarily applicable to individuals who consume the game in other ways 
such as listening to the game on the radio, watching the game on television or via 
other media sources post game. Although these brand associations may play an 
important role in driving ticket sales and game attendance, they may not assist in 
developing loyalty throughout the entire supporter community. Different consumer 
groups may hold different brand associations (Ross et al., 2006), thus Stadium, 
Concessions, and Social Interaction may prove important for members or regular 
goers rather than casual consumers. Furthermore, whilst Ross et al. (2006) explored 
brand associations as a multidimensional construct excluding factors such as 
attributes, benefits, and attitudes as espoused by Keller (1993), the dimensions 
developed could fit within these three abstract categories, specifically attributes and 
benefits. The uncertainty about these dimensions of brand associations as explored 
above warrants further empirical investigation and a closer look at the dimensions of 
Benefits and Attributes.
The value attached to the product or service are considered the benefits of 
the product or service (Keller, 1993). Benefits can be classified into three categories 
based on the underlying motivations of the benefits: functional benefits, experiential 
benefits, symbolic benefits (Keller, 1993; Park, Jaworski, & Maclnnis, 1986). As the 
name suggests, functional benefits, according to Keller (1993), stem from Maslow’s 
hierarchy of needs where functional benefits are motivated by the need for safety. 
Experiential benefits are motivated by experiential needs such as variety and 
sensory pleasure and are thus related to “what it feels like to use the product or 
service” (Keller, 1993, p. 4). Generally corresponding to non-product-related 
attributes, symbolic benefits are extrinsic benefits of the product or service. Symbolic 
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benefits are motivated by a consumers need for social approval and external self 
esteem. Further, Keller (1993) argues symbolic benefits are of particular importance 
for “socially visible, “badge” products” (p. 4).
Peer group acceptance is considered a symbolic benefit and is a source of 
identification with the team. Kaynak et al. (2008) argued that the individual 
association with the team is enhanced for a consumer when family and friends 
support their team choice. Thus, a sport consumers’ eagerness to belong to a group 
(and the groups’ acceptance of the team choice) can assist in developing positive 
associations with the team. It has been argued that the simple act of supporting a 
sport team can provide the sport consumer with an avenue for escape from daily life 
and stresses, and in this way the aspect of escape assists in developing positive 
brand associations (Filo et al., 2008; Gladden & Funk, 2002). Nostalgia, much like 
tradition, can create positive associations with the team in the consumers’ mind 
through a connection to the past (Kaynak et al., 2008). Similarly, holding extensive 
knowledge about the team can create positive associations and attitudes towards the 
team (Kaynak et al., 2008). Although historically linked to the attributes dimension, 
knowledge about a sport team could also be considered a social badge, providing an 
indication to others of the extent of the connection with the team. Gladden and Funk 
(2001; 2002) asserted that a positive outcome of the benefit of team success was an 
increase in ticket sales where sport consumers have a propensity to associate 
themselves with successful players, athletes, and teams (Kaynak et al., 2008). In the 
present study, the sport brand association dimension of benefits is represented by 
Escape, Knowledge, Peer Group Acceptance, Family Acceptance, Nostalgia, and 
Team Success. 
According to Keller (1993) the brand associations dimension of attributes 
represents “those descriptive features that characterise a product or service – what a 
consumer thinks the product or service is or has, and what is involved with its 
purchase or consumption” (p. 4). In short, the attributes of a brand are said to be the 
features of a brand (Gladden & Funk, 2002). For example, in the case of a sport
team, a player could be considered an attribute of the brand (the sport team). 
Attributes are further disaggregated by Keller into product-related and non-product-
related attributes (Kaynak et al., 2008; Keller, 1993). Product-related attributes are 
those attributes required for the product or service to function, in the eyes of the 
consumer (Keller, 1993). Non-product-related attributes are those external 
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components of a product or service related to consumption or purchase such as 
price, packaging, user imagery (the type of person who consumes the product or 
service) and usage imagery (where and when the product or service is used) (Keller, 
1993).
The logo or brand mark of an organisation assists in consumer memory 
retrieval of associations specific to a brand (Gladden & Funk, 2002; Kaynak et al., 
2008). The development of positive brand associations are enhanced through the 
product delivery, where the experience of being entertained by the game, as an 
example, assists in developing positive emotions and associations with the brand 
(Kaynak et al., 2008). Tradition is argued to be a strong brand association for a sport 
team, where tradition includes aspects such as style of play, game plan, history or 
management of the team (Gladden & Funk, 2002). Similarly, rivalry as an attribute of 
a sport team is built on the competition among teams, specifically deep seeded 
competition throughout the history of a team (Gladden & Funk, 2002). As such, the 
present study will investigate the sport brand association dimension of attributes as a 
multi-dimensional construct reflected by Brand Mark, Rivalry, Tradition, and Product 
Delivery. 
It has been argued that brand associations research in the sport context is still 
in its infancy (Alexandris et al., 2008; Ross et al., 2006), however recent attention 
demonstrates the importance placed on this area. Filo et al. (2008) and Alexandris et 
al.’s (2008) research further demonstrated the importance of specific industry context 
when exploring brand associations. Therefore, the present research will ensure that 
the context of sport is taken into consideration when selecting relevant brand 
associations. Further, this thesis will use the term sport brand associations to refer to 
the brand associations specific to the sport context and provide a level of 
differentiation between brand associations in other contexts and in the sport context.
This section of Chapter Two provided a review of the definitions for (sport) 
brand associations, where the concept was defined as: thoughts and ideas held by 
individuals in their memory that are related to a specific brand, service, or product.
The conceptualisation of sport brand associations was explored with reference to 
Keller’s (1993) seminal work and adapted to ensure specificity to the sport context 
(Filo et al., 2008; Gladden & Funk, 2002; Ross et al., 2006). As such, sport brand 
associations were conceptualised as a multi-dimensional construct reflected by 
Benefits and Attributes. Further, greater insight into the impact of sport brand 
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associations can be understood by disaggregating the construct into Benefits and 
Attributes. A number of studies have explored the relationship between sport brand 
associations and loyalty in the context of sport (e.g., Alexandris et al., 2008; Filo et 
al., 2008; Gladden & Funk, 2001; Gladden & Funk, 2004; Kaynak et al., 2008).
Specifically, Gladden and Funk (2001) determined sport brand associations to be 
predictive of brand loyalty within US professional sport. Alexandris et al. (2008) too 
provided empirical evidence demonstrating sport brand associations can explain
variations in loyalty outcomes in the fitness industry. Given this relationship has been 
extensively researched and supported, this thesis aims to explore other factors that 
impact loyalty (ie., brand personality and brand love). Consequently, the relationship 
between sport brand associations and loyalty is beyond the scope of this thesis. This 
research will explore sport brand associations held in the mind of the consumer and 
the influence of sport brand associations in developing brand personality and brand 
love. Thus, the following sections will explore Proposition 3: Brand associations will 
directly impact brand personality and brand love. 
2.6.4 Sport Brand Associations and Brand Love
The relationship between sport brand associations and brand love has yet to 
be researched in the literature. Despite recent interest in both concepts, this is 
unsurprising given the infancy of empirical work on the topic. Furthermore, as an 
emerging concept only a few studies have explored the antecedents to brand love.
Carroll and Ahuvia (2006) explored self-expressive brands and hedonic product 
category as antecedents to brand love. These authors argued that hedonic products 
tend to elicit stronger emotional responses in consumers due to their very nature 
(e.g., primary benefit fun, pleasure) and thereby will have a positive effect on brand 
love. Although the results suggest a positive relationship, the hedonic product 
category is attributed to the specific product and, as such, can prove difficult to alter 
through marketing strategies. In contrast, marketing efforts could assist in developing 
and altering self-expressive brands where Carroll and Ahuvia (2006, p. 82) define 
self-expressive brands as those “brands that play a significant role in shaping” a 
consumers identity. 
Bergkvist and Bech-Larsen (2010) sought to extend Carroll and Ahuvia’s 
(2006) work exploring antecedents and consequences of brand love, however 
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primarily focused on “actionable antecedents” to brand love. Bergkvist and Bech-
Larsen (2010) highlighted the importance for managers to understand what drives 
brand love and how marketing efforts can improve brand love, and indirectly positive 
loyalty outcomes. In their study Bergkvist and Bech-Larsen (2010) likened brand love 
to a symbolic brand concept and consequently elected two symbolic brand 
positioning strategies to explore in relation to driving brand love. Therefore, they
explored brand identification and sense of community as actionable antecedents to 
brand love. The results indicate that a significant and positive relationship exists 
between brand love and both brand identification and sense of community. Bergkvist 
and Bech-Larsen (2010) initially argued that the relationship between brand 
identification, sense of community and loyalty was established in the literature. 
However, the scope of these studies was limited, where Bergkvist and Bech-Larsen 
(2010) sought to extend this thinking to include brand love as a mediator in the 
relationship. 
To date, there are no published studies to support the relationship between 
sport brand associations and brand love. The current thesis seeks to address this 
gap and further add to the literature exploring antecedents to brand love. Therefore, 
the following hypotheses will be explored:
H5a: Benefits will have a significant positive relationship with Brand Love. 
H5b: Attributes will have a significant positive relationship with Brand Love. 
2.6.5 Sport Brand Associations and Brand Personality
It is argued that particular brand associations can trigger brand personality 
traits in consumers (Hayes, Alford, & Capella, 2008). Biel (1993) suggested that 
every aspect of advertising and marketing communication can influence brand 
personality, from the logo, images and illustrations to the font, colour and layout. Biel 
proposed a conceptual framework to explore the relationship between brand 
associations and brand personality. In this, Biel (1993) identified three types of brand 
associations and related them to the image associated with the product, the image 
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related to the maker (i.e., corporate associations), and the image attributed to the 
users of the product. According to Biel (1993), these three brand associations are 
the driving forces shaping the brand personality in the minds of consumers. 
Aaker (1997), in his study developing the scale by which to measure brand 
personality, urged future research on brand personality to explore the antecedents 
and consequences of brand personality. However, limited empirical research has 
investigated brand associations or other marketing concepts that may assist in the 
formation of brand personality. Hayes et al. (2008) provides one of the only empirical 
studies exploring the influence of brand associations on brand personality. Hayes et 
al. contend brand associations can influence a consumers’ perception of brand 
personality. To test their contention, Hayes et al. (2008) conducted six experimental 
treatment groups that included: one attribute manipulated group, one corporate 
associations manipulated group, two user imagery manipulated groups (business or 
sport) and two groups with two associations manipulated (different); and one control 
group. The results supported the hypothesis that if a print advertisement featured 
only one of the three brand associations (e.g., user imagery) at least one dimension 
of brand personality changed significantly from the control group. The results from 
Hayes et al.’s (2008) study demonstrates a strong correlation between brand 
associations and brand personality whereby manipulation of the brand associations 
can alter the consumers’ perceived brand personality.
Johar, Sengupta and Aaker (2005) also argued that when presented with new 
information about a brand, consumers will alter the personality traits attributed to that 
brand. In this way, the brand, more specifically the marketing manager, can 
manipulate the personality of the brand by controlling the brand associations 
conveyed through advertising and marketing communications. The formation (and 
alteration) of brand personality should be considered both in terms of the 
components that make up brand personality, but also the way in which these 
components are linked to the brand (Hayes et al., 2008). Brand personality can be 
manipulated where situations can shape trait accessibility and thus, brand 
perception, much like a conditioning process (Johar et al., 2005). In a study exploring 
the mechanisms that assist in updating personality trait inferences about a brand, 
Johar et al. (2005) conducted experiments to gauge how consumers react to new 
trait-specific information and the influence of this on brand personality preferences. 
Similar to Hayes et al.’s (2008) study, the results from Johar et al.’s (2005) study 
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indicate that manipulation of brand associations can produce alterations in 
personality traits as assigned by consumers. Interestingly, Freling and Forbes (2005)
found that brand personality is connected to many other brand associations in the 
consumers memory. They argued that “information about a brand’s personality and 
many other brand associations exist in consumer memory” (Freling & Forbes, 2005, 
p. 151) and in order for the brand personality to be recalled by a consumer there 
must be strong links with the brand associations. In this way, Freling and Forbes 
(2005) proposed brand associations to be “determinants” of brand personality. 
Research exploring the relationship between brand associations and brand 
personality is limited with only a few empirical investigations (Hayes et al., 2008; 
Johar et al., 2005). The current thesis seeks to add to these empirical studies. For 
the present study it is argued that sport brand associations may assist in explaining 
variations in brand personality and in this way, the following hypotheses will be 
explored:
H6a: Benefits will have a significant relationship with Brand Personality.
H6b: Attributes will have a significant relationship with Brand Personality.
2.7 The Importance of Fan Typology
It is important to recognise that all consumers are not created equal and 
individuals experience sport in a variety of different ways. Some consumers are 
engrossed in the history of the team or the league, others attend all games without 
exception whilst some attend games only on special occasions, and some prefer to 
watch multiple games on TV (Stewart, Nicholson, & Smith, 2003). In this way, sport 
consumers demonstrate considerable variation in their attitudes, behaviours, and 
values (Meir, 2009; Shank & Beasley, 1998; Stewart et al., 2003). Consumer 
segmentation can lead to enhanced understanding of the consumers’ needs and 
characteristics (Tapp & Clowes, 2002). It is argued that a fan typology could assist 
sport marketers in predicting consumer behaviour by accounting for fan type 
variance, thereby enabling targeted marketing efforts (Hunt, Bristol, & Bashaw, 
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1999). As suggested, sport consumers can be segmented into meaningful discrete 
groups across a spectrum from casual to fanatical consumers. In this thesis, 
segmentation utilising a fan typology spectrum is employed to explore “who” the 
groups of sport consumers are rather than “why” they participate in the sport (Taks & 
Scheerder, 2006).
2.7.1 Understanding Fan Typology
In a critical review of sport consumer typologies, Stewart et al. (2003)
presented an evaluation of sport consumer segmentation approaches. In doing so, 
they found sport typologies fell into one of three categories: dualistic models; tiered 
models; and multi-dimensional approaches. Dualistic models are based on a 
comparison between opposite behaviours such as traditional fans versus modern 
fans (Boyle & Haynes, 2009); core fans versus corporate fans (Nash, 2000). Whilst 
simplistic and quite clear cut, these typologies rely heavily on behaviour as the main 
point of differentiation and therefore, provide limited insight into what motivates the 
consumer. 
Tiered typologies were developed to overcome the limitations of dualistic 
models and provided an avenue by which to differentiate consumers via a ranking 
system. Most notably the Sport Spectator Identification Scale (SSIS), developed by 
Wann and Branscombe (1993), that explored the intensity of the relationship 
between the consumer and the team. Tiered models, such as the SSIS, advanced 
academic insight of fan typologies by identifying that sport consumers differ in their
sport consumption and relationship with their favourite team (Stewart et al., 2003).
However, tiered models are limited in the transparency of information where they 
assume a positive link between loyalty and consumption. They are therefore unable 
to account for variations such as a consumer’s strong team affiliation but low 
attendance rate (Smith & Stewart, 1999; Stewart et al., 2003).
Multi-dimensional models such as the psychological commitment to team 
(PCT), developed by Mahony et al. (2000), were developed to address this limitation.
In the PCT discrete levels of loyalty which “served to classify participants into 
specific groups by weak or strong attitudes and high or low behavioural consistency”
(Mahony et al., 2000, p. 16) further argued that strong support for a team can exist 
regardless of attendance (Mahony et al., 2000; Murrell & Dietz, 1992). Attendance, 
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as a behavioural measurement, can at times be misleading as attending games can 
be a result of habit or lack of alternatives (Mahony et al., 2000). In this way, multi-
dimensional models take into account high commitment and low behaviour, a 
shortfall of other typology segmentations.
Multi-dimensional sport typologies are generally based on a combination of 
commitment and behavioural components (Hunt et al., 1999; Mahony et al., 2000; 
Smith & Stewart, 1999). Smith and Stewart (1999), as an example, examined the 
frequency of attendance at live games and the motives for attendance, in order to 
develop five distinct typologies (passionate partisans, champ followers, reclusive 
partisans, theatregoers, aficionados) with a focus on attitude and behaviour. Hunt et 
al. (1999) sought to go beyond team performance as the primary motivator (Wann & 
Dolan, 1994) and game attendance or ticket sales as the main outcome. In doing so, 
they focussed on the individual sport consumer, specifically internal motivators, 
internal processes, and behaviour using variations of commitment to distinguish 
between consumers. In their study, Hunt et al. (1999) proposed five different fan 
types based on variations in commitment as demonstrated in Table 15 (p.109). For 
instance, a temporary fan’s interest is time constrained, where a significant event 
such as a grand final attracts the temporary fan for the time period of the event.
Post-event, the temporary fan is no longer interested or motivated to exhibit 
behaviours towards the sport product (Hunt et al., 1999). Mahony, et al. (2000) also 
used the strength of commitment to differentiate between sport consumers when 
developing their PCT scale. The PCT is represented by a matrix of weak-strong 
commitment and low-high attendance at games. In their study, Mahony, et al. (2000)
argued that true loyalty can only exist in the presence of a strong commitment and 
strong attendance at live games.
Beyond the context of sport, fan typologies have been explored within the 
music industry where Perkins (2010) conducted a netnography exploring online fan 
communities and incorporated components of sports fan typologies to confirm four 
levels of fan engagement. Unlike many other studies (e.g., Beaven & Laws, 2007)
Perkins (2010) was able to establish the casual consumer group. The casual 
consumer group is currently underdeveloped in the literature (Stewart et al., 2003).
Additional analysis and research within this group would provide a greater insight 
into the differences and similarities between the casual consumer and the fanatical 
consumer group. Perkins (2010) found that casual consumers, were similar to 
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temporary fans (Hunt et al., 1999), where the support of the band may be for only a 
limited period of time. However, dissimilar to temporary fans, Perkins (2010) argued 
that casual fans could continue to support the band beyond the short period of time 
(for example during a concert/touring of the band), may own recordings of the band 
and is possibly a fan of concerts more so than the individual band. This highlights the 
need to understand the consumer groups that exist within the research context. 
Thus, an important component of this thesis is to understand and identify the 
similarities and differences between the spectrum of consumers from casual 
consumers to fanatical consumers. Therefore, building on the multi-dimensional fan 
typologies, this research seeks to explore the broad range of sport consumers from 
casual through to fanatical. Importantly, the sport fan segments must be easily 
identifiable and measured through a short screening process. 
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Table 15 - Fan Subgroups
Hunt et al. (1999) Mahony et al. (2000) Beaven and Laws (2007); Perkins (2010) Current Research
Temporary Fan
The interest in the team is time 
constrained, therefore, once the 
specific event has passed the 
temporary fan reverts to a non-fan.
Low Loyalty
Weak commitment to the team and 
low attendance at the games.
Casual Fan
A fan for a limited time, may own 
recordings of the band and be a regular 
attendee at a broad range of concerts. 
Casual Fan
Is somewhat interested in their team, 
but is not a member. Will attend or 
watch a few games per season and is 
content with finding out the final 
score.
Local Fan
Bound by geographical constraints, 
the local fan exhibits fan-like 
behaviour as they identify with the 
location of the team.
Latent Loyalty
Strong commitment to the team but 
weak attendance
Casual Committed Fan
More interested than the casual fan, 
but is not a member. Attend only a 
few games per season but will watch 
games on TV. Regularly discusses 
their favourite team.
Devoted Fan
Beyond temporary and local fans, the 
devoted fan is more enduring with a 
stronger emotional attachment to the 
team.
Spurious Loyalty
Weak commitment but strong 
attendance
Loyal Fan
Uses the band for self-identity and is 
loyal to the band regardless of chart 
rankings. Attends a focused range of 
concerts with the band's sub-genre. May 
identify themselves by wearing band t-
shirt.
Devoted Fan
Generally non members and attend 
more than a few games per year. 
Watch most games on TV, plus some 
involving teams other than their 
favourite. Discusses the team a few 
times per week.
Fanatical Fan
Being a fan of the team is an 
important part of the individual’s
identity. Whilst devoted fans go to 
games, the fanatical fan will paint their 
body or perhaps wear a costume.
True Loyalty
Involves strong commitment and 
strong attendance to the team
Die Hard Fan
The band is very important to self-
identity. Makes changes to lifestyle such 
as travel to attend shows. Wears t-shirts 
of prior tours or may dress up, owns 
most recordings, collects merchandise.
Fanatical Fan
Is a member of the club and attends 
or watches majority of games. Will 
watch games their team is not 
competing in and they will discuss 
their team on a daily basis.
Dysfunctional Fan
Uses being a fan as the primary 
method of identifying his or herself as 
an individual. Their behaviour 
(compared with the fanatical fan) is 
anti-social, disruptive, or deviant. 
Further the dysfunctional fan engages 
in behaviour that is disruptive to the 
event rather than supportive.
Dysfunctional Fan
Uses the band as the primary method of 
identifying his or herself as an individual. 
Being a fan interferes with other aspects 
of their lives. They may seek contact 
with the band including stalking 
behaviour. Maintains a relationship with 
others in the community, although may 
seek to be seen as an expert.
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The present study has adapted the simplified typologies and proposes four 
quantifiable groups to represent AFL fans across the spectrum from casual to 
fanatical as shown in Table 15. It is argued that consumers who are members of the 
club, attend and watch majority of games, and discuss their team on a daily basis 
with friends and family (i.e., fanatical consumers) are more likely to exhibit positive 
loyalty towards the team and have strong emotional feelings towards the team, as 
examples. This is consistent with Melnick and Wann’s (2011) empirical investigation 
of sport fandom-related behaviour. Similarly, consumers who attend or watch games 
infrequently and discuss their team occasionally (i.e., casual consumers) are less 
likely to engage in positive WOM, score lower in general on all loyalty outcomes, as 
compared with fanatical consumers, and experience somewhat strong emotive 
feelings towards the team. The casual committed fans are more interested in their 
team than the casual fans, they attend a few games live in the stadium and regularly 
watch games on TV. Casual committed fans regularly discuss their favourite team 
with family and friends and they generally score higher on all the loyalty outcomes 
than casual fans. Devoted fans is the final fan type prior to fanatical fans and whilst 
devoted fans generally do not have a membership to their favourite team they will 
attend several games per season, watching most games on TV and discuss the 
team on a weekly basis. With a stronger connection and involvement to the team, 
devoted fans also score higher on all loyalty outcomes as compared with the casual 
fans and casual committed fans. In this way, fan typology may affect a consumer’s 
propensity to speak favourably about the team, attend or watch games or develop a 
positive attitude, as examples. The following constructs are discussed in the 
ensuring section with respect to fan typology: sport brand associations, brand 
personality, brand love, and loyalty. 
2.7.1.1 Fan Typology and Sport Brand Association
Motives for consumption vary between individual consumers, where sport 
brand associations (benefits and attributes) seek to explain some of this variation. 
Beyond this, it is argued that sport brand associations may vary between the fan 
types. As demonstrated by Tapp and Clowes (2002), fanatical consumers tend to 
prioritise their favourite team above all others, including friends and family. 
Furthermore, it is argued that fanatical consumers are more focused on winning than 
casual consumers, where the dimension of team success reflects benefits (Tapp & 
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Clowes, 2002). In addition, Tapp and Clowes argued that casual consumers placed 
greater emphasis on entertainment rather than team success. Although the current 
study sought to ensure the dimensions of benefits (escape, knowledge, peer group 
acceptance, family acceptance, nostalgia, team success) and attributes (brand mark, 
rivalry, tradition, product delivery) are applicable to all fan types, prior studies 
included dimensions specific to the consumers’ personal experience of attending a 
game at a stadium. Specifically, sport brand association dimensions such as 
concessions (related to stadium food and beverage) and stadium community (related 
to area and location of stadium) (Ross et al., 2006) have previously been included to 
measure sport brand associations. Given that fanatical consumers attend games 
more frequently than the other fan types, it would be expected that fanatical 
consumers score more highly on the sport brand associations of concessions and 
stadium community, if they were to be included in the study. This highlights how 
sport brand associations can vary across the fan types. 
Within the context of fandom in relation to music bands, specifically a rock fan 
typology, fanatical consumers are considered very knowledgeable about the band 
and may even seek opportunities to demonstrate their extensive knowledge (Beaven 
& Laws, 2007). Being a fan, for the fanatical consumer, becomes an important 
component of the consumer’s self identity and can represent family compliance or 
acceptance (Beaven & Laws, 2007; Hunt et al., 1999). An important aspect of the 
casual consumer was highlighted in several studies (Beaven & Laws, 2007; Hunt et 
al., 1999; Perkins, 2010), unlike the higher end of the scale, casual consumers 
attendance at a music concert was related to enjoyment and a liking of music rather 
than a strong affiliation or loyalty towards the band. Conversely, the die hard and 
fanatical consumers have a propensity to attend multiple shows, consider 
themselves a loyal fan of the band, own considerable merchandise featuring the 
band, and know the history of the band (Beaven & Laws, 2007; Perkins, 2010). For 
music consumers, the tradition and history of the band and indeed the logo or brand 
mark for the brand is considered to have greater importance to the die hard and 
fanatical consumers as compared with the more casual consumers. In this way, the 
attributes associated with a brand play a stronger role for the more fanatical 
consumers in the fan typologies. Further, it is through exploring benefits and 
attributes that greater insight into the specific drivers of brand love, brand 
personality, and indirectly loyalty outcomes are identified.
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Although there is presently no literature supporting the variations in sport 
brand associations across the fan typologies, there is evidence that some 
dimensions of benefits and attributes have previously been explored across a 
spectrum of consumers. As such, this thesis seeks to address the gap in the 
literature and explore the variations in benefits and attributes based on differing fan 
types.
2.7.1.2 Fan Typology and Brand Personality
Kuenzel and Halliday (2010) argued that consumers are attracted to brands 
where the perceived brand personality is closely aligned with the consumer’s own 
self-concept. In a study segmenting Greek soccer spectators, Alexandris and 
Tsiotsou (2012) contended that segmentation of consumers provided a useful tool by 
which to explore the self-concept. Whereby, the brand, or team as is the case, 
assists the individual in expressing their personality externally. In this way, fan 
segmentation can be employed to explore the variations in personality of the brand. 
Perkins (2010) also advocated for fan type segmentation as a tool by which to 
explore variations in brand personality, where focused and vested fans developed 
relationships based on the individual personality of the band members, or in the case 
of sport with the team players. In this way, the strength of brand personality may vary 
between the various fan types. Although there are currently no published studies that 
have explored variations in brand personality by fan types, this thesis seeks to 
address this gap. 
2.7.1.3 Fan Typology and Brand Love
As previously argued, brand love represents a strong emotional connection to 
a brand, in this instance to a sport team. Further, brand love has the capacity to 
explain variations in the loyalty outcomes of behavioural loyalty, WOM, and 
attitudinal loyalty (Batra et al., 2012). As such, the strong emotional connection a 
consumer feels towards their team is likely to vary based on behaviours such as 
frequency of game attendance or frequency of discussing the team with family and 
friends. Essentially the brand love connection is developed overtime and with 
repeated exposure to and experience with the brand, rather than being developed at 
a transactional level (Carroll & Ahuvia, 2006). Given this, it is argued that brand love 
would be stronger in consumers who had extensive experience with the brand, such 
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as the fanatical consumers and would lessen based on reduced exposure to the 
brand such as, watching, attending, and talking about the team less frequently. 
Funk et al. (2004) proposed that watching a sport event can evoke pleasure 
and happiness, and therefore a consumer should feel these benefits from attending 
and watching games. It stands to reason that the more consumers attend and watch 
games, the stronger the feelings of pleasure and happiness, and the stronger the 
emotional connection. Therefore, fanatical consumers who arguably attend and 
watch majority of a team’s games, should feel a stronger connection to the team 
compared with a consumer who does not attend or watch as many games, for 
example, a casual consumer. In a study of music bands, Perkins (2010) too 
identified the emotional connection that develops between the consumer and the 
band overtime. Perkins argued that this emotional connection is negligible in 
temporary and casual consumers but develops as consumers become more involved 
and connected to the band. As such, die hard and fanatical consumers have a strong 
emotional bond with the band. This reasoning highlights the potential for brand love 
to vary between the various fan types in the current thesis. Therefore, it makes 
intuitive sense that brand love would vary across the fan typology and by this 
reasoning casual consumers would tend to exhibit a lower score for the brand love 
construct than fanatical consumers. To date, there is no published literature 
exploring the variations in brand love by fan types. Therefore, this thesis aims to 
address this gap.
2.7.1.4 Fan Typology and Loyalty
Fan typologies, by their very definition and the tools used to develop the 
specific segments, are related to loyalty. Inherently, fan types differ in their 
consumption behaviour, attitude, and engagement in online fan communities 
(Perkins, 2010). Perkins (2010) argued that die hard and fanatical music consumers 
have a greater propensity to attend multiple concerts, own recordings, purchase 
merchandise, own t-shirts featuring the band and the concerts, and engaging in 
other social behaviours such participating in online fan communities. In this way, the 
die hard and fanatical consumers are more invested in the band than temporary and 
casual consumers. Tapp and Clowes (2002) also contend that fanatical consumers 
are more behaviourally loyalty than casual consumers, in the sport context. 
Specifically, the fanatical consumer group was found to place a greater emphasis on 
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conspicuous loyalty, where displaying their loyalty to others visually through regular 
game attendance was critical to this fan type. This behaviour varies from that of 
casual consumers, typically attended on a small number of games per season (Tapp 
& Clowes, 2002), and thus placed less of an emphasis on conspicuous loyalty and 
overall behavioural loyalty. 
Alexandris and Tsiotsou (2012) segmented consumers by attachment style 
and further profiled the consumers by variables related to self-expression and team 
involvement. In doing so, they argued that a high level of attachment to a team is 
related to a positive attitude and behavioural outcomes. Tapp and Clowes (2002)
found that fanatical consumers are more strongly attitudinal loyal to their sport team 
compared with their casual counterpart. Specifically, fanatical consumers readily 
describe themselves as loyal, or in the case of music fans, some also call 
themselves die hard (Perkins, 2010), in doing so this demonstrates an interest in 
attending and supporting events for the team or the band. Moreover, Perkins (2010)
argued that the further away from the casual consumer end of the spectrum, the 
more readily and positively the consumer engaged in conversation about the band, 
in an online mode and face to face. She also found that fanatical consumers sought 
to find like minded individuals in the online communities and meet up with these 
strangers face-to-face in order to continue the conversation (Perkins, 2010). This 
supports Melnick and Wann’s (2011) research exploring sport fandom and fan 
behaviour. In their study, Melnick and Wann determined that the frequency of 
discussing the sport team with family and friends varied across the sport fandom 
score (SFQ). Thus, suggesting that consumers positioned towards the fanatical end 
of the sport fandom scale are more likely to engage in discussions about their sport 
team. Tapp and Clowes (2002) called for additional conclusive research exploring 
the loyalty across the various fan types, where Tapp and Clowes presented findings 
from exploratory interviews. Research exploring variations in loyalty between the fan 
types is in its infancy and warrants further investigation. Therefore, the current thesis 
will explore variations (or similarities) in loyalty outcomes between the fan types.
This reasoning brings forth the following hypotheses:
H7: Sport consumers of differing fan types will exhibit differences in the 
following:
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a) Benefits
b) Attributes
c) Brand Personality
d) Brand Love
e) Behavioural Loyalty
f) Word-of-Mouth
g) Attitudinal Loyalty
2.8 Revised Conceptual Framework
In the present study, loyalty is considered to be the dependent variable and a 
positive relationship to exist between brand personality, brand love, and loyalty
(behavioural loyalty, WOM, attitudinal loyalty). The independent variable, sport brand 
associations (benefits, attributes), is proposed to have a positive relationship with 
brand personality and brand love. These relationships are illustrated and 
summarised in the conceptual framework in Figure 4.
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Figure 4 - Revised Conceptual Framework 
Brand Personality
Brand Love
Benefits
Word-of-Mouth
Fan Typology
(H7a,b,c,d,e,f,g)
Attributes
Behavioural Loyalty
Attitudinal Loyalty
H6a
H3
H5a
H1a
H1b
H1c
H2a
H2b
H2c
H4a,b,c
H6b
H5b
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Table 16 - Hypothesis Summary
Hypothesis
Literature 
Review
Discussion
H1: Brand Love will have a significant positive relationship with the following:
a) Behavioural Loyalty
b) Word-of-mouth
c) Attitudinal Loyalty
p. 75
H2: Brand Personality will have a significant positive relationship with the following:
a) Behavioural Loyalty
b) Word-of-mouth
c) Attitudinal Loyalty
p. 87
H3: Brand Personality will have a significant positive relationship with Brand Love. p. 88
H4: Brand Love will mediate the relationship between Brand Personality and the 
following:
a) Behavioural Loyalty
b) Word-of-mouth
c) Attitudinal Loyalty
p. 89
H5a: Benefits will have a significant positive relationship with Brand Love.
H5b: Attributes will have a significant positive relationship with Brand Love.
p. 102
H6a: Benefits will have a significant relationship with Brand Personality.
H6b: Attributes will have a significant relationship with Brand Personality.
p. 103
H7: Varying levels of fandom will significantly affect the following:
a) Benefits
b) Attributes
c) Brand Personality
d) Brand Love
e) Behavioural Loyalty
f) Word-of-Mouth
g) Attitudinal Loyalty
p. 105
2.9 Summary
Chapter Two introduced the concept of brand love and reviewed the limited 
literature, identifying the need for further research to understand what brand love 
means, and its relevance within the sport context. The chapter also presented an 
analysis of the current literature relevant to the outcomes of brand love, specifically 
behavioural loyalty, WOM, attitudinal loyalty, and identified the need to better 
understand what drives these outcomes. Subsequently, this chapter reviewed 
literature pertaining to antecedents to brand love: brand personality and sport brand 
associations (attributes and benefits). Brand personality was shown to be 
represented by the personification metaphor and the relationship of this construct 
with loyalty. Further discussed were the interrelationships between brand love, brand 
personality, sport brand associations, and loyalty. The revised conceptual framework 
in Figure 4 presents the interrelationships identified and represents the hypotheses
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and propositions for the present study. Table 16 provides a summary of the 
hypotheses represented in the conceptual framework and the corresponding page 
where discussion of the hypothesis is provided. Overall Chapter Two has discussed 
the existing literature, identified the gaps in the literature, and developed the 
conceptual framework to be tested by this research. The following chapter will 
discuss the research method employed to investigate this research and test the
propositions. 
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CHAPTER THREE: RESEARCH METHOD
3.1 Introduction
This chapter outlines the research method employed to explore the concepts
and proposed relationships identified and presented in Chapter Two. In doing so, the 
research paradigm, research design, and unit of analysis are outlined at the 
beginning of this chapter. This is followed by a discussion and justification for the 
exploratory and conclusive stages of this research including selection of participants, 
collection methods, and analysis techniques employed. 
3.2 The Research Paradigm 
A paradigm is a framework or set of assumptions that explain how the world is 
perceived where “the paradigm of a science includes its basic assumptions, the 
important questions to be answered or puzzles to be solved, the research techniques 
to be used, and examples of what scientific research looks like” (Neuman, 1991, p. 
57). Khun (1970) is attributed with first using paradigms in the context of a 
framework to understand the discipline of inquiry. He defined a paradigm as “a set of 
values and techniques which is shared by members of a scientific community, which 
acts as a guide or map, dictating the kinds of problems scientists should address and 
the types of explanations that are acceptable to them” (Khun, 1970, p. 175). The 
philosophical assumptions underpinning paradigms are commonly fashioned into 
three perspectives: epistemology, ontology, and methodology (Denzin & Lincoln, 
2003). Epistemology is the philosophical perspective concerned with how knowledge 
is acquired, specifically the relationship between the researcher and the reality as 
they perceive it (Creswell, 2007; Gratton & Jones, 2004). The ontological perspective 
is concerned with the nature of being or reality, what is known about the reality, and 
how things really work. The methodological perspective is concerned with the 
process or means by which the research is conducted and how knowledge about the 
world is acquired (Creswell, 2007; Edwards & Skinner, 2009).
Interpretivism and positivism are the most common philosophical paradigms. 
According to Neuman (1991) positivist social science is the oldest approach and 
forms the traditional period in paradigm development. Positivism assumes that the 
world is objective, where behaviour, and cause and effect can be measured and 
human activity predicted (Cavana et al., 2001; Neuman, 1991). For a positivist 
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researcher, the purpose of the research is to understand “how the world works so 
that events can be controlled or predicted” (Neuman, 1991, p. 58). In this way, the 
positivist social reality is ordered. In the absence of the assumption of order, the 
world to a positivist would appear erratic and chaotic making the prediction of 
behaviour and human activity impossible (Neuman, 1991).
In contrast to positivism, interpretivism is subjective where individuals form 
their reality of the world through interactions with others (Neuman, 1991).
Interpretivism is concerned with understanding how people interact, and accepts that 
there are multiple realities. Further, interpretivists argue that individuals experience 
the world differently and therefore actions and behaviour cannot be predicted 
(Denzin & Lincoln, 2003). The interpretivist approach encourages the researcher to 
see the social world from the view point of the participants (Edwards & Skinner, 
2009). It is through a combination of the literature, the individual participant views
and the researcher’s view of reality that the researcher can “find meaning in an 
action, or to say one understands what a particular action means, … [and] that one 
interprets in a particular way what the actors are doing” (Denzin & Lincoln, 2003, p. 
296). This highlights the significant difference between interpretivism and positivism 
where interpretivist researchers acknowledge that personal values will impact their 
relationship with participants and interpretation of the data (Edwards & Skinner, 
2009). Conversely, positivist researchers are “expected to remain aloof and separate
from the research subjects to ensure total objectivity during data gathering and 
analysis” (Cavana et al., 2001, p. 8). Positivism and interpretivism therefore differs in 
terms of researcher assumptions, the underlying aim of the research, stance of the 
researcher, values, reasoning, and the research methods.
Strong debate continues in the literature between the philosophical 
worldviews (Cassell, Symon, Buehring, & Johnson, 2006) where positivism has been 
criticised as superficial (Cavana et al., 2001), narrow, and inflexible (Edwards & 
Skinner, 2009) whilst interpretivism is considered too subjective with a focus on 
“micro-level or short term events” (Cavana et al., 2001, p. 9). Each method of inquiry 
has its weaknesses but also “brings with it a unique perspective, and that the 
distinctive assumptions of each have their own strengths” (Cavana et al., 2001, p. 
11). Therefore, regardless of the approach, the method of inquiry should be 
determined based on the research requirements and research objectives (Cassell et 
al., 2006; Cavana et al., 2001). Alternatively, a mixed method approach can be 
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employed which combines the method of inquiry and the research design within the 
same research project to answer a question or a set of questions (Hesse-Biber, 
2010).
Ultimately this research employed a positivist approach in order to “learn 
about how the world works” (Neuman, 1991, p. 58) so that behaviour can be 
predicted and generalised. Nonetheless, whilst positivist overall, a qualitative phase 
was undertaken which drew on some components of the interpretivist research 
approach. This was undertaken in order to further understand the concept of brand 
love within the sport context and with specific consideration to individual fans’ 
perceptions. More specifically, the overarching research questions for the qualitative 
and exploratory phase were: “what does it mean to love a sport team?” “How is love 
of a sport team manifested?” “What is love?” and importantly, “what is not love of a 
sport team?” To answer these questions and gain a deeper understanding of what 
love of a sport team is and how love is manifested in individual fans, this research 
employed components of an interpretivist research approach. In this, it was assumed 
that there is not one reality and the reality of each fan is individual and developed 
through interactions with others (Denzin & Lincoln, 2003).
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Table 17 - Involvement of Multiple Paradigms
Positivist Interpretivist Current Research
Assumptions Objective world which science can measure 
and “mirror” with privileged knowledge.
Inter-subjective world which science can 
represent with concepts; social construction 
of reality.
Objective world which science can measure 
and “mirror” with privileged knowledge.
Aim To discover universal laws that can be used 
to predict human activity.
To uncover the socially constructed meaning 
of reality as understood by an individual 
group.
To understand what love of a sport team 
means to individuals, and discover the role 
love plays in predicting loyalty in AFL fans.
Stance of 
Researcher
Stand aloof and apart from research subjects 
so that decisions can be made objectively.
Becomes fully involved with research 
subjects to achieve a full understanding of 
subjects’ world.
Somewhat involved (in Study 1-2) in order to 
understand the concept of love. Efforts to 
remain objective employed for Studies 3-5.
Researcher 
Values
Value free; their influence is denied. Values included and made explicit. Values included; plays an important role 
even in decisions regarding 
operationalisation.
Types of 
Reasoning
Deductive. Inductive. Inductive/deductive.
Research 
Plan
Rigorous, linear and rigid, based on research 
hypothesis.
Flexible, and follows the information 
provided by the research subjects.
Flexible, rigorous, and based on research 
hypotheses.
Research 
Methods and 
Type(s) of 
Analysis
Experimental questionnaires; secondary 
data analysis; quantitatively coded; 
documents statistical analysis.
Ethnography; participant observation; 
interviews; focus groups; conversational 
analysis; case studies.
Interviews focus groups, questionnaires, 
data coding, statistical analysis.
Goodness or 
Quality 
Criteria
Conventional benchmarks of “rigour”,
internal and external validity; reliability and 
objectivity.
Trustworthiness and authenticity. Trustworthiness, validity, internal and 
external validity; reliability, and goodness of 
fit.
Based on table from Cavana, et al. (2001, pp. 10-11)
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The second phase of the research focused on research questions such as 
“What drives consumer loyalty?” “What is the influence of love on loyalty and the 
antecedents?” “Is love of a team important to loyalty, and in what ways?” “What 
impact does brand love have on the antecedents and the specific loyalty 
constructs?” In order to answer these questions this phase employed a positivist 
research approach, aimed at measuring human behaviour and cause and effect 
(Cavana et al., 2001). Positivist research is generally associated with a quantitative 
data collection method in order to generate empirical evidence to support the 
hypothesis. This stage of the research utilised the results from the qualitative and 
exploratory research, which sought to understand the manifestation of love of a sport
team, to develop a scale through which to measure love of a sport team. The results 
were integrated into the extant literature to develop a questionnaire through which to 
measure the behaviour of sport fans with respect to loyalty, brand personality, brand 
personality and the drivers of loyalty. The premise of the questionnaire was to 
answer such questions as “What are the strongest antecedents to consumer 
loyalty?” “What influence do the antecedents have on brand personality or brand 
love?” “Do the antecedents to brand love and loyalty differ across the spectrum of 
fans (from casual to fanatical)?” It is through answering these questions that this 
research will be able to predict aspects of fan behaviour. The use of components of 
both positivism and interpretivism assisted in answering the research questions 
proposed. The overlap between the two paradigms is represented in Table 17 which 
compares and contrasts positivism and interpretivism with reference to the present 
research.
3.3 Research Design: Mixed Method
A mixed-method research design can provide a more comprehensive 
understanding of a research problem as it uses multiple methodologies to investigate 
the same phenomenon (Hesse-Biber, 2010; Jick, 1979). Jick (1979, p. 603) stated 
that blending of both data sources and data collection types captures “a more 
complete, holistic, and contextual portrayal of the unit(s) under study.” Greene et al. 
(1989) noted five purposes for mixed-method research. The first purpose is 
triangulation which seeks to increase the validity of the results through convergence 
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and corroboration of the data. Second, complementary whereby each component of 
the research seeks to provides additional clarification of the results from one method 
to the next. Thirdly, development also seeks to increase validity of the constructs,
however, in contrast to triangulation it uses the results from one method to develop 
or inform another method. Thus, employed in scale development, the results from an 
exploratory phase of research can be used to develop a scale which the second 
phase of the research is able to test through a confirmatory method. The fourth 
purpose of mixed-method research is initiation, the rationale of which is to increase 
the depth and breadth of inquiry through analysis and interpretation of results from 
differing methods and paradigms. Finally, the fifth purpose, as argued by Greene et 
al. (1989), is that of expansion, the purpose of which is to expand the range and 
breadth of inquiry through utilising different methods for different components of the 
research. 
The present research is using a mixed-method research design for the 
purpose of developing a scale for brand love that can be included in a larger 
questionnaire which also investigates the antecedents and outcomes of brand love. 
Thus, the main purpose for mixed-method evaluation is development. Further, 
Churchill’s (1979) study on scale and construct development recommended a multi-
level procedure for developing or refining constructs which includes qualitative data 
collection methods (such as in-depth interviews or focus groups) for the purpose of 
informing and refining items to be tested using quantitative data collection methods 
(questionnaire on two or more samples). Churchill’s (1979) procedure was employed 
in the present study, as shown in Figure 5.
According to Churchill (1979), the initial stage of the research consists of 
exploratory research aimed at understanding the concept and developing a better 
measurement tool that involves “specifying the domain of the construct” (Churchill, 
1979, p. 67). Thus, in the present study, this phase consisted of a review of the 
current literature in the fields of marketing management, sport management, 
strategic management, and consumer behaviour. It is through this review that key 
concepts and constructs were identified and propositions, hypotheses, and a 
subsequent preliminary conceptual framework was developed. Whilst this review 
highlighted existing measures for the key constructs, it also highlighted where there
was a lack of existing measures. Thus, new measures were developed.
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Figure 5 - Research Design
The next stage in Churchill’s (1979) procedure for developing better measures 
is to generate a sample of items. In this exploratory stage of the research the 
literature review is used to inform and assist in generating items previously used to 
measure the constructs. Further, an analysis of trade magazines, newspapers, 
websites, and fan sites of the specific sporting teams was also conducted to expand 
on the items previously identified and ensure the language and phrasing used by 
fans and spectators was consistent with those used throughout the literature. In-
depth interviews were conducted with fans and spectators to further develop, 
enhance, and confirm the items drawn from the literature, with specific attention to 
the new brand love construct. Group interviews were conducted with fanatical fans 
and casual fans (separately) to further elicit the items and emotions associated with 
the love of a sport team. These exploratory research stages were conducted to 
develop a deep understanding of the concept of love of a sport team from multiple 
individual perspectives. The results and themes which emerged enabled fans to be 
grouped into fanatical and casual fans, displaying both similar and different views of 
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their individual love towards their sport team. The results were combined to produce 
the conceptual model and a preliminary questionnaire requiring further purification. 
Following Churchill’s (1979) procedure for developing a scale, items were
identified from the literature and the exploratory stage of the research (Study 1 and 
2). The items were checked for face validity where an expert panel of Management 
and Marketing academics reviewed the items and subsequently the questionnaire 
was pilot tested. Study 3, an online panel survey, and Study 4, an online survey (with 
sport consumers who had attended or watch games on television), were used to 
further refine and purify the measurement instrument. In the second phase of this 
study (Study 3), the questionnaire was administered within Australia to 202 AFL 
consumers utilising panel data to ensure participants spaned the spectrum from 
casual fans to fanatical fans. Subsequently, a second pilot study (Study 4) of 160 
AFL consumers was conducted utilising snowball sampling and finally the main study 
(Study 5) was also administered within Australia employing panel data to 615 AFL 
consumers. The final stages of the research involved entering and analysing the 
data, reporting and interpreting the results. The stages of the research can be seen 
in Figure 5 and will be discussed in more detail throughout the chapter.
3.4 Unit of Analysis
The unit of analysis “refers to the level of aggregation of the data collected 
during the subsequent data analysis stage” (Cavana et al., 2001, p. 119),
determining if the sample is broad (e.g., large number of organisations) or narrow 
(e.g., one organisation). The unit of analysis exists in a variety of forms such as 
individuals, dyads, groups, and organisations. It is of particular importance to 
determine the unit of analysis during the early stages of the research as the 
conceptual framework, data collection techniques and sample size are each affected 
by the unit of analysis (Cavana et al., 2001). The unit of analysis for the current 
research was individual AFL sport consumers. Multiple in-depth interviews, group 
interviews, and questionnaires were conducted with individuals who said they 
support an AFL team. 
The purpose of this research was to explore the concept of brand love, what it 
means to love a sport team, and how love is manifested in the context of sport. 
Further, this study investigated the role of brand love in the relationship between 
loyalty outcomes and brand personality; and brand associations. Within an 
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Australian Sport context, the “AFL is arguably the largest professional sporting code 
in Australia in terms of financial turnover, media broadcast contracts, and spectators”
(Sherry & Shilbury, 2007, p. 417). According to the Annual Report, the AFL boasted 
revenue of over $330 million dollars for 2010 and 7.4 million people attended games 
over the course of 2010, which is an average of 36,908 per game. Club 
memberships, for the 10th consecutive season in 2010, also increased to a record 
high of 614,251 (Australian Football League [AFL], Annual Report, 2011). These 
figures demonstrate a widespread popularity of the game in Australia making the 
AFL and AFL sport consumers a logical choice to form the unit of analysis for the 
present research. Each construct within the conceptual framework is measured 
based on individual consumer perspectives. 
3.5 Qualitative Data Collection Methods 
The exploratory stage of the research consisted of conceptual development, 
clarification of constructs and operationalisation of the constructs. Initially, secondary 
data was analysed through a review of academic and trade literature. This process 
was used to identify the key constructs and relationships to be investigated in this 
study and assisted in developing the conceptual framework. According to Cavana et 
al. (2001) an exploratory research design is undertaken to better understand a 
problem when limited information or research is available on the subject area. 
Through an analysis of secondary data it was found that whilst extensive literature 
exists on the concept of love in the psychology domain (e.g., Sternberg, 1997), love 
and brand love are relatively new in the marketing and consumer behaviour domains 
(e.g., Ahuvia, 2005; Albert, Merunka, & Valette-Florence, 2008b; Carroll & Ahuvia, 
2006) and therefore not well understood. For this reason it is the intention of the 
present research to explore the concept of brand love, the meaning of the word love 
and how love is manifested in the sport context. 
According to Creswell (2007) a qualitative research method is appropriate for 
exploratory research and was used in the present study to further understand the 
manifestation of love in sport consumers. Creswell (2007) states there are four main 
forms of qualitative data collection which researchers employ: fieldwork, observation, 
interviews (including group interviews or focus groups), and document analysis. The 
broad term “interview” encompasses one-on-one interviews and group interviews or 
focus groups. According to Churchill and Iacobucci (2004) one-on-one interviews 
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allow for the greatest depth and most amount of probing in order to understand a 
concept, where respondents are not influenced by other participants. Further, 
through the use of a semi-structured interview style the interview is guided by the 
participants’ answers which allows for additional probing where necessary (Edwards 
& Skinner, 2009). Group interviews or focus groups also provide the opportunity to 
understand a concept and probe a group of participants for additional understanding 
and discussion. However, the group aspect allows for individuals to leverage each 
other’s ideas to provide a richness and collective understanding of the concept. 
Therefore, qualitative research in the form of semi-structured in-depth interviews and 
group interviews were used to explore the concept of love and to understand what 
love towards a sport team is, how it is developed, and how the love for a team is 
expressed by the sport consumer. Of particular importance was the need to identify 
the specific language and phrasing used by sport consumers in order to assist in 
developing the scale for brand love to be used in the conclusive research stage. 
3.5.1 Sample Selection and Profile
Purposeful sampling was adopted as the sampling approach where 
individuals were selected who “purposefully inform an understanding of the research 
problem and central phenomenon in the study” (Creswell, 2007, p. 126). The three 
major types of purposeful sampling are: judgement sampling whereby the researcher 
selects those participants best positioned to answer the research questions; 
snowball sampling, where the initial sample group recommends potential participants 
for the researcher; and quota sampling, that ensures quotas of each representative 
group are met (Cavana et al., 2001). The present study employed a combination of 
judgement sampling and snowball sampling to identify participants to represent the 
entire spectrum of AFL consumers from highly involved to casual to participate in in-
depth interviews and group interviews. 
Initially, family, friends, and colleagues recommended potential participants 
who in turn recommended other potential participants. A screening process was 
undertaken prior to the interview which involved answering several questions 
regarding which team the participant follows, for how long, their viewing, and
attendance behaviour (pre-interview questions shown in Appendix I). The screening 
questions assisted the researcher in identifying the most appropriate participants to 
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ensure a broad range of sport consumer types was selected. Thus, participants were 
assessed on their ability to discuss and answer questions aimed at addressing the 
research questions, exploring how love is manifested across the broad range of 
consumers. A total of sixteen participants were interviewed in this research including 
both male and female participants, full profiles are detailed in Table 18. Their ages 
ranged from 23 to 57 and most stated they have supported their football team for 
their whole life, with the shortest period of time being 17 years. Attendance at games 
varied from no games at all to every single game, including all interstate games 
where travel and accommodation was required. Similarly, watching games on 
television varied from five per year to three per week. This is indicative of the broad 
spectrum of sport consumers within the participant group. Importantly, this stage of 
the research was not attempting to generalise across the population of AFL 
consumers and therefore the sample was not required to be representative of all AFL 
consumers. However, as previously mentioned, the sample was required to include 
sport consumers which present differing behaviour towards their sport team yet still 
exhibit strong positive feelings (such as love) towards their team.
It was determined by the researcher that this group of participants will best 
assist in exploring and identifying the essential dimensions of love of a sport team. 
Further, this group will provide an insight into how love for a team is manifested in a 
broad range of sport consumers; identify the similarities or differences between the 
extreme ends of the spectrum, and the importance of love in developing a 
connection to a sport team and maintaining this over time. The results from this 
group will assist in understanding the love of a sport team, developing a scale by 
which to measure the love construct, and provide an insight into its antecedents and 
outcomes. AFL consumers were considered the most appropriate group for this 
phase of the research to guide the language and phrasing which is used by AFL 
consumers to describe their love for their team. 
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Table 18 - Respondent Profiles
Pseudonym Gender(M/F)
Favourite 
AFL team
Time followed 
team
Game 
attendance
Viewing 
frequency Membership
Abigail F Hawthorn Whole life 2 per season 8 games 
per year
No
Audrey F Essendon 19 years (since 
age of 8)
3-4 per 
season
1 game per 
week
No
Austin M Richmond Whole life 8-10 per 
season
3 games 
per week
No
Evelyn F Essendon Whole life 1-2 per 
season
1 game per 
week
No
Willow F Collingwood 17 years (since 
age of 10)
None 5 games 
per season
No
Charlotte F Richmond Whole life 10 per year 1-2 games 
per week
Yes, 11 home 
games
Eva F Richmond Whole life 3 per season 1+ game 
per week
Yes, 11 home 
games
Matilda F Western 
Bulldogs
Whole life 10-12 per 
season
1-2 games 
per week
Yes, 11 home 
games
Sebastian M Essendon Whole life 15 per 
season
2-3 games 
per week
Yes, 11 home 
games
Annabelle F Collingwood Whole life Every game 
(22 + finals)
3 games 
per week
Yes, Home & 
Away member
David M Collingwood Whole life Every game 
(22 + finals)
3 games 
per week
Yes, Home & 
Away member
Kayla F Melbourne Whole life 12 per 
season
1-3 games 
per week
Yes, Home & 
Away member
Travis M Essendon Whole life 15-16 per 
season
2-3 games 
per week
Yes, Home & 
Away member
Blake M Essendon Whole life 12-14 per 
season
2-3 games 
per week
Yes, MCC*
Mitchell M Richmond Whole life 10 per 
season
2-3 games 
per week
Yes, MCC*
Tyler M Melbourne Whole life 10 per 
season
10 games 
per season
Yes, MCC*
*MCC is a member of the Melbourne Cricket Club, this membership allows the holder to attend any 
sport event held at the MCG venue.
3.5.2 Study 1: Interviews
Interviewing “provides a unique opportunity to uncover rich and complex 
information from an individual” (Cavana et al., 2001, p. 138). Within the scope of 
interviewing there are a number of types of interviews from structured, semi-
structured to unstructured, face-to-face, telephone, computer-assisted interviewing, 
one-on-one, and group interviews. Face-to-face, one-on-one, semi-structured 
interviews according to Edwards and Skinner (2009) are the most common and 
effective in gaining a deeper understanding of a phenomenon. The advantage of 
face-to-face interviews is that it allows the interviewer to easily adapt the questions 
as the interview progresses in the event that questions are not well understood or 
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unexpected responses are given. Further, non-verbal cues such as body language 
and gestures can be observed which would otherwise not be detected via a phone or 
computer-assisted interview (Cavana et al., 2001). The nature of a semi-structured 
interview allows the interview to be guided by the responses of the participant 
through the use of probes which follow a loosely structured set of questions. This 
type of interview is appropriate where some information is available on the topic in 
question yet the research is seeking to find additional information. Thus, the concept 
of love was initially investigated through semi-structured interviews where a list of 
topics and sub topics was developed allowing for the consumers’ relationship with 
their team to be thoroughly explored. 
The interviews were conducted at both Deakin University and at a location 
that was chosen by the participant. Overall, the interviews ranged between 20-40
minutes. Prior to the interview commencing all participants were asked if they 
objected to being digitally recorded in order for the interview to be transcribed and 
used for further analysis. None of the respondents objected to being digitally 
recorded and provided a signed consent form allowing the recording. The interviews 
proceeded as follows:
 Introduction
The interview commenced with an overview of the researcher’s background. 
This was of particular importance to establish the credibility of the researcher and a 
rapport with the participant. A brief background to the research, objectives of the 
research, and the importance of the contribution of the interviewees was discussed 
with each participant. Further, it was explained how the data from each interview 
would be used and stored, with confidentiality emphasised.
 Participant experience with the Team
Following the introduction and background to the research and researcher, 
the participant was encouraged to provide some background information about them, 
the sports they follow, and specifically the AFL team they support. Information such 
as what other sport they watch, attend, have favourite teams in, merchandise 
purchased, and favourite players was discussed. Similar information was also 
discussed in relation to the AFL team they support as well as the stories behind why 
they support the particular team, for how long, how often they watch or attend games 
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and membership level if applicable. This information was important to establish the 
type of supporter they are and assist in determining the type and level of love they 
have for their team.
 The Concept of Love
The participants were asked to describe their interpretation of the word love. 
In doing so they were prompted to illustrate the words or emotions they believed 
described love. Building on this, the researcher asked the participant to consider 
what love means when thinking about sport and the types of emotions and images 
this might invoke. If prompting or examples were required, the researcher suggested 
the British Balmy Army in Cricket, or The Fanatics in Australian Tennis. This 
information is useful to establish a base for how the participant views love in general 
(e.g., of a person) and then love of an object or sport, highlighting the differences or 
similarities in language used between the two. Further, respondents were asked to 
describe what it takes to love a sport and exhibit these types of emotions and 
images. This discussion consequently led to exploring love towards the interviewee’s 
AFL team.
 Love of an AFL Team
Interviewees were asked to think about their AFL team and describe the types 
of emotions they feel towards their team in general. Depending on the participant’s 
answer, they were further prompted if these emotions varied depending on on-field 
successes and off-field changes (i.e., change in coaching staff, players, board etc.). 
They were also asked how they themselves expressed their emotions and love 
towards their team and how they saw other supporters express their emotions and 
love towards a team. Participants were also asked if their emotions or love towards 
their team had an impact on their attendance or viewing habits. Following this the 
participants were asked to describe if love for a team was an important aspect in 
supporting a team and what benefits a team can experience when their supporters 
love the team.
 Conclusion
At the conclusion of the interview, participants were thanked for their 
assistance in the research. They were promised a summary of the findings and 
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asked to participate in a pre-test questionnaire at a later date. All respondents 
agreed to participate. The interviews were transcribed verbatim. Following 
transcription, each interviewee was given a pseudonym to ensure anonymity and 
codes were used as necessary. Each coded interview was then examined using 
NVivo Version 9 to determine if the AFL consumers’ perspective of brand love was 
consistent with the literature and to further identify items or dimensions of the brand 
love construct which had not previously been identified in the literature.
3.5.3 Limitations of Interviews
Although successful, an unforeseen limitation of the in-depth interviews was 
that participants found it difficult to articulate their emotions and feelings towards 
their sport team, beyond the use of only a few words including love. It was important 
during the interview to avoid providing prompts, such as other key terms to describe 
love, to the participant as this could bias the results. In order to overcome this 
limitation, group interviews with these same participants would provide an 
opportunity for the participants to feed off each other and therefore provide a deeper 
discussion, understanding, and justification of what love of a sport team is and is not. 
Study 2, discussed below, provides details of the group interviews as an additional 
exploratory research component.
3.5.4 Study 2: Group Interviews
As discussed, following the in-depth interviews, additional group interviews 
were conducted in order to add greater richness to the data already collected. The 
results from the one-on-one interviews initially demonstrated respondents had 
difficulty in articulating their love of their sport team without prompting from the 
interviewer. Therefore, group interviews were conducted with the same participants 
who were included in the interviews as they were familiar with both the concept and 
relative terminology. 
Group interviews or focus groups are also interviewing techniques for 
collecting data. It is through the group interactions and discussions that data is 
generated (Cavana et al., 2001; Denzin & Lincoln, 2003). The interpretivist research 
approach assumes that each individual person’s reality is developed through social 
interactions and therefore gathering data via group interviews or focus groups 
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capitalizes on this (Bloor, Frankland, & Thomas, 2000). Group interviews “can be 
used to access the everyday language of research subjects … to ensure that the 
terms chosen for use in a subsequent survey are ones which are consistently 
understood by respondents” (Bloor et al., 2000, p. 10). The group setting allows for 
question and answers to be created by the participants themselves as well as from 
the researcher. Further, participants in a group interview can elicit ideas and build on 
each other’s thoughts and perceptions around love which provides a deeper 
understanding and justification for love and the components of love (Daymon & 
Holloway, 2011). Therefore, the group interview technique for data collection is 
appropriate to refine the language and terms identified through the in-depth 
interviews and the literature review in order to develop an understanding and 
measurable construct for brand love. 
The group interviews were conducted at both Deakin University and at a 
location chosen by the participants. They were completed in a period of one to two 
hours and consisted of three participants in each group. The group interview 
sessions were conducted with AFL consumers who previously participated in the in-
depth interviews. An attempt to form homogenous groups was undertaken in order to 
separate casual consumers from the fanatical consumers. According to Daymon and 
Holloway (2011) building rapport within a group is based on a similar level of interest 
in the topic and was achieved in the present study through segregating the 
participants into two distinct supporter groups with similar levels of interest, support, 
and love towards their sport team. Prior to the group interviews commencing, all 
participants were asked if they objected to being digitally recorded in order for the 
session to be transcribed and used for further analysis. None of the respondents 
objected to being digitally recorded and provided a signed consent form allowing the 
recording. The group interviews proceeded as follows: 
 Introduction
The group interviews commenced with a brief overview of the researcher’s 
background. Although the participants were previously interviewed, this is still an 
important step in order to establish credibility of the researcher and build a rapport 
with the participants. A brief background to the research with specific details as to 
the importance of the group sessions to build on the in-depth interviews was 
discussed with each participant group. Further, it was explained how the data from 
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the group interview would be used and stored with confidentiality emphasised. Each 
participant was asked to introduce themselves to the group, including which AFL 
team they support and a brief history of why they support this team and 
approximately how long. Whilst the participants names, team and background to 
their reason for supporting their team was familiar to the researcher, this was 
unknown information to the other participants within the group. This introductory 
exercise further built rapport within the group. 
 Individual assessment of the love of a Sport Team
Following the introduction and background to the researcher, research, and 
the individual participants, each participant was given a list of the words previously 
used to describe love and specifically love for a sport team. These words were 
elicited from the literature review, review of trade magazines, and the in-depth 
interviews. Participants were asked to indicate beside each word if the term was 
representative of their perception of love for their sport team, representative of their 
perception of the love others have for their sport team, or not representative of love 
of a sport team at all. Each participant was also encouraged to write any additional 
words they believed should also be included as representing love of a sport team. 
The purpose of this exercise was to re-acquaint each individual with the terms 
surrounding love for a sport team, encourage any additional terms, and also identify 
where each of the participants within the group placed each word prior to group 
discussion. This information was cross referenced with the results from the 
subsequent activities to provide a holistic understanding of what love of a sport team 
is and is not.
 Group assessment of the love for a Sport Team
As a continuation of the previous activity, the participants were asked to 
consider the list of terms again but as a group. Each word or term representing love 
of a sport team, was written on individual flash cards and given to the group. Three 
pieces of A3 paper were also placed in front of the group with the headings of 
represents my love of my sport team; represents other people’s love of a sport team, 
but not my own; and does not represent the love of a sport team. The groups were 
asked to discuss each term, what the word means to them and on which A3 piece of 
paper the term belonged. For each term, a consensus needed to be reached and 
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each participant was given the opportunity to argue or justify their position. This 
particular activity is commonly referred to as a focusing exercise, which is used to 
concentrate the groups’ attention on a particular topic (Bloor et al., 2000), in this 
case, the love of a sport team. The purpose of this activity is to eliminate those terms 
which do not represent love of a sport team and elicit those terms which do. Further, 
the justification and discussion around each term also assists in ensuring that each 
term means the same thing to each participant. Both similarities and differences are 
of importance as the discussion which surrounds this will assist in developing the 
scale for love (Bloor et al., 2000). This activity formed the main part of the focus 
group session with most discussion occurring during this exercise. 
 Reaffirming love for a sport team
The second focusing exercise acts to reaffirm the discussion from the 
previous activity. Using all the terms which were deemed to represent either the 
participants’ love of a sport team, or other people’s love for a sport team, participants 
were asked again to consider which terms represent their love and other peoples 
love for a sport team. In doing so, the group was able to confirm and justify each 
choice again and further encourage discussion around each word and apply 
consistent justification across each term. 
 Conclusion
At the conclusion of the group interview, participants were thanked for their 
assistance in the research. A summary of the findings of the research was promised 
to each participant and they were again asked to participate in a pre-test 
questionnaire at a later date. All respondents agreed to participate. The group 
interviews were transcribed verbatim. Following transcription, each participant was 
given a pseudonym, consistent with the pseudonym assigned in the interview. 
Pseudonyms were employed to ensure anonymity and codes were used as 
necessary. Each coded group interview was examined using NVivo Version 9 to 
determine if the AFL consumers’ perspective of brand love was consistent with the 
literature and to further identify items or dimensions of the brand love construct 
which had not previously been identified in the literature.
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3.6 Data Analysis
Just as the method of data collection is an important component of any 
research study, of equal importance is the interpretation of the data collected 
(Gummesson, 2005). Gummesson (2005) argued that while many studies provide 
extensive discussion describing the data collection techniques, the analysis and 
interpretation of the data does not receive the same attention (Attride-Stirling, 2001).
It is through coding and analysis that sense is made of the data, conclusions can be 
reached, the phenomenon understood (Cavana et al., 2001) and the qualitative data 
can provide meaningful insight (Attride-Stirling, 2001). There is no single adopted 
method for qualitative data analysis (Attride-Stirling, 2001; Gratton & Jones, 2004; 
Gummesson, 2005), however many agree that data analysis consists of three 
procedures as identified by Miles and Huberman (1994). The three procedures 
include data reduction whereby the data collected such as interview transcripts is 
organised and reduced through coding and developing summaries of the data. 
Secondly, data display involves drawing conclusions from the data, where it is 
essential that data is displayed in the form of tables, networks, or charts. Finally, the 
third procedure conclusion drawing/verification is where the analysis conducted 
leads to logical conclusions pertaining to the overall research questions and initial 
conclusions confirmed or adapted. It is here too that validity of the data collected is 
examined through the use of additional data collection, critical discussion with 
colleagues, or verifying the interpretation with the participants (Edwards & Skinner, 
2009). Therefore, employing Miles and Huberman’s three procedures, the data 
analysis in this research initially begins with reducing the data through coding.
3.6.1 Data Coding 
In order to analyse the data collected it needs to be divided into manageable 
sections, and according to Edwards and Skinner (2009), the most effective way is 
through coding the data. Coding the data is a way of categorising the raw data, such 
as interview transcripts, into smaller and more meaningful sections. In identifying 
codes for the data, each code needs to be a valid representation of the research, 
mutually exclusive to ensure that codes are distinct enough from each other as to not 
mean the same thing, and also be exhaustive so that all relevant data is coded 
(Gratton & Jones, 2004). During the first stage of data coding, known as open 
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coding, all data is carefully read and assigned a code. It is through open coding that 
the data is grouped and each group or code is assigned a temporary name or label 
to represent the collection of data (Edwards & Skinner, 2009). Following open coding 
the data is re-examined through a process called axial coding where “discrete 
categories identified in open coding are compared and combined in new ways”
(Edwards & Skinner, 2009, p. 135) in order to develop higher order themes and 
groups within the data. 
The final stage of data coding, selective coding, involves re-examination of 
the data where additional cases are sought to explain the concepts and demonstrate 
the analysis. In this stage of the coding it is important to identify contradictory data 
and themes as well as complimentary ones (Cavana et al., 2001). Further, Morgan 
(1997) suggested that during selective coding of group data it is important to include 
the number of participants who discussed or mentioned a particular code or theme 
as this number or score can strengthen the results.
3.6.2 Computer Assisted Qualitative Data Analysis
It is argued that the use of Computer Assisted Qualitative Data Analysis 
Software (CAQDAS) can assist the researcher in organising, searching, coding, and 
analysing textual and visual data (Edwards & Skinner, 2009). Software packages 
such as NVivo, ATLIS.ti, QualPro, and HyperRESEARCH vary in their complexity 
and capabilities including the ability to conduct frequency counts and automatic 
coding (Cavana et al., 2001). The appropriateness of using a CAQDAS continues to 
be debated, where it is argued that the use of such a program distances the 
researcher from the data and can encourage a mechanical approach (Davis & 
Meyer, 2009; Edwards & Skinner, 2009). Importantly, researchers who advocate the 
use of new technologies such as CAQDAS (e.g., Davidson & Jacobs, 2008; Davis & 
Meyer, 2009; Maclaran & Catterall, 2002) acknowledge that a program should assist
the researcher in organising and coding the data yet not replace the researcher in 
terms of analysis and interpretation. Further, in their study comparing manual and 
electronic data analysis, Davidson and Jacobs (2008) found that a CAQDAS 
program “may eliminate time consuming data management (e.g., filing systems, 
cutting and pasting of coded data)” (Davidson & Jacobs, 2008, p. 123). This, in turn,
allows the researcher to spend more time analysing the data, where the researcher 
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is familiar with the capabilities of the software program and the program does not 
replace the researchers’ judgement (Cavana et al., 2001). Therefore, the present 
research employed the use of NVivo Version 9 to assist with organising, filing, 
searching, coding (researcher), and analysing the data.
3.6.3 Data Analysis Process
The data transcripts from both the individual interviews and group interviews 
were collated and entered into NVivo Version 9 which assisted in organising and 
analysing the data. The use of NVivo Version 9 began following the first in-depth 
interview. As discussed by Miles and Huberman (1994) the first step in data analysis 
involves data reduction through the use of data coding. Data coding subsequently 
involves three stages of coding: open, axial, and selective (Edwards & Skinner, 
2009). Thus, the first step in the data analysis process for the present research 
involved reading through the data line-by-line in order to identify codes for the data, 
and developing these codes (or nodes as they are called in NVivo) in NVivo Version 
9 as required. This open coding, which is quite broad in this first stage of coding, was 
based on codes identified through the literature and also emergent from the data. 
NVivo Version 9 also facilitated the grouping of nodes into tree nodes, similar to a 
parent/child grouping. In keeping with the three stages of coding, all transcripts were 
coded and recoded three times to ensure all data was coded correctly and to 
maximise the validity of the data. The data was analysed for similarities, differences 
and any patterns and relationships that emerged. Importantly the context or way in 
which phrases and words or emotions were used by respondents was of particular 
importance and the coding sought to reflect this to aid analysis.
3.7 Limitations of the Qualitative Method
A review of the literature and subsequent research questions resulted in the 
decision to employ a positivist approach, although Study 1 also drew on some 
components of the interpretivist research approach. These methodological choices 
have their limitations which need to be considered. Qualitative research can assist in 
gaining a deeper understanding of individual realities from the participants 
perspective (Neuman, 1991). As discussed in Study 1 participants had difficulty in 
expressing their feelings and emotions towards their sport team, specifically using a 
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wide variety of emotions or adjectives as to demonstrate differentiation between 
sport consumers. Thus, whilst the group interviews sought to overcome this limitation 
through fostering group dynamics and also providing a bank of 66 words from which 
to start, these two advantages can also be seen as biasing the results. Whilst it is 
assumed bias exists and cannot be altogether avoided (Cavana et al., 2001) it is 
important to acknowledge the bias with respect to reliability of the data. 
Further, in-depth interviews can be time consuming for both participants and 
the researcher, and emotionally demanding (Cavana et al., 2001) and are unable to 
capture interaction between respondents. Whilst group interviews allow for the 
interaction between participants, this does pose some limitations such as dominant 
participants taking over the group and some participants having difficulty in being 
able to share an opinion or answer. To overcome this, group interviews were 
configured to allow for the interaction, ensuring the groups were small enough so 
that each individual participant had adequate opportunity to equally contribute to the 
discussion. Although qualitative research is criticized for its lack of generalisability 
and considered not as rigorous as quantitative data collection based on the reliability 
and validity of the data (Cavana et al., 2001) it is important to recognise that the data 
is not expected to be generalisable and the individuals are not intended to be 
representative of the overall population. Reliability, in a quantitative sense, is also 
not the aim of qualitative data collection and analysis (Edwards & Skinner, 2009).
3.7.1 Validity & Trustworthiness 
Validity and trustworthiness are more commonly considered terms relating to 
qualitative research. Validity, with respect to the qualitative research phase of this 
research, is deemed to mean a “judgement of the trustworthiness or goodness of a 
piece of research” (Angen, 2000, p. 387). Within the interpretivist paradigm, validity 
and trustworthiness are important to establish in qualitative methods as the data, 
whilst interpreted and analysed, is considered to be “always open to reinterpretation”
(Cavana et al., 2001, p. 205). There are a number of validation strategies, which can 
be employed in order to establish validity and trustworthiness. The first validation 
strategy employed by this research was member checking. Member checking 
involves “taking data, analyses, interpretations, and conclusions back to the 
participants so that they can check the accuracy and credibility of the account”
140 | P a g e
(Cavana et al., 2001, p. 208). In doing so, this afforded the participant an opportunity 
to reflect on their responses and subsequent interpretation to ensure that 
conclusions and interpretation of their responses was accurate and as they intended 
(Angen, 2000; Denzin & Lincoln, 2003). A second validation strategy involves 
triangulation (Edwards & Skinner, 2009). This method of validation has received 
criticisms from qualitative researchers who claim that through testing the results in 
this fashion the meaning behind the research is lost (Angen, 2000). However, since 
the key purpose of the qualitative phase of the research was to develop a scale by 
which to measure the love for a sport team, the underlying meaning has not been 
lost. Therefore, through employing the literature review, interviews, group interviews, 
and a questionnaire this research has shown validity through triangulation. 
3.7.2 Conclusions
The results of the interviews and group interviews with AFL consumers 
provided a detailed insight into the emotions and love towards a team from the 
consumer’s perspective. Whilst the results highlighted concepts of the love construct 
previously shown in the literature, there were also several differences as detailed in 
Chapter Four. The qualitative data collection assisted in the development of a 
measurement scale for brand love, specifically within the sport context. The 
interviews and group interviews were critical in identifying appropriate language and 
dimensions of the brand love construct and in gaining an insight into how love for a 
team is developed.
3.8 Quantitative Data Collection Method 
The conclusive stage of this research consisted of a quantitative research 
method, specifically a structured questionnaire. According to Cavana et al. (2001)
questionnaires, field or laboratory experiments are the most appropriate forms of 
data collection when extensive information is available on the topic. Whilst it was 
identified that limited empirical studies are available for the brand love construct, 
there is extant literature on the brand personality (e.g., Aaker, 1997; Geuens et al., 
2009; Keller, 1993) and loyalty (e.g., Andreassen, 1994; Bristow et al., 2010; Dick & 
Basu, 1994; Oliver, 1999). The relationship between the constructs of loyalty and 
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brand personality has also been previously empirically researched (e.g., Andreassen 
& Lindestad, 1998; Louis & Lombart, 2010; Sung & Kim, 2010).
This stage of the research is concerned with investigating the relationships 
between the constructs in order to give light to human behaviour and attempt to 
determine what drives the behaviour of the sport fans towards their team across the 
various groups of sport fans. The most appropriate method of data collection for this 
phase was a structured questionnaire. The questionnaire was standardised for all 
participants. This means that all participants in the sample received the same 
questionnaire, presented in the same manner and questions were presented in the 
same sequence with a standardised set of responses. Churchill and Iacobucci 
(2004) argued that this technique presents problems associated with validity. 
Specifically, respondent interpretation and perception of each question differs and 
respondents preferred answer may not be provided as an option. However, it has 
also been argued that pre-specified answers provide respondents with a reference 
point and reduce the variability in responses caused by differing perceptions of each 
item (Churchill & Iacobucci, 2004; Malhotra, 2010) and thereby increasing reliability. 
3.8.1 Selection of Participants
AFL consumers form the unit of analysis for this study and therefore the 
population identified for the questionnaires are sport consumers of the AFL. Whilst it 
is not possible to collect data from every AFL consumer, it is possible to collect data 
from a representative sample of the entire population of consumers (Cavana et al., 
2001). The present research is concerned with exploring brand love and the role this 
has in developing outcomes (attitudinal loyalty, WOM, behavioural loyalty) and is 
driven by the antecedents (brand personality, attributes, benefits). Further to this, an 
important component of the research is to understand and identify the similarities 
and differences between casual consumers and fanatical consumers. For this 
reason, a complex probability sampling design was deemed most appropriate, 
specifically stratified random sampling. Stratified random sampling uses identifiable 
subgroups within a population where each subgroups is “expected to have different 
parameters on a variable of interest” (Cavana et al., 2001, p. 258). It is through 
collecting data from these mutually exclusive subgroups or segments that 
comparison and analysis between the groups is possible.
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As identified by Stewart et al. (2003) the casual group of consumers is 
currently underdeveloped in the literature. Analysis and research is required to 
provide a greater insight into the differences, and similarities, between the casual 
consumers and the fanatical consumer groups at the other end of the spectrum. As 
discussed in Chapter One, the segmentation of participants is important to the 
present research to provide the broad range of sport fans. Further, it is important 
these segments or fan subgroups be easily identifiable and quickly measured 
through a short screening process prior to the questionnaire when collecting the 
data. Therefore, the present study has adapted the simplified typologies to develop 
four quantifiable groups to represent AFL fans across the spectrum from casual to 
fanatical as shown in Table 19.
Table 19 - Sport Fan Subgroups
Subgroup Description
Casual Fan Is somewhat interested in their team, but is not a member. Will attend or 
watch a few games per season and is content with finding out the final 
score.
Casual Committed Fan More interested than the casual fan, but is not a member. Attend only a 
few games per season but will watch games on TV. Regularly discusses 
their favourite team.
Devoted Fan Generally non members and attend more than a few games per year. 
Watch most games on TV, plus some involving teams other than their 
favourite. Discusses the team a few times per week.
Fanatical Fan Is a member of the club and attends or watches majority of games. Will 
watch games their team is not competing in and they will discuss their 
team on a daily basis.
3.8.2 Questionnaires 
Mail surveys were traditionally considered the most appropriate method of 
survey data collection. However, the main limitation of this form of administration 
was the low response rate (Cavana et al., 2001; Newby, Watson, & Woodliff, 2003),
which can in turn result in difficulty obtaining a representative sample of the whole 
population. The Total Design Method (TDM) (Dillman 1978 as cited in Dillman, 2007)
sought to address the limitation of mail surveys and argued the TDM could achieve 
high response rates. Whilst this form of questionnaire administration is still a viable 
option, there are a number of newer methods of reaching and administering a survey 
such as via computers in an online environment. Dillman (2007) himself recognized 
the influence that technologies such as personal computers are having on the 
capabilities of researchers and also the computer proficiencies and preferences of 
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participants. Specifically, through administering the questionnaires electronically it is 
possible to include screening questions and set quotas to ensure representative 
sample of the subgroups identified is achieved. Therefore, electronic questionnaires 
in the form of panel data was selected as the most appropriate form of questionnaire 
administration rather than mail surveys, phone or personal interviews. The benefits 
of panel data ensures respondent anonymity and is the most effective in reaching 
the target sample.
In keeping with Dillman’s (2007) principles, it is important to establish trust 
and legitimacy of the survey for the respondents. Therefore, the online survey will 
include the Deakin University logo. The “sponsor” of the survey can greatly influence 
how the questionnaire is viewed by the participants and influence their propensity to 
participate and respond (Dillman, 2007). For that reason a cover letter will be 
included at the beginning of the survey, signed by the Head of Research in the 
School of Management and Marketing, Faulty of Business and Law at Deakin 
University, the Supervisor, and the Researcher.
3.8.3 Questionnaire Design
Questionnaire design aims to obtain relevant information pertaining to the 
research and collect data which is both reliable and valid (Warwick & Lininger, 1975).
In order to achieve this, a comprehensive literature review identifying existing scales 
and the results from in-depth interviews and focus groups were used to develop the 
questionnaire to ensure it is relevant to the research at hand. Further, it has been 
suggested that sequencing is of particular importance to questionnaire design, where 
easier and more interesting questions should be included at the beginning of a 
questionnaire to engage the respondent and reduce withdrawal from the 
questionnaire (Cavana et al., 2001). Further, sensitive questions should be included 
towards the end after trust has been established with the respondent (Malhotra, 
2010). Negatively worded questions can assist in ensuring that respondents are not 
mechanically selecting answers towards the end of the scale (Cavana et al., 2001).
Whilst it is preferable for classification data to be included towards the end of a 
questionnaire, some classification/demographic questions were included at the 
beginning of the questionnaire as they formed the screening questions to ensure 
each fan group was represented. 
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3.8.4 Scaling
In general, empirical research conducted in the sport or marketing domain 
specifically around brand love, brand personality, brand associations, and loyalty 
employed Likert scales (Aaker, 1997; Carroll & Ahuvia, 2006; Smith et al., 2006). A 
Likert scale is a five or seven point scale over which respondents examine how 
strongly they agree or disagree with a statement or how clearly a statement 
represents or does not represent their feelings. The scale includes a neutral or 
neither agree nor disagree central point and the differences between each point on 
the scale are considered equal in distance (Cavana et al., 2001). A seven-point scale 
has been shown to be superior to the five-point scale in terms of providing greater 
differentiation and reliability (Churchill, 1979). Furthermore, the scale used has 
significant implications for the data analysis techniques selected whereby a seven or 
nine-point Likert scale is recommended for structural equation modelling (Hair et al., 
2006).
The main limitation of Likert-type scales is they can be considered time 
consuming where respondents need to read each statement and each point on the 
scale in order to complete the questionnaire (Malhotra, 2010). In some cases this 
aspect can result in high levels of missing data or high instances of drop out. To 
combat the potential high levels of missing data, the present research used online 
data collection tools such as Qualtrics with forced response techniques employed for 
each question. Forced response prompts the respondent should they not answer a 
question and will not allow them to move to the next page until all questions have 
been answered. Empirical studies in sport and marketing literature commonly use 
Likert-type scales as they are relatively simple to construct, easy to administer and 
understand by respondents and have the ability to capture a broad range of 
responses, thus making them appropriate for a self-completing online questionnaire 
(Malhotra, 2010).
Consistent with existing studies in the sport context, the key theoretical 
constructs depicted in the conceptual framework were measured using 7-point Likert 
scales. The elements of brand love measured the extent to which the statements 
represented feelings towards individual sport teams with responses ranging from 
“not at all” (1) to “to a very great extent” (7); and “clearly does not describe my 
feelings” (1) to “clearly describes my feelings” (7). Other constructs, such as loyalty 
referred to the individual affiliation and relationship with the sport team and 
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measured the extent to which the respondent “strongly disagreed” (1) to “strongly 
agreed” (7). Brand personality measured the extent to which the characteristics 
described the individual sport team if the team was a person from respondent 
“strongly disagreed” (1) to “strongly agreed” (7). Furthermore, some sections of the 
questionnaire used nominal scales and generated categorical data. 
3.8.5 Item Generation and Selection
3.8.5.1 Study 3
The purpose of Study 3 was to generate the items to measure brand love. 
Items were identified through an extensive review of the literature and the results 
from the exploratory phase (Study 1 and 2) of the research, which are two ways to 
generate items (Churchill, 1979). Whilst initially a review of the literature resulted in a 
list of 66 items, the exploratory studies assisted in reducing this to just 26 items 
through coding and analysis of data. Each item was subsequently reviewed for face 
validity to ensure it represented a sport consumers’ love for a sport team by 2 
academic experts in the field of Marketing and Sport Management. This initial 
screening resulted in changes to the items to ensure the true meaning of the item 
was portrayed and a reduction to 22 items. 
Consequently, the items were reviewed by an academic panel where 
academics were invited to participate in the review panel. The academics were 
chosen on the basis they were seminal authors in the love or brand love area and/or 
experts in the field of marketing. A total of 43 academics participated. The academic 
experts were contacted via email and asked to review the scale for brand love and 
consider which items they would include in a scale to measure love of a sport team, 
the items which should be excluded and any additional items for inclusion and 
consideration to the phrasing of individual items. Through this process a number of 
items were reworded or refined to ensure readability. Following the changes, the 
items were included in an on-line panel survey to further examine the items and the 
relevant dimensions of brand love.
3.8.5.2 Study 4
The purpose of Study 4 was to reduce and refine the items developed to 
measure brand love and demonstrate all measures used in the survey are reliable 
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and valid. The measure for brand love was further refined from Study 3, where 
respondents had difficulty in differentiating between the items when they were 
grouped together and with the same anchor. Therefore, as a means of reducing any 
potential straight lining, a number of adjustments were made to the survey structure 
overall and some minor changes to the brand love items. Specifically, each factor for 
brand love was presented on a separate screen, alternating anchors to ensure 
respondents read the questions thoroughly. The brand love dimensions and related 
items were also separated throughout the other questions within the survey. 
3.8.5.3 Study 5
The purpose of Study 5 was to test the proposed hypothesis rather than 
generate items and refine the constructs. Consequently, the questionnaire from 
Study 4 was employed in Study 5, largely unchanged. 
3.8.6 Sample, Coding and Respondent Characteristics
3.8.6.1 Study 3
Study 3 incorporated an on-line panel survey, where a large national on-line 
research organisation, Pureprofile, conducted the survey. The study included all 
revised 22 items to measure love in addition to the antecedent and outcome related 
items (from existing measures). Potential respondents were initially asked a 
screening question, specifically if they have a favourite AFL team. If they answered 
no, they were not permitted to proceed with the survey. As the unit of analysis for 
Study 3 was AFL sport consumers, that is the entire population at large, there were 
two other restrictions placed on the data collection. The breakdown of gender and 
age were to match that of the ABS data 4174.0 - Spectator Attendance at Sporting 
Events, 2009-10 for the AFL. This was to ensure the data was representative of the 
population of AFL consumers. Within a four day period, 202 responses were 
collected, however only 196 were useable. Table 20 details the key characteristics of 
the on-line panel from Study 3. Fifty-one percent of participants did not attend a 
game live in the stadium in the prior season, involving their favourite team and 
interestingly only 3.6% of respondents attended 11 or more games where there were 
22 possible home and away games available to attend (although considerable travel 
would be involved for some games). Further the sample from Study 3 consisted 
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predominantly of non-members (80.6%) although 40.3% did watch at least one game 
per week of the home and away season (responded 21+).
Table 20 - Key Characteristics of Study 3
Characteristic % of Cases Characteristic
% of 
Cases
Favourite AFL Team Membership
Adelaide 10.7 Team Membership 18.4
Brisbane 8.2 AFL Membership 0.5
Carlton 7.1 MCC Membership 0.5
Collingwood 11.7 No Membership 80.6
Essendon 9.7 Gender
Fremantle 3.1 Male 50
Geelong 7.1 Female 50
Gold Coast 1 Age (years)
Hawthorn 3.6 18-24 9.2
Melbourne 1.5 25-34 22.4
North Melbourne 1 34-44 17.3
Port Adelaide 4.1 45-54 17.9
Richmond 5.6 55-64 22.4
St Kilda 4.1 65+ 10.7
Sydney 11.7 Games attended live
West Coast 8.2 0 games 51
Western Bulldogs 1.5 1 game 12.8
Games watched on TV 2 games 10.2
<5 9.2 3 games 4.6
6-10 19.4 4 games 5.6
11-20 31.1 5 games 4.1
21-40 18.4 6 games 1
41-80 15.8 7 games 0.5
81+ 6.1 8 games 3.1
9 games 0.5
10+ games 6.7
3.8.6.2 Study 4
Given the lack of spread of respondents in Study 3, it was important for the 
Study 4 sample to represent the spectrum of consumers. That is, consumers who 
either attend games live in the stadium or watch games on television at least a 
handful of times during the season. Therefore, Study 4 employed snowball sampling 
to seek participants for the on-line survey in a bid to attract highly involved fanatical 
consumers as well as casual consumers. The survey was created online using the 
online survey program Qualtrics. The link to the live survey was posted in Facebook 
fan pages, on personal Facebook pages, and emailed to colleagues, family, and 
friends to forward to potential participants. Potential participants were initially asked 
to participate in the survey only if they had attended or watched on television any 
AFL games during the prior season. The screening question from Study 3 was also 
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included where respondents were asked if they have a favourite AFL team, if they 
answered no, they were not permitted to proceed with the survey. The survey 
remained open for six days and a total of 215 respondents completed the survey, 
however only 160 respondents completed the entire survey and following data 
cleaning only 153 were useable. The study included all revised 22 items to measure 
love in addition to the antecedent and outcome related items (from existing 
measures). 
Table 21 - Key Characteristics of Study 4
Characteristic % of Cases Characteristic
% of 
Cases
Favourite AFL Team Membership
Adelaide 1.3 Team Membership 35.9
Brisbane 3.3 AFL Membership 10.5
Carlton 12.4 MCC Membership 6.5
Collingwood 26.1 No Membership 47.1
Essendon 8.5 Gender
Geelong 8.5 Male 56.2
Gold Coast .7 Female 43.1
Hawthorn 5.2 Missing .7
Melbourne 7.2 Age (years)
North Melbourne 5.9 18-24 9.8
Port Adelaide .7 25-35 40.5
Richmond 5.9 35-44 24.8
St Kilda 3.3 45-54 13.1
Sydney 5.2 55-64 9.8
West Coast .7 65-74 1.3
Western Bulldogs 5.2 Missing .7
Games watched on TV Games attended live
Never 2 Never 15.7
Once a year 1.3 Once a year 13.7
Twice a year 2 Twice a year 13.1
Once a month 5.2 Four times a year 15.7
Twice a month 11.8 Once a month 9.8
Once a week 43.1 Twice a month 17.6
Three times a week 27.5 Once a week 14.4
Just about every day 7.2
3.8.6.3 Study 5
The purpose of Study 5 was to test the developed scale and the hypothesised 
relationships. As such, the questionnaire was largely unchanged from Study 4, 
including items to measure brand love in addition to the outcomes and antecedents. 
Study 4 utilised an on-line panel survey, where Pureprofile, a national on-line 
research organisation, conducted the survey. Similar to Study 4, Study 5 sought to 
ensure a broad spectrum of sport consumers across the spectrum of fans 
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participated in the study. To achieve this, loose quotas were provided to Pureprofile 
to ensure a spread of participants across the 18 AFL teams, attendance at games, 
watching games on TV, talking about the team with friends and family, membership, 
age, and gender (see Appendix VIII for full quota information). Additionally, the initial 
screening question from Study 3 and 4 remained, and potential respondents were 
asked if they have a favourite AFL team. If they answered no, they were not 
permitted to proceed with the survey. Data was collected over a nine day period and 
a total of 615 respondents completed the study. 
Table 22 - Key Characteristics of Study 5 Sample
Characteristic % of Cases Characteristic
% of 
Cases
Favourite AFL Team Membership
Adelaide 9.5 Team Membership 29.3
Brisbane 6.8 AFL Membership 3.1
Carlton 7.3 MCC Membership 2.6
Collingwood 9.0 No Membership 65
Essendon 8.3 Gender
Fremantle 2.8 Male 57.5
Geelong 6.8 Female 42.5
Gold Coast 1.0 Age (years)
Greater Western Sydney 0.5 18-24 11.4
Hawthorn 7.3 25-35 21.3
Melbourne 4.3 35-44 22.2
North Melbourne 2.6 45-54 20.3
Port Adelaide 3.8 55-64 14.4
Richmond 4.9 65-74 8.8
St Kilda 6.2 75+ 1.6
Sydney 9.2 Games attended live
West Coast 7.3 Never 19.2
Western Bulldogs 2.4 Once a year 17.9
Games watched on TV Twice a year 20.6
Once a year 0.3 Four times a year 17.7
Twice a year 1.9 Once a month 8.5
Once a month 3.6 Twice a month 12
Twice a month 13.7 Once a week 4.2
Once a week 41.6
Three times a week 33.6
Just about every day 5.2
3.9 Ethical Considerations
This study was conducted in accordance with the guidelines by the Human 
Research Ethics Committee (HREC) of Deakin University. Approval from HREC was 
obtained prior to contacting any participants and conducting any interviews or 
sending out questionnaires, including all pre-testing. As part of the ethics approval, a 
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plain language statement (PLS), outlining the purpose of the study, the respondents 
level of participation in the study and a consent form for the participant to sign. The 
PLS also included relevant contact details of the researcher, her supervisor and 
HREC at Deakin University should the participant have any questions regarding the 
study, the interview or questionnaire or look to obtain the results. The interview 
participants were required to sign and return a consent form prior to participating in 
this research (PLS and consent forms shown in Appendix II and V), whilst the 
questionnaire participants have implied consent through the action of completing the 
questionnaire (PLS shown in Appendix VI, VII, and VIII). All printed transcripts and 
data will be kept in a locked filing cabinet in the researcher’s office at Deakin 
University and any electronic data (e.g., NVivo, SPSS, AMOS) files will be stored on 
a secure Deakin University computer which is password protected.
3.10 Summary
This chapter presented an outline of the methodology used to test the 
proposed relationships presented in the conceptual model, the research 
propositions, and research hypotheses. Exploratory and conclusive phases of the 
research were discussed and the unit of analysis identified. Further the chapter 
focussed on the administration of the questionnaire, data collection procedures, 
questionnaire design, and pre-testing. A brief profile of respondents was included 
and the data analysis techniques to be used were identified. The following chapter 
will discuss the results from the qualitative phase of the research, specifically in 
relation to Research Question 1.
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CHAPTER FOUR: MANIFESTATIONS OF LOVE OF A SPORT TEAM
4.1 Introduction
Chapter Three detailed the method employed to explore the concept of brand 
love, outlining the research paradigm, research design, data collection method, 
sample selection, and data analysis techniques. This chapter will present the 
findings from the qualitative phase of the research which sought to explore the 
concept of brand love. As discussed in Chapter Two, the research aim, to 
understand brand love, resulted in the development of Research Question 1 and 
guided the semi-structured in-depth interviews and group interviews, as outlined in 
Chapter Three. The research question that forms the basis of this chapter is:
RQ 1: How is love of a sport team manifested in sport consumers?
In presenting the findings from the qualitative phase of the research and 
discussing the results, this chapter will focus on the themes that emerged from the 
research data. The results from the semi-structured in-depth interviews and group 
interviews have been integrated into the themes and the literature. Further, the 
results from the fan subgroups, from casual fans to fanatical fans, have been 
compared, contrasted, and incorporated into the results. 
4.2 The Sport Team Relationship: An Overview
During the interviews, sport consumers were asked to talk about their 
relationships with sport in general, beyond just their relationship with their favourite 
AFL team. In this discussion, participants were asked to position their favourite 
sports and teams on a spectrum of how strongly they felt about them. In doing so, 
this provided an indication of the strength of their feelings towards not only these 
sports and teams but also their favourite AFL team and provided a base of 
comparison. This was thought to provide greater insight into the overall concept of 
love towards a sport team in addition to exploring the relationship with their favourite 
AFL team.
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As discussed in the method, to meet the criteria for inclusion, participants 
must have a preferred and favourite AFL team. The number of years the individuals 
had supported their favourite team, frequency of attendance, and frequency of 
watching games on television varied. However, it was interesting to note that most of 
the respondents stated they loved their AFL team. It is through this variation in 
behaviour that a deeper understanding of what is and is not love of a sport team was 
explored. Additionally, participants used much of the same language to describe 
their love for their team, yet the underlying meaning of the terms differed. As an 
example, the term commitment was discussed extensively by participants; however 
casual fans defined commitment as always supporting the same team and not 
changing to another team, as demonstrated by Willow: “I would never switch teams.”
In contrast, fanatical fans discussed commitment in the form of attending live games 
and being a member of the team: “being a paid up committed member. That’s 
number one” (David).
Study 1 involved one-on-one semi-structured in-depth interviews with AFL 
consumers. During this study participants demonstrated a difficulty in identifying the 
emotions associated with love and love of a sport team. Speaking in general about 
sport and their favourite sport teams is a task the participants were at ease with. 
However, once the idea of strong emotions or love was introduced some found it 
difficult to describe how they felt about their sport teams, specifically beyond terms 
such as love. The words love, passion, excitement, interest, and enjoyment were the 
most common terms used to express love in these interviews. Once prompted with 
terms from the literature, most participants were open to discussing these terms and 
offering examples. However, the word love was used extensively with participants 
declaring their love for their team as demonstrated by Kayla “I love Melbourne more 
than I love AFL”; Annabelle “I do love them and I’m in love with them”; and Abigail 
“Ah love. I love my team.” Although the term love was used extensively, the 
participants were able to differentiate love of a sport or team as distinct from love for 
another person: “It’s a unique love. It’s not a love like when you love your partner or 
your parents or your friends. It’s a stressful love being a Richmond supporter. It’s 
very stressful” (Charlotte).
The two group interviews (involving participants from Study 1) allowed
participants to interact with each other and therefore provided a more extensive 
discussion of the feelings individuals had towards their team. The group interviews 
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also created a broader range of terms to represent love, and generated discussion 
and justification of what love of a sport team is and is not. During this phase, 
participants were asked to differentiate between emotions and feelings that 
represented their love of a sport team; other peoples love a sport team, but not their 
own; and emotions or feelings that did not represent love of a sport team at all. The 
emotions and feelings that consumers connected with most and were deemed to 
represent love of a sport team were grouped under four dominant themes, indicating
dimensions of brand love. The themes include commitment, intimacy, passion, and 
anger. The first three key themes (commitment, intimacy, passion) were consistent 
with the literature pertaining to Sternberg’s (1986) triangular love theory, that has 
been widely adopted in both the psychology literature (e.g., Aron & Westbay, 1996; 
Engel et al., 2002; Lemieux & Hale, 1999; Overbeek et al., 2007; Sternberg, 1997)
and beyond to consumer-to-brand relationships (e.g., Albert et al., 2008b; Heinrich et 
al., 2008; Shimp & Madden, 1988). Although the key themes were previously 
identified in the literature, the understanding of the themes, and emotions identified 
to represent these themes emerged from the data with consideration to prior 
literature. The final key theme, anger, was emergent from the data, where prior 
literature specifically excluded negative emotions from the brand love construct 
(Carroll & Ahuvia, 2006).
To gain a better understanding of each individual’s emotions and feelings 
towards their favourite AFL team, it was necessary to consider the relationships with 
other sport teams beyond the AFL. Despite the discussion some participants had 
regarding other sports and sport teams, the following findings and discussion are 
related specifically to the participants’ relationship with their favourite AFL team. 
4.3 Findings
4.3.1 Commitment
Commitment, as noted by all participants, was considered an important 
component of love of a sport team. Many respondents presumed the understanding 
of the term to be self explanatory, however the phrasing used around the term 
commitment suggested the meaning to be somewhat mixed. Generally in consumers 
considered more fanatical, commitment was viewed in some instances, as holding a 
membership to the team and/or going to games, as demonstrated by Charlotte: 
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“You’ve got to have an ongoing commitment … that’s demonstrated through 
membership” and Ted who stated a commitment was expressed by consumers who 
“buy memberships and go along to games.” The commitment of attending games 
and purchasing a membership was also seen to represent a level of dedication to the 
team whereby “if you’re dedicated, you go every week, that’s dedication” (Ted).
For participants who did not attend many games, and were considered more 
casual than fanatical, commitment to the team was represented by switching 
behaviour, specifically resistance to switching, whereby commitment to the team 
meant that individual’s would always follow the same team. Willow and Audrey 
provided an example of this: “commitment, well I would never switch teams” (Willow) 
and “no - I would never switch teams” (Audrey). Although an aversion to changing 
teams was representative of commitment to the team for casual consumers, this was 
also a component of commitment for the more fanatical consumers. Specifically, 
longevity and lifelong affiliations with the team were seen to demonstrate a 
commitment to the team. That is, once you have selected a team to be a real 
supporter, and in order to love your team, you have to follow them for the rest of your 
life. David provided an example: “you are committed for life and you are in for thick 
and thin. Regardless of winning or losing and when they’re losing that’s when you 
should be in the thickest. You should be in there supporting”. Kayla also stated “for 
me it’s the long haul.” Beyond following the same team for a considerable length of 
time, participants found it important that individual’s stand up for their team, 
regardless of what anyone says about their team. This is illustrated in the dialogue 
between fanatical consumers agreeing on what commitment means to them:
David: The whole kit and caboodle – financial, emotional.
Annabelle: It means you’re going to wear crap from everyone when things 
don’t go well.
David: Because you go for that team.
Annabelle: And you hang on to that and you don’t waver and you come out 
the other side. 
The concept of longevity or enduring support for a team, even in the face of 
adversity either from opposition supporters or a lack of team success, was found to 
be representative of commitment to the team and a common theme amongst 
respondents. In some instances, participants described a devotion to their team 
which was considered stronger than commitment: “that’s a stronger emotion than 
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commitment. Devotion is: you’re never going to get higher than that. That’s a belief” 
(Annabelle). Similarly, allegiance was likened to enduring support in representing the 
commitment participants felt towards their team. Participants felt that allegiance 
towards a team was expressed through an in-depth knowledge of the team in terms 
of the history of the team, current and past players, and knowledge of the results of 
games played, as demonstrated:
Kayla: I think allegiance is kind of an all enduring thing. 
Audrey: Yes, you’re never going to stop supporting them so you’re still 
with them.
Kayla: You pledge an allegiance whether it’s in going to the game or 
knowing your favourite players.
Commitment was also seen to represent a sense of obsession with the team, 
or in some instances consumers focused on individual players within their team 
where this obsession was akin to infatuation, “stalker” behaviour, or seemingly 
excessive watching behaviour. The more casual consumers discussed obsession in 
a past tense, where they stated exhibiting prior obsessive behaviour, for example 
“see I was obsessed and I used to be a little stalker so it does represent my love for 
my team … it’s infatuation” (Willow). Whilst the casual consumers discussed 
obsession in a past tense, they did agree that it represented their current love for 
their favourite team. Conversely, the more fanatical consumers discussed obsession 
in the present tense as representative of activities in which they currently engage in 
such as “you’re one-eyed, you’re not [with] any other team, but we can be obsessed 
about football. I had a little chuckle when we were filling in the forms and they say 
how many hours of football do you watch and I’m thinking I reckon I see [watch] 
every day and every week and I’ve watched Collingwood twice as well as watching 
them live” (Annabelle). Although fanatical consumes discussed obsession in the 
present tense as an activity that they engage in, ultimately these consumers 
determined obsession to represent other peoples love for their team, but not their 
own. In this way, it appears consumers exhibit negative reactions to the term 
obsession and prefer to disassociate themselves from the term and the behaviours 
they deem to represent the emotion. However, in discussing behaviours the 
consumers identified occasions where they exhibited obsessive behaviours and 
ultimately concluded they saw this emotion and behaviours in consumers with a 
stronger emotional connection to the team than themselves.  
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Finally, another term that emerged from the interviews was a sense of pride, 
for example: ‘people are getting proud, like I said, of Collingwood winning the 
Premiership, it’s great, it’s awesome’ (Mitchell). Participants were proud to call 
themselves a supporter of their team regardless of being a casual or fanatical 
consumer, irrespective of how successful or poorly their team’s performance was. 
Pride was best exemplified by a devoted consumer:
Charlotte: With Richmond, one thing I feel about Richmond no matter how 
bad they are they’ve barely had any success the whole 24 years I’ve been 
alive and I’ve seen them at the lowest of those, losing every game of the 
season and becoming wooden spooners and that happens a lot in my life but 
no matter how bad they do I’m always so proud to tell people I’m a Richmond 
supporter. I feel a sense of pride when I’m telling people that. I couldn’t even 
describe it any other way. I love to tell people I’m a Richmond supporter even 
when I’m talking among Collingwood supporters or Geelong supporters, 
people their [whose] teams are going really well at the moment. There’s me 
Richmond, I’m still proud to tell them I go for Richmond and I’m not backing 
down on that so definitely it’s a sense of pride with me.
4.3.2 Intimacy
The theme of intimacy or yearning has been previously established in the 
literature to represent a closeness or connectedness with the brand. However, the 
findings suggested overall, that participants were not comfortable with the actual 
term intimacy. Although participants rejected the term intimacy as a reflection of their 
love for a team, they did identify other emotions to represent intimacy, as discussed 
here. Some participants’ associated intimacy with person-person relationships but 
not with person-brand/object/team relationships, for example: “for me, [with] 
intimacy, I think of human relationships and I can’t comment on intimacy in this 
context … it relates to something different to sport and love as a physical 
relationship” (Kayla). For others, intimacy was likened to an unreasonable obsession 
and even stalking the team: “I also think of the loser idiot people on SEN radio that 
think they’ve got that intimacy to ring up and have their say. They think they’ve got 
the right. There was this stupid idiot who was sitting next to us the other day … he 
was calling all the players on a first name basis like he knew them … No, you’re not 
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really intimate with them. It’s more a whole level unless AVO’s [Apprehended 
Violence Orders, used to deter people from committing acts of violence] are in place, 
then it’s kind of intimate then” (Audrey). 
Therefore, whilst participant perceptions of the term intimacy demonstrated 
that intimacy was not necessarily associated with the love of the participants’ team, 
perhaps the related term, connected, warranted further investigation as a possible 
representation of love of a sport team. For the group interviews, the word intimacy 
was expanded to include cherished, closeness, confidence, familiarity, and 
connection. Within this, cherished was discussed in a historical perspective where 
the more casual consumer used cherish to describe their memories of positive 
experiences with the team, for example: “yes, you cherish the good times” (Willow). 
For the more fanatical consumer, love was deemed to be a much stronger feeling 
than that of cherish, one fanatical fan reasoned: “the love of my team is stronger 
than the word cherish” (David). In contrast, when recalling past experiences and the 
memories associated with the team, participants lit up and it was clear from both 
visual and verbal cues that these memories were a particularly important component 
of the relationship consumers have with their team. Participants agreed unanimously 
that the memories they hold were a significant component of the love felt towards 
their favourite AFL team. In the words of David there were “stacks” of memories 
which showed the connection and love that the participants have for their team. 
Examples of this include:
Mitchell: I’ve got some pretty good memories. If I think back to when I’m 10, 
most of my memories are sporting memories at the footy because that’s what 
I love.
Charlotte: There were so many memories that make me laugh. We used to 
have reserved seats at the MCG, my girlfriend and I we scratched up the paint 
from the girl [seat] in front so we used to scratch numbers of our favourite 
players. We scratched our names, and every year we’d go back and we’d see 
them there that reminded us of that day we were there so there are plenty of 
memories and I could go on and on and on but I won’t. Memory is so 
important because it makes you smile or it makes you upset. Obviously that 
special thing in the Grand Final some incredible feelings when you think back 
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on that whether it be disappointment or happiness whether you win or lose but 
still you’ll have great memories.
Memories, either positive or disappointing and devastating, such as the loss 
of the Grand Final (the game deciding the ultimate winning team for the season), 
when recalled through discussion with friends and family or by prompting from 
advertising campaigns generated positive emotions in the sport consumer. The 
importance of memories is demonstrated by a fanatical consumer: “if you didn’t have 
memories you wouldn’t be there … memories is what the club is built on” (Ted). 
Further, the terms memories and nostalgia were seemingly used interchangeably by 
all consumers, although nostalgia was seen to be the emotion brought about by the 
memory. This is illustrated in this dialogue from the casual consumer group:
Kayla: I think of nostalgia as you telling stories about Nathan Buckley.
Willow: Those are also memories, is it not interchangeable?
Kayla: A fair point.
Audrey: I agree.
Kayla: Memories exist though.
Willow: Nostalgia is the feeling that you get from the memories.
Separating casual consumers from fanatical consumers was the notion of 
dreams held by the consumers for their team. The participants who were at the 
casual end of the spectrum disagreed that dream was a component of love. Further,
the current level of success of the team had an impact on their dreams, or lack 
thereof: “it depends on how you think of the word dream, imagining or if it’s a dream 
come true, not many dreams come true at Melbourne’s matches, so probably no”
(Kayla). In contrast, more fanatical consumers who supported teams with mixed 
success considered dream in terms of future success. For example, “yes, I dream 
about them winning the next five” (Annabelle) and “yeah, cause you do have hopes 
for the future” (Abigail). In some instances the fanatical consumers likened dream to 
a “want”: “I think a ‘want’ would be better than a ‘dream’ … I’d want Richmond to win 
more than dreaming about it. It’s not something that’s up there, dreaming of them 
winning, I want them to win” (Mitchell).
A connection or strong connection to the team specifically was seen to be 
indicative of a love relationship with the team: “I feel connected, maybe not to the 
AFL, but to Richmond because it’s my team” (Charlotte). The connection between 
the sport consumer and their favourite team is very individual, and different from the 
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connection in a person-to-person relationship: “it’s also having a really strong 
connection in some way, not necessarily in the same way with every person that you 
have a love relationship with” (Kayla). Connection was also seen to be expressed or 
demonstrated through showing support for the team by attending games and 
barracking vocally: “obviously I feel if I’m yelling I’m part of it, I’m supporting the 
team” (Charlotte). 
Admiration was felt for a team for both on-field and off-field direction and 
successes. The participants acknowledged that although their team may not be 
succeeding on the field there are times when a team, like any organisation must step 
back and assess what they stand for and how they go about operating in their 
environment. In this way, a sporting team or club (indeed the whole brand) can be 
admired by consumers for upholding positive values and looking to long-term goals 
when developing the team and the club. This was best demonstrated by the dialogue 
between fanatical consumers:
David: I admire my team just as much now as I did when they were on 
the bottom and building and coming up when I was looking at 
the young players and what they were doing as a club. So OK I 
could see the building, I could see they were doing the right 
thing, they’re heading [in] the right direction so that’s how I see 
admiration.
Ted: And what they do off the ground as well.
Annabelle: I agree. I admire my team at the moment because they’re 
building, not a dynasty, but they’re building like a moral coded 
group of people.
Ted: What they do off the field and stuff as well, the community 
programmes and everything they’ve got going and the work 
they’re doing in the Northern Territory.
Annabelle: Sometimes you would like to hear more of what they’ve been 
doing because they do a lot more than you hear about.
Ted: Because we get our magazine and sometimes they’ll say at the 
end of the year in the magazine, all the charity stuff, all the 
cancer stuff they do, the multi-cultural stuff.
Annabelle: But then you don’t hear someone like, and I’ll use Heath Shaw 
as an example, that he goes to the 21st birthday party of a 
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disabled girl because she’s mad one-eyed Collingwood and she 
wrote and said he’s the favourite player and it would be 
fantastic. That happened four or five years ago, now he writes a 
Christmas card to her. You don’t see that in any magazine. I 
know he’s an idiot for betting on the thing [game] but he’s been 
raised properly too to do nice things and I don’t think that’s just 
Collingwood, I think that’s a combination of more than that.
In contrast to having admiration for the team and individual players, their 
values, and development of a successful team, casual consumers meaning of 
admiration centred on athletic ability and on-field success: “I think probably for me, I 
think of it on an athletic level. I admire their athletic prowess and ability to run 
around” (Kayla). In this way, although the findings indicate admiration is 
representative of love of a sport team, similar to the term commitment, the word 
admiration has several meanings. As discussed by participants, intimacy was not 
found to be representative of love for a sport team; rather participants determined 
this specific term described love for a person. Although the feeling of intimacy was 
excluded from love of a sport team, other emotions and feelings such as admiration, 
cherish, connection, and nostalgia were seen to be representative of intimacy within 
the sport context.  
4.3.3 Passion
Passion was the most readily used term to describe how participants felt 
emotionally about their team. Interestingly, whilst passion was used willingly and 
freely, and the findings indicated passion to be an important component of love 
towards a sport team, the meaning and way in which passion was expressed was 
somewhat ambiguous. To the casual fans, passion described other consumer’s 
emotions towards a team but not necessarily their own. In some ways, they 
acknowledged that other consumers are passionate fans and must really love their 
team based on their appearance (e.g., face paint, wearing merchandise) or actions 
(e.g., boisterous cheering, emotional reactions such as crying upon defeat). As 
articulated by a casual consumer: “face paint. You can always tell the passionate 
ones, they’ve got face paint on. You’re an idiot, oh you’re a grown man and you’ve 
got a cat whisker on, well done that’s a big achievement … So they’re passionate 
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and slightly a little bit mentally unhinged” (Audrey) and “I had old guys coming up 
and hugging me and I didn’t even know their names after the games and it was like 
the passion they had for their team is ridiculous” (Mitchell). In this way, passion was 
not perceived as a component of the casual fans emotional connection with a sport 
team. It was however, recognised that as a fan moves along the spectrum from liking 
to loving a team they also begin to feel passion towards their team rather than only 
seeing it in other fans. Conversely, fanatical consumers employed the word passion
to describe their own love towards the team. For example, “AFL, I love AFL. I go for 
Richmond. I’m a very, very passionate Richmond supporter” (Charlotte) and “I love 
AFL with a passion and as far as I’m concerned it’s the only sport … I feel privileged 
that I’ve been raised to be a passionate supporter of them” (Annabelle). 
Passion was expanded during the interviews to include such items as craze, 
delight, desire, enthusiasm, excitement, infatuation, and pleasure. The findings 
suggest that the on-field performance of a team through winning or demonstrating an 
elaborate or skilful play produces positive feelings towards the team. Such feelings 
were expressed as pleasure, enthusiasm, and excitement: “pleasure when your 
team wins rather than pleasure with the team” (Eva). This is demonstrated by a 
participant comparing winning and losing: “the way I see it you get pleasure from 
supporting your team. I always feel good even if we’ve lost. If I’ve been to the game I 
feel good about going. I’ve supported them. Of course if your team wins you get 
intense pleasure out of it, you’re happy for the rest of the day” (Charlotte). Further, 
by a self proclaimed non-emotional person, the pleasure received following a skilful 
display: “I guess I’m somebody that doesn’t really show huge emotions anyway but 
there will be a really good passage of play and I’ll be at the footy and I will actually 
be involuntarily yelling and screaming” (Tyler). 
Watching games live in the stadium were considered exciting regardless of 
the outcome by the fanatical consumers, but never more so than when the outcome 
is imperative to the team either proceeding into the finals series or to win the Grand 
Final. As demonstrated by Annabelle: “The AFL it is quite emotional like for example 
last year for the Grand Final, I thought I had been hit by a truck, I was so nervous 
and excited and I couldn’t believe it and I’m thinking I can’t believe we’re here, how 
lucky we are and how exciting it is.” Games can still generate excitement and love 
for a team when the score is not particularly close, however the excitement is 
generated through the tactics and skill shown by players, in particular watching a 
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new, young player take risks and be rewarded. This quote from a fanatical consumer 
reveals: “Like the excitement about when you see a young player do something or 
when you see Jack Riewoldt take a big mark or take a specky … when players go 
round the ball, like different players go round the ball you get so excited” (Austin). 
Typically, consumers who attend games live in the stadium get a rush of emotions 
from the pure experience of being in the stadium seeing their favourite team and the 
atmosphere of being surrounded by like-minded people. As demonstrated by Austin: 
“the way, like my brother strained his ankle celebrating a goal, Max strained his 
ankle celebrating a goal for the Tigers last week. Fell down the stairs. You can see 
how excited some people can get about um just like certain things that happen.”
Consumers who do not attend many games live in the stadium and are found at the 
casual end of the spectrum were exited by close contests and blockbuster games.
These type of consumers were content with viewing the end of the game if the 
scores were close rather than watching the whole game. This is demonstrated 
through the following quotes from casual consumers: “there might be excitement or 
not excitement depending on how the game itself goes. It might be a really good 
game or it might be really boring so depending on that, [are] the sort of feelings that 
are involved as to how the actual game pans out” (Willow); “I find with football in 
general, close games I get excited about” (Audrey). In this way, excitement, for 
casual consumers, appeared to be dependent on the outcome of the contest and the 
closeness of the score.
Pleasure was included and extended for the focus groups to include bliss, 
contentment, delight, enjoyment, gratification, happiness, joy, and satisfaction. Of 
these, enjoyment was shown to represent the love of a fanatical fan but not of a
casual consumer. Fanatical consumers differentiated excitement and enjoyment.
Whilst a game can be exciting - regardless of the outcome, and the excitement can 
stem from the importance of the game itself and the skill - the enjoyment is more 
akin to the outcome of the contest. This is demonstrated by the following dialogue:
Ted: Excitement is a good game but you can enjoy thrashing 
someone by 100 points but it’s not necessarily as exciting.
Annabelle: David didn’t enjoy the North Melbourne match, I did. Last year, 
no the year before when we played against Adelaide I didn’t 
enjoy it. I enjoyed the result but the sitting there I was so tense.
David: I thought it was fantastic.
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Enjoyment, in relation to a sport team, therefore appeared to result from the 
long-term relationship with the team that develops over time by supporting the same 
team through the good times and the bad: “I don’t know who said it but glorification is 
about … only … if we win the ultimate goal whereas love of your team is enjoying the 
journey, taking part in the journey … We got back one day and someone rang up 
one day and said I feel sorry for anyone that doesn’t barrack for Collingwood, that 
doesn’t get the ride that we get, the good, the bad and the ugly…” (David). 
Conversely, for the less fanatical consumer, enjoyment was associated with winning: 
“the last couple of years that has changed, we’re not as dominant so it is a little bit 
more frustrating to watch and you probably don’t get as much enjoyment out of it”
(Eva). Although casual consumers exhibited the same longevity of relationship with 
their team as fanatical consumers, enjoyment was not considered a result of 
longevity of support and ultimately was seen to represent other people’s love of their 
team but not their own love. Casual consumers determined the level of enjoyment 
was comparative to the level of love, whereby the more a consumer loved their team 
the greater the level of enjoyment. This is illustrated by the dialogue by casual 
consumers:
Kayla: Is it [enjoyment] a bit soft?
Willow: When you say did you really love that game, no but I enjoyed it.
Interviewer: Do you still love your team? Is enjoyment part of love?
Audrey: I would say it is because you get enjoyment from the love you 
put into it. The enjoyment you get is because you love them so 
much so your level of enjoyment in my head depends on how 
much you love them.
Willow: Yes.
Kayla: Enjoyment is a product of a number of other words that we 
looked at.
The casual consumers, in addition to enjoyment, explored terms such as 
delight, bliss, and happiness. The findings indicate that whilst bliss could be 
experienced by consumers watching their team play, it was not the best 
representation of love of a sport team: “I think there are better words than bliss 
though. I don’t feel like when I eat a piece of chocolate kind of feeling when I watch 
football” (Kayla). Happiness was explored in terms of recalling positive memories of 
the team in addition to the feelings experienced when watching the team play. In this 
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way, the casual consumers suggest that the happiness felt towards the team was an 
ingredient in their love for the team, without which they would cease to support the 
team: “if you don’t associate with happy times you wouldn’t follow them so you’ve got 
to get the good to get the following. If it’s a bad thing you’re not going to follow them, 
so yes” (Audrey). Further, it is the glimpses of delight experienced throughout a 
game or the season that, according to the casual consumers, is akin to happiness, 
and assists in developing love for a team. Unlike contentment, which although similar 
to happiness, was considered by casual consumers as a flat line and lacked the 
strength to describe love, as indicated in the following dialogue:
Willow: I just don’t think that contentment is something you would relate 
to the love of sport.
Kayla: There’s too much passion involved in sport as well.
Interviewer: There’s too much going to say I’m content with it.
Kayla: You’re either annoyed or angry or frustrated or happy or 
something a little bit more.
Willow: There’s always something next year that’s going to change. 
Contentment is like a flat line. No, it doesn’t happen. That’s the 
nature of all sports really.
Audrey: They go up and down.
Despite the terms delight and happiness representing the love of a sport team 
for casual consumers, the findings indicate fanatical consumers disagreed. 
Happiness was considered “soft” (Annabelle) and although a component of 
developing love, fanatical consumers felt there were so many other components that 
more accurately demonstrated their love for a team. Happiness and delight were 
considered not strong enough for their own love. However, hope and desire were 
seen to represent the love a fanatical consumer has for their team. Fanatical 
consumers considered hope and desire to be aspirations held for the team and 
formed part of their relationship with the team. They discussed the terms in a holistic 
manner: “I was just thinking because I’ve got desire, dreams, hopes just those three, 
they’re like aspirations and with those aspirations - because you don’t realise 
everything - it’s a roller coaster” (David). Comparatively, casual consumers 
discussed hope in terms of the outcome of a game, hoping their team would win the 
game: “I have hope too but it seems like come on guys and when I’m watching it and 
they go bad, I’ll stop watching it” (Audrey). Although hope is a large part of why 
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casual consumers watch the games and support the team, when the team is 
unsuccessful and not performing well the casual consumer loses hope and ceases to 
watch games. In this way, hope is not a consistent part of love of their team: “the 
difference is the team that we follow and the current position. And for you you [other
consumers who supported a top team] can afford to be in a position and hope”
(Kayla).
4.3.4 Anger
The findings indicate that some negative emotions and feelings were 
associated with love for a sport team. Specifically, anger was discussed as a 
component of love and was used to demonstrate how strongly the participants felt 
about their team. Sadness and anger were experienced by consumers when their 
team did not win or was underperforming: sometimes I go, but not often. Like when 
we were getting creamed a couple of years ago, I only went to about three games in 
the year because you get angry or you’re forlorn” (Tyler). The negative emotions 
were more apparent in fanatical consumers, and considered proportional to level of 
love felt for the team. Anger was discussed only by consumers towards the fanatical 
end of the spectrum, determining that if the level of love was low then a consumer 
was unlikely to care enough about the team and the result of the game to be angry: 
“you care more. The care factor is higher on the love side but you can get angry if 
your team doesn’t win” (Ted). Feelings of disappointment and frustration were also 
expressed by the fanatical consumers when their team was not playing well or 
making mistakes. In general, the negative feelings towards a team were centred on 
on-field performance: “there’s a lot of frustration when they do stuff that’s stupid or 
hopeless and if they’re succeeding in a close contest or if they do something really 
good it’s almost euphoric” (Tyler). Additionally, these negative feelings are part of the 
roller coaster considered by fanatical consumers to be part of supporting a sport 
team. For these consumers with the highs and positive feelings of passion and love 
also comes the lows of frustration, disappointment, and anger. As demonstrated by 
Eva: “I’m on my feet, at times it’s a blur sometimes. I’m a Richmond supporter so a 
lot of the times I feel very anxious if we’re in the lead and when we’re behind I’m 
quite devastated and frustrated but you still watch it every week.”
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In contrast, when casual consumers discussed anger their language changed 
from talking in the first person to talking about other consumers feelings towards the 
team: “there’s a lot of anger that you can get about AFL football etc, Collingwood, St 
Kilda. There’s aspects of the game that people don’t like and they get angry at”
(Willow). Casual consumers reasoned that in order to feel anger, disappointment, 
and frustration they needed to have a stronger connection or affiliation with their 
team and generally were unaffected if their team performed poorly. In some 
instances the casual consumers reasoned that, individually, their love of the team did 
not extend to these negative emotions: “it’s something I don’t [feel] personally but I 
get that other people do” (Audrey). 
Interestingly, when participants were discussing teams or sports that they 
liked but did not necessarily loved the negativity expressed was mild using terms 
such as boredom, indifference, and disinterest in the game they were watching if the 
team was losing. This is displayed by Charlotte discussing a team she supports, but 
does not love: “for instance, Boston Celtics. If they lose it’s no big deal for me, I’ll 
carry on as normal. Good game, bad game. So it is very different, I don’t get into it 
as much, it doesn’t influence my feelings as much.” This demonstrated the strength 
of a loving relationship with a team versus a non-loving relationship. 
4.4 Discussion
RQ 1: How is love of a sport team manifested in sport consumers?
In relation to the manifestation of love of a sport team, the findings revealed 
subtle differences with respect to language and the meaning of terms across the 
spectrum of sport consumers. The results indicated that a consumer’s love for their 
sport team could be categorised under four core themes: commitment, intimacy, 
passion, and anger. In this way, the key themes were consistent with those identified 
by the triangular love theory (Sternberg, 1986, 1997) which espoused love to be 
made up of the dimensions: commitment, intimacy, and passion. In addition to these 
three key dimensions, negative emotions were an emergent theme to represent a 
consumer’s love for their sport team and were grouped under the dimension name of 
anger. Consequently the following discussion of the results from Studies 1 and 2, 
much like the findings, are grouped in terms of the four key themes.  
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4.4.1 Commitment
Commitment has been explored as a component of love (e.g., Heinrich et al., 
2008; Shimp & Madden, 1988), a possible outcome of love (e.g., Albert, Merunka, & 
Valette-Florence, 2012), and a form of attachment to a brand (e.g., Thomson et al., 
2005). Sternberg defined commitment “in the short-term, to be the decision that one 
loves a certain other, and in the long-term, to be one’s commitment to maintain that 
love” (p. 315). Consumer discussion revealed that commitment was considered an 
important part of love towards a sport team. However, the meaning of the term 
differed. Commitment was defined by fanatical consumers as purchasing a team 
membership and attending or watching games that included their favourite team. 
Conversely, casual consumers defined commitment as a verbal promise to always 
support the same team and never to change teams. This supports Whang et al. 
(2004), who revealed that a bikers’ love for toward their motorcycle included 
commitment, which was represented by the biker being able to own multiple bikes 
yet unable to sell (or break up with) any bikes. They argued that, in this way, 
commitment differed from commitment proposed by interpersonal love where people
were able to accept a break up (Sternberg, 1986). Similarly, in the case of sport 
consumers, acceptance of breaking up, or switching teams was far from an 
understanding of commitment. Interestingly, the consumer discussion around 
commitment mirrored that of Sternberg’s (Sternberg, 1986) understanding of 
commitment. Whereby consumers stated a firm commitment to their team regardless 
of success or should anything and everything go wrong. This contrasts the way 
commitment is defined and explored within the marketing domain where commitment 
is considered a promise or result of past experiences and the consumer is committed 
to a brand as they believe nothing can go wrong (Batra et al., 2012).
Heinrich et al. (2008) discussed that a fanatical commitment towards a brand 
resulted in obsessive or worshipping consumers. Interestingly, obsession was found 
to resonate with casual consumers rather than fanatical consumers. Although the 
casual consumers discussed obsession in a past tense, they identified it as an 
important component of their love relationship with the team. Conversely, the 
fanatical fans discussed obsession in a present tense however tended to describe 
obsessive behaviours they saw in other consumers. In this way, the fanatical 
consumers associated obsessive behaviour as more extreme than what they were 
involved in. For example, a participant described seeing a middle-aged man wearing 
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full face paint, and considered this behaviour as obsessive. Comparatively the 
participant’s own behaviour of watching each game a number of times was not (in 
the eyes of the participant) considered obsessive behaviour and thereby, forming 
part of their love of their team. 
Consistent with the literature, the longevity of the consumer’s relationship with 
the team was a strong focus and considered an important component of the love 
relationship. Albert et al. (2008c) used the term duration to represent the long-term 
relationship between the consumer and the brand. However, the results from the 
present study suggested that whilst participants agreed that having a long-term 
relationship with their team was a component of love, the term duration was not the 
most appropriate term to represent this. The debate surrounding the terms duration 
and enduring centred on the perceived ambiguity of the terms and underlying 
assumption that they could be easily misunderstood. Despite this, enduring was 
found to represent the love of a fanatical consumer but not a casual consumer. This 
is perhaps indicative of the fanatical consumers’ perceived sense of commitment and 
of supporting a team regardless of success or ridicule. This contrasts with casual 
consumers, who are potentially less committed or interested in their team during less 
successful times. With respect to longevity and duration, all participants discussed 
devotion, dedication, and allegiance as representative of a long-term committed 
relationship with their team and were indeed representative of their love for their 
team. 
The findings indicate that a sense of pride in supporting the team was an 
important emerging term in relation to the notion of commitment. Consumers were 
proud to say they supported their team regardless of being casual or fanatical and 
irrespective of how successful the team was. Further, participants, in general, were 
quite boastful when proclaiming the team they supported, for example “no matter 
how bad they do I’m always so proud to tell people I’m a Richmond supporter. I feel 
a sense of pride when I’m telling people that” (Charlotte). In this way, sense of pride 
can be seen to strengthen personal and team identification. This is consistent with 
Madrigal’s (2001) assertion that pride (specifically community pride) assists in 
strengthening team identification. Alexandris et al. (2008), Gladden and Funk (2002)
and Filo et al. (2008) explored pride in place as an expected brand benefit positively 
linked to loyalty in consumers. In these studies pride in place was seen as the extent 
to which the team represented the city/community and the team was seen to provide 
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a rallying point for consumers (Gladden & Funk, 2002). It is unsurprising that pride 
emerged, given the extent to which it is included in media and marketing 
communications, for example the slogan for Richmond Football Club in previous 
years was Proud, Passionate, and Paid Up.
4.4.2 Intimacy
The findings indicate that in contrast to many studies exploring intimacy as a 
component of love (e.g., Albert et al., 2008b; Heinrich et al., 2008; Sternberg, 1986)
consumers associated the term intimacy with person-person and more physical 
relationships than person-object relationships. In this way, consumers felt that the 
term intimacy was particularly personal, and, in the context of a sport team was
likened to stalking, rather than a positive aspect of the relationship with the team. 
Heinrich et al. (2008) argued consumers do have an emotional closeness to brands 
and products, where in addition to intimacy, a connection and sense of closeness to 
the brand or product can be experienced. Consumers felt a connection to the team, 
distinctive from any relationship with the league or in person-to-person relationship.
This connection was described as strong, unwavering, and underpinned by the 
experiences and memories associated with the team. Recollection of memories 
associated with the team invoked strong emotional reactions from the participants, 
although generally the memories seemed more distant for the casual consumers in 
contrast to the fanatical consumers. Albert et al. (2008b) argued “memories” 
represent important events or people that the consumer attributes to a brand. The
findings support this understanding of memories and further its inclusion as an 
important part of brand love. 
Associated with memories was dream. Dream was included in the dimension,
affection, when measuring love by Albert et al. (2008c). In this study dream was said 
to represent “the fact that the brand is present in the consumer’s mind” (Albert et al., 
2008c, p. 110). Unlike Albert et al.’s understanding of dream, participants discussed 
dream in terms of future aspirations and using one’s imagination to create positive 
scenario’s such as watching their team win a grand final. Whilst there was little 
debate that success was dreamt for the team, it was only the fanatical consumers 
that deemed dream to be included in their love for the team. To the casual
consumers, dream was not considered a component of their own love towards their 
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team and thus provided a distinguishing factor in the love scale (explained in later 
chapters). Dream was extended during the focus groups to include ambition, 
aspiration, daydream, desire, goal, hope, and wish. Consistent with the findings from 
the interviews, none of these terms were included by the casual fans to represent 
their love of their sport team. The fanatical fans however, found that dream, desire, 
and hope represented their love for their team. 
Within the context of sport, specifically a sport team, it is unsurprising that 
nostalgia would be included in the love of a sport team. Vlachos and Vrechopoulos 
(2012) found consumer nostalgia and a longing for the past to be indicative of 
consumer love. Furthermore, they argued that nostalgia was a trait where individual 
consumers are nostalgic-prone (or not) (Vlachos & Vrechopoulos, 2012), thereby 
influencing the propensity for nostalgia to be included as a component of love. The 
terms nostalgia and memories were used interchangeably by consumers, in the 
discussion of intimacy, although nostalgia appeared to be the emotion brought about 
by the memory. Nostalgia was only found to represent the casual consumer’s love 
for their sport team where, similar to memory, any recollections occurred some time 
ago. In contrast, fanatical consumers disagreed that nostalgia be included in their 
own love for their team opting for memories over nostalgia. This finding is interesting 
considering Funk and James (2006) proposed nostalgia to be related to the highest 
level of allegiance (in their PCM framework) which in the present study would most
relate to fanatical consumers. However, the fanatical consumers acknowledged the 
importance of nostalgia in developing a relationship with a sport team, yet concluded 
that nostalgia, as a feeling, was not the best representation of their own love for the 
team.
The results also revealed feelings of admiration where on-field success and 
athletic prowess were aspects of the team to be admired by both casual and 
fanatical consumers. Although a casual consumer’s admiration for their team was 
limited to on-field activity, fanatical consumers also admired their team for off-field 
behaviour such as upholding positive values and developing the team for long-term 
success. Algoe and Haidt (2009) provide one of the only empirical investigations of 
admiration, citing research in the area of prestige as opening the door for empirical 
work in admiration. In their study, Algoe and Haidt (2009) described admiration as 
“part of the family of praising emotions that arise from ‘others’ exemplary actions” (p. 
1), specifically, an extraordinary display of talent or skill. This understanding of the 
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emotion of admiration is partially in keeping with the understanding discussed by 
respondents. In the current study, the understanding of the term admiration was 
found to represent fanatical consumers love for their team. Conversely, the 
admiration of athletic ability did not form part of love for casual consumers.
To measure love of a brand in Shimp and Madden’s (1988) study intimacy 
was replaced with like, that is if a consumer liked a brand or product a lot then this 
was a component of love. In the present study, other terms were found to represent 
intimacy, and ultimately love, such as connection and nostalgia. The terms intimacy 
and like/liking were not included, contrary to Shimp and Madden’s (1988) hypothesis. 
Whilst it is argued that love is a different construct to like rather than a stronger 
version of it (Carroll & Ahuvia, 2006), the present findings suggest otherwise. 
Regardless, liking a team or object was not considered a component of developing 
love as consumers argued that their love for the team was much stronger than liking. 
The idea that like comes before love or that love is far greater than like was 
commonly agreed by participants. Similarly, Shimp and Madden (1988)
acknowledged that like is a generic term and that anyone can like a brand, product 
or another person, and this can exist in the absence of love and is therefore not 
really reflective of love.
It has been argued that affection is a significant component of love (Albert et 
al., 2008c; Bergkvist & Bech-Larsen, 2010; Thomson et al., 2005). Albert et al. 
(2008c) argued that affection represented a long relationship and closeness between 
the brand and the consumer where this dimension included items for dream, 
duration, memories, intimacy and uniqueness. Bergkvist and Bech-Larsen (2010)
measured brand love as a unidimensional construct including only two items, one 
being a deeply held affection (like love) for a brand. Interestingly, although affection 
was such a focus of their study Bergkvist and Bech-Larsen (2010) refrained from 
discussing the meaning of the term or the way in which affection was exhibited by 
consumers. Conversely Thomson et al. (2005) determined affectionate to be a factor 
which included the items loved, friendly, and peaceful in a study investigating 
emotional attachment rather than love specifically. This lack of consensus as to the 
nature of the word affection continued in the results from the present study which
suggested participants were divided on the definition of the word affection as a 
component of love. Participants argued that affection was better suited to person-
person love rather than person-brand love in much the same way as intimacy. 
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Therefore, at this stage, there is enough evidence to include affection as a 
component of the brand love scale. Other terms which represent affection such as 
fondness, warmth, and care were also discussed by participants and found to be 
excluded from the understanding of love for a sport team. These terms were deemed 
both more applicable to person-person relationships and also, similar to the term 
like, deemed not strong enough to represent love of a sport team. Yearning was 
another term which was not readily used by participants and overall received a 
negative response. Shimp and Madden (1988) interchanged intimacy for yearning as 
the motivating component of the love scale. Whilst yearning, much like intimacy, may 
be a component of love, the word itself was deemed less appropriate than other 
related words, such as longing, pining or desire, which were considered better 
descriptions of this component of love.
4.4.3 Passion
Passion was the most readily used term to describe how participants felt 
emotionally about their team, where passion was used to express a deep love for the 
team. This supports the contentions of Sternberg (1986), Thomson et al. (2005),
Carroll and Ahuvia (2006), Albert et al. (2008a), Heinrich et al. (2008), and Kim et al. 
(2008a) who all found passion to reflect love in the romantic sense for person-to-
person love and brand love for person-to-object/brand. Albert et al. (2012) proposed
passion to be representative of a strong positive feeling for a brand and is inclusive 
of feelings of enthusiasm, excitement, ecstasy, and psychological arousal. Similarly, 
the present findings suggested that whilst the term passion was readily used, it was 
considered to represent the love of fanatical consumers. Casual consumers 
acknowledged the importance of passion in reflecting love for a team, however 
considered it to represent consumers who were more involved with the team than 
they were. These results align with Heinrich et al.’s (2008) contention that passion is 
essential for developing strong brand love relationships, thereby passion was found 
to represent a fanatical consumer’s love for their team by both the casual and 
fanatical consumer.
Pleasure more closely aligned with how casual consumers viewed their love 
relationship with the team. Albert et al. (2008c) determined the term pleasure to 
represent the pleasure a consumer may have from possession of the brand or 
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object. This aligns with the results as consumers felt pleasure simply from supporting 
their team, regardless of game attendance, and associated this pleasure with the 
team. Pleasure and happiness were experienced irrespective of the result of the 
game, although both were said to increase with success. Happiness was generally 
associated with past experiences and positive memories related to the team. This is 
consistent with Papadatos’ (2006) assertion that happiness is part of an intermittent 
cycle, rather than a continual state of being and in this way, associated with memory 
and recollection of positive experiences. For a casual consumer, without positive 
emotions such as happiness and delight, supporting the team became less 
attractive. In contrast, fanatical consumers argued pleasure and happiness were not 
strong enough emotions so as to represent their love of the team but were present 
as the consumer developed the love relationship. 
It has been argued that idealization is a component of passion (Albert et al., 
2008a) in conjunction with pleasure. Unlike Albert et al.’s (2008a) findings, the 
results of the current study indicate that idealisation is not a component of love or 
passion for a sport team. Whilst all participants frequently discussed passion, 
idealization was discussed only when prompted. Idealization was discussed as 
something that other people do, or, an emotional connection that children and junior 
members would feel rather than something the consumers experienced. Albert et al. 
(2012) also argued brand passion includes excitement and idealisation where a 
consumer who feels excitement about or idealises the brand will want to maintain the 
strong relationship (i.e., loyalty) which can lead to positive WOM. Patwardhan and 
Balasubramanian (2011) contend excitement forms part of the love relationship 
when the main motive of the consumer is stimulation. Given the context of the 
current study, sport teams, stimulation, or indeed entertainment are driving forces for 
consumers to watch and attend games. The findings suggest that excitement is 
representative of brand love, and similar to pleasure, was experienced regardless of 
the results of the game. 
4.4.4 Anger
An emerging theme from the results was the negative emotions such as 
disappointment, frustration, and anger. These terms were discussed by the fanatical 
fans as emotions associated with their love of the team and associated with an array 
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of situations including on-field and off-field performance. Both casual and fanatical 
consumers agreed that these negative emotions were in proportion to the level of
love felt for the team. Thus, casual consumers argued although they loved the team, 
they did not love or care enough to feel anger or disappointment when the team lost, 
for example. Carroll and Ahuvia (2006) argued that negative feelings and emotions 
towards a brand should be excluded from the brand love construct. Carroll and 
Ahuvia (2006) contend that brand love is a mode of satisfaction. In this way, the 
population is inclusive of only consumers who are satisfied. Therefore, Carroll and 
Ahuvia (2006) determine the lower end of the spectrum of satisfied consumers 
experience no particular feelings towards the brand rather than negative feelings as 
suggest by current research. However, it is argued, and supported by the results of 
the qualitative study, that negative emotions such as disappointment, frustration, and 
anger can exist as part of the love relationship and may be indicative of a strong love 
relationship, particularly in the context of sport teams.
4.5 Summary
The results of the interviews with AFL consumers provided a detailed insight 
into the emotions and love towards a team from the consumer’s perspective. Whilst 
the results highlighted concepts of the love construct previously shown in the 
literature, there were also several differences identified. The interviews assisted in 
the development of a measurement scale for brand love, specifically within the sport
context. The interviews were critical in identifying appropriate language and 
dimensions of the brand love construct and an insight into how love for a team is 
developed. This is explored further in later chapters as the drivers of brand love and 
brand personality. This chapter provided a discussion of the findings of the 
qualitative phase of the research with respect to RQ1. The following chapter will 
discuss the operationalisation of the constructs identified in Chapter Two, and the 
reliability and validity of the scales used to measure these constructs.
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CHAPTER FIVE: CONSTRUCT MEASUREMENT
5.1 Chapter Introduction
Chapter Three presented an outline of the research method employed to 
investigate the proposed relationships within the conceptual model. Chapter Four
discussed the results from the qualitative phase of the research, Study 1 and Study 
2, and provided a detailed understanding of the manifestation of love towards a sport
team from the consumers’ perspective. This chapter is presented in two sections. 
Section I provides a discussion of the operationalisation of the theoretical constructs 
and a more detailed discussion of the development of the new measurement scale 
for the brand love construct. Section II of this chapter discusses the univariate and 
multivariate normality, reliability, and validity of each construct.
SECTION I: OPERATIONALISATION
5.2 Operationalisation of the Constructs
As outlined in Chapter Three, a structured questionnaire was employed to test 
the proposed relationships identified in the conceptual model and the related 
hypotheses. This section of the chapter will discuss how the concepts that emerged 
from the marketing, consumer behaviour, psychology, and sport management 
literature, in addition to the results from Study 1 and Study 2 were operationalised to 
develop the questionnaire. Wherever possible, existing measures were utilised. 
Existing measures were identified for majority of the constructs although some of 
these scales have not previously been tested within the sport context. As such, 
minor modifications were required to ensure each item was relevant to the sport 
context. In making the minor amendments to the items, every effort was made to 
ensure the original meaning of the item was retained. In some cases, items were 
removed as they were not able to be modified in order to make them relevant to the 
present research whilst retaining their original meaning. Further, additional items 
were included where existing scales did not appear to fully capture the construct. 
The brand love construct had not previously been operationalised in the sport 
context and prior work predominantly excluded any early exploratory work necessary 
to understand the concept (Batra et al., 2012). Therefore, the present study sought 
to develop a scale by which to measure the brand love construct and employed 
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Churchill’s (1979) procedure for scale and construct development. Churchill’s (1979)
study recommends a multi-level procedure for developing and refining constructs 
where it is pertinent to identify respondent’s understanding of the construct within the 
context it is being measured. A sample of items was generated to represent the 
construct based on a review of the literature and the in-depth qualitative interviews 
with AFL consumers (Study 1). Subsequently, the brand love construct was edited 
based on exploratory group interviews (Study 2), an academic panel, and two online 
surveys (Study 3 & Study 4) to pre-test and refine the scale. Construct purification 
was performed through exploratory factor analysis, normality, validity, and reliability 
testing, and a confirmatory factor analysis of the construct following the pilot studies 
(Study 3 & Study 4) and the main data collection, Study 5. During the scale 
purification process, specific attention was paid to ensure that items which were 
deemed important based on prior literature and the results of the qualitative phase
were not deleted (Smith, 1999). The following sections provide detailed discussion of 
the operationalisation of the key constructs. 
5.3 Brand Love
Brand love is in its infancy and has received limited academic attention since 
emerging from the psychology literature into the marketing and consumer behaviour 
domain. With a handful of conceptual studies (e.g., Shimp & Madden, 1988) and 
empirical studies (Ahuvia, 2005; Batra et al., 2011; Bergkvist & Bech-Larsen, 2010; 
Carroll & Ahuvia, 2006; Whang et al., 2004) brand love has yet to be explored in the 
context of sport, or a sport team. Therefore, based on a review of the literature and 
exploratory in-depth interviews (Study 1) and group interviews (Study 2), new 
measures were developed for brand love appropriate to the sport context. For the 
questionnaire, respondents were asked to indicate the extent to which each 
statement represented the way they felt about their favourite AFL team, where Table
23 shows the final items employed to measure brand love of a sport team. The items 
were measured on a 7-point Likert scale anchored from not at all (1) to to a very 
great extent (7) or; clearly does not describe my feelings (1) to clearly describes my 
feelings (7).
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Table 23 - Measures for Brand Love
Construct New Measures Used in this Study (5) Items
Commitment I feel allegiance towards my team.
I believe I am committed to my team.
I am dedicated to my team.
I consider myself devoted to my team.
I would consider myself to be obsessed by my team.
When I think of being a supporter of my team, I am proud.
13_2
13_5
13_7
13_10
14_4
14_7
Intimacy I always feel admiration for my team.
I cherish my team.
There is a close connection between me and my team.
When I think about my team, I am nostalgic.
13_1 
13_4
13_6
14_3
Passion Just thinking about my team delights me.
I feel desire for my team.
I get a great sense of enjoyment from my team.
I feel enthusiastic about my team.
Sometimes just seeing my team can be very exciting for me.
I cannot imagine any other team making me as happy as my team does.
When thinking about my team I am hopeful.
I am passionate about my team.
I take a real pleasure in my team.
13_8
13_9
13_12
13_13
13_14
14_1
14_2
14_5
14_6
Anger I can feel anger towards my team.
I can be disappointed by my team.
When watching or listening to a game I can feel frustrated by my team.
13_3
13_11
13_15
The evolution of the scale for brand love is shown in Table 24 (p. 181), where 
a review of the literature and results from Study 1 elicited 66 items/words to be 
explored further. These items were discussed and refined during Study 2, with some 
items considered antecedents to love towards a sport team or words that were 
simply not strong enough to represent the emotion of love, such as liking, care, and 
contentment. The final terms were developed into sentences to represent the 
sentiment of the words in-line with the way in which the terms were used by 
respondents in Studies 1 and 2. Study 3, subsequently included an online panel of 
respondents in addition to an academic panel of experts that critiqued the items. It is 
through this process that items were refined to remove ambiguity and ensure 
consistent meaning for all respondents. For example, item 13_15 relating to 
frustration evolved from “I feel frustrated by my team” (Study 3) that indicates the 
consumer is consistently frustrated by the team to “When watching or listening to a 
game I feel frustrated by my team” (Study 4). Although the item used in Study 4 was 
more consistent with respondents discussion of frustration, further refinement to the 
item was made based on feedback suggesting that consumers sometimes feel 
frustrated by their team, but not always. Therefore, the final wording of item 13_15 is 
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“When watching or listening to a game I can feel frustrated by my team”. This 
process was applied to each item and consideration was 
Adjustments were once again made and the scale re-tested in a second
online pilot study (Study 4) in order to review the items and ensure each item loaded 
onto the intended factor prior to conducting the main study (Study 5), again using an 
online panel.
5.3.1 Structure of the Brand Love construct
In developing a new scale by which to measure the brand love construct, it is 
important to give consideration to the structure and measurement approach. 
Considering the results from Study 1 and 2, the brand love construct is 
conceptualised and reflected by commitment, intimacy, passion, and anger. This 
conceptualisation has specific implications for the measurement model of brand love.
The specification of the measurement model is primarily a conceptual choice that is 
theoretically driven and related to the conceptualisation (Diamantopoulos & Siguaw, 
2006). As part of the model specification, it must be determined if the brand love 
construct is to be modelled as a reflective or formative construct (Jarvis, Mackenzie, 
Podsakoff, Mick, & Bearden, 2003). Formative measurement theory assumes that 
the measured variables (or indicators) are the defining characteristics of the 
construct (Hair et al., 2006). Therefore, the indicators cause the construct, much like 
being wealthy and educated (both observed variables) improves socio-economic 
status (latent variable). In this way, the arrows are drawn in the measurement model 
from the measured variables to the latent construct indicating that the indicators form 
the construct (Diamantopoulos & Siguaw, 2006; Hair et al., 2006). A formative model 
also assumes that the measures are uncorrelated (no implied internal consistency) 
(Jarvis et al., 2003). By contrast, reflective measurement theory states that the latent 
construct causes the measured variables where “reflective indicators can be viewed 
as a sample of all possible items available within the conceptual domain of the 
construct” (Hair et al., 2006, p. 787). Therefore, in a reflective measurement model 
the arrows are drawn from the latent construct to the measured variables indicating 
that the latent constructs gives rise to its indicators. 
The definition for the brand love construct, as indicated above, suggests a 
multi-dimensional construct. Law, Wong, and Mobley (1998) argue that it is important 
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to specify the relationship between a multi-dimensional construct and it’s 
dimensions. Furthermore, Jarvis et al. (2003) and Diamantopoulos (2010) contend 
that incorrect specification of a construct results in a Type I or II error that directly 
affects the modelling structural relationships and in this way, future conclusions 
drawn from the model can be fundamentally altered. Jarvis et al. (2003) outlines four 
decision rules for determining if a construct is reflective or formative. The application 
of these rules in the present study support the decision that each of the brand love 
dimensions should be modelled reflectively. In applying each of Jarvis et al.’s (2003)
decision rules, it is firstly argued that causality runs from the unobserved variables 
(dimensions) to each measured variable (item). Specifically, the dimensions of 
commitment, intimacy, passion, and anger manifest themselves in the items they are 
measured by. Secondly, each dimension was measured by a number of items, 
where these items, although slightly different, represent a common theme. Two 
items from the dimension passion provide an illustrative example: “I get a great 
sense of enjoyment from my team”; and “sometimes just seeing my team can be 
very exciting for me.” In this way, the items are highly interchangeable and dropping 
one indicator would not alter the inherent meaning or conceptual domain of the 
dimension (Jarvis et al., 2003).
The third decision rule according to Jarvis et al. (2003) states that items are 
expected to be related and co-vary with each other. Considering the dimension of 
intimacy as an example, if a consumer was to feel a close connection with their 
favourite AFL team, it would be expected that feeling nostalgic when thinking about 
the team, having admiration for the team and cherishing the team would all exhibit 
higher scores. Conversely, if a consumer did not feel a close connection to their 
favourite AFL team, it would be expected the consumer would exhibit low scores on 
the remaining items. Finally, the fourth decision rule dictates that each dimension 
has the same antecedents and consequences. For example, it can be argued that a 
consumer that feels connected to their team, is passionate about their team, can feel 
anger and frustration towards the team, and feels they have an intimate relationship 
with the team are more inclined to watch games including their team (live and on 
TV), consumer information about their team in various media channels and speak 
positively to others about their team. In summary, through an extensive review of 
Jarvis et al.’s (2003) decision rules support the specification of brand love as a multi-
dimensional construct with four first order reflective dimensions.
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Table 24 - Evolution of Brand Love Scale from Study 1 to Study 4 
Construct
Study 1 & 
Study 2: 
Qualitative 
Research
Study 3:
Panel Pilot Study
Study 4:
2nd Pilot Study
Commitment Allegiance I feel allegiance towards my team. I feel allegiance towards my team.
Commitment I am committed to my team. I believe I am committed to my team.
Dedicated I am dedicated to my team. I am dedicated to my team.
Devoted I am devoted to my team. I consider myself devoted to my team.
Enduring ** Excluded from study – not an emotion/feeling
Exclusivity ** Excluded from study – not an emotion/feeling
Obsession I am obsessed about my team. I would consider myself to be obsessed by my team.
Proud I feel proud to support my team. When I think of being a supporter of my team I am proud.
Intimacy Admiration I admire my team. I always feel admiration for my team.
Cherished I cherish my team. I cherish my team.
Connection I feel a connection to my team. There is a close connection between me and my team.
Dream ** Excluded from study – not an emotion/feeling
Memories ** Excluded from study – not an emotion/feeling
Nostalgia I feel a sense of nostalgia towards my team. When I think about my team I am nostalgic.
Passion Desire I feel desire for my team. I feel desire for my team.
Enjoyment I feel enjoyment towards my team. I get a great sense of enjoyment from my team.
Enthusiasm I feel enthusiastic about my team. I feel enthusiastic about my team.
Excitement I am excited by my team. Sometimes just seeing my team can be very exciting for me.
Happiness I feel happiness towards my team. I cannot imagine any other team making me as happy as my team does.
Hope I feel hope for my team. When thinking about my team I am hopeful.
Passion I am passionate about my team. I am passionate about my team.
Pleasure My team brings me great pleasure. I take a real pleasure in my team.
Delight I feel delighted by my team. Just thinking about my team delights me.
Anger Anger I feel anger towards my team. I feel anger towards my team.
Disappointment I feel disappointed by my team. I can be disappointed by my team.
Frustration I feel frustrated by my team. When watching or listening to a game I feel frustrated by my team.
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5.4 Loyalty
The approach to measuring loyalty has received extensive attention in the 
literature yet a consensus as to the components to be included is lacking (Kapil & 
Kapil, 2010). This lack of consensus is attributed to the idea that loyalty is the 
culmination of both behaviour and attitude towards a brand or product (Dick & Basu, 
1994; Oliver, 1999) and in some instances WOM has also been shown to be a 
component of loyalty (Sirdeshmukh et al., 2002). Whilst limited empirical studies 
have measured loyalty as a two dimensional construct including both behaviour and 
attitude, many studies acknowledge the benefit and transparency of a multi-
dimensional construct for loyalty (e.g., Day, 1969; Dick & Basu, 1994). Although 
loyalty was measured by Sirdeshmukh et al. (2002) as a unidimensional construct 
consisting of four items, the authors successfully combined behaviour, attitude, and 
WOM to measure loyalty demonstrating the combined relationship of these 
dimensions. This study presents an important step in the operationalisation of loyalty 
and further highlights a gap in the literature, where loyalty has yet to be measured as 
a multi-dimensional construct consisting of behavioural loyalty, attitudinal loyalty, and 
WOM.
Behavioural loyalty, within the context of sport, consists of attending games, 
watching games on TV, purchasing merchandise, and consuming the team or clubs 
related media (Bauer et al., 2008; Gladden & Funk, 2002) which is beyond mere 
purchase loyalty (Chaudhuri & Holbrook, 2001). Therefore, six items were adopted 
from Bauer et al. (2008) to measure behavioural loyalty. Participants were asked the 
extent to which the statements reflected their affiliation (relationship) with their 
favourite AFL team. The items were measured on a 7-point Likert scale anchored 
from strongly disagree (1) to strongly agree (7).
Attitudinal loyalty refers to the attitude towards a brand or team where people 
who “hold more favourable attitudes towards a brand (in this case a team) it will lead 
to regular and/or increased consumption” (Gladden & Funk, 2001, p. 76). Thus, four 
items were adopted from Gladden and Funk’s (2001) research to measure attitudinal 
loyalty. Items were measured on a 7-point Likert scale anchored from strongly 
disagree (1) to strongly agree (7).
WOM is communication between two or more people regarding a service, 
product, or brand and can be either positive or negative and is often referred to as 
free advertising (Buttle, 1998). Four items were adopted from Broadbent (2008) as 
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modified from the work of Price and Arnould (1999) and James (2006). The items 
were measured on a 7-point Likert scale anchored from strongly disagree (1) to 
strongly agree (7).
Table 25 - Measures for Loyalty
Construct Measures Used in this Study Items
Behavioural
Loyalty
(Bauer et al., 2008)
I have often attended games of [Team] live in the stadium.
I have watched games of [Team] on TV.
I have often followed reports about [Team]'s players, coaches, 
managers etc. in the media.
I have purchased a lot of club-related merchandise.
I often wore the clothes and/or logo of [Team].
I have often participated in discussions about [Team]. 
12_1
12_2
12_3
12_4
12_5
12_6
Attitudinal Loyalty
(Gladden & Funk, 2001)
I would be willing to defend [Team] publicly, even if it caused 
controversy.
I could never change my affiliation from [Team] to another 
professional team.
I consider myself a committed fan of [Team].
I would watch [Team] regardless of which team they were playing 
against at the time.
12_7
12_8
12_9
12_10
Word-of-Mouth
(Broadbent, 2008; 
James, 2006; Price & 
Arnould, 1999)
I speak favourably of [Team] to others.
I encourage others to attend [Team] games.
I encourage others to support [Team].
I encourage others to watch [Team] games.
12_11
12_12
12_13
12_14
5.5 Brand Personality
Brand personality has received considerable attention in the marketing 
literature, whereby Aaker’s (1997) scale is the most widely adopted measurement 
tool employed. Brand personality has predominantly been operationalised with 
respect to either human characteristics, personality traits or personality 
characteristics (Aaker, 1997; Lau & Phau, 2007). Arora and Stoner (2009) examined 
Aaker’s (1997) personality scale for generalisability and found that the five major 
dimensions of sincerity, excitement, competence, sophistication, and ruggedness 
were present across the two retail stores and two athletic brands tested. Further Lau 
and Phau (2007) demonstrated that Aaker’s (1997) personality scale is also 
applicable within the automotive context. 
Within the sport context Smith et al. (2006) examined the brand personality of 
a non-profit sport organisation and found only a tenuous link with ruggedness as 
compared with the other four factors. Researchers acknowledge the varying strength 
of the dimensions across organisations as not all personality characteristics are 
applicable to all organisations (Arora & Stoner, 2009; Lau & Phau, 2007; Patel, 
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2010) and the results overall demonstrate the strength of the scale. Therefore, the 
present study will adopt Aaker’s (1997) measurement scale for brand personality. 
Participants were asked the extent to which each personality trait describes their 
favourite AFL team. The items were measured on a 7-point Likert scale anchored 
from strongly disagree (1) to strongly agree (7).
Table 26 - Measures for Brand Personality
Construct Measures Used in this Study Items
Sincerity
(Aaker, 1997)
Down-to-earth
Honest
Wholesome
Cheerful
11_1
11_2
11_3
11_4
Excitement
(Aaker, 1997)
Daring
Spirited
Imaginative
Up-to-date
11_5
11_6
11_7
11_8
Competence
(Aaker, 1997)
Reliable
Intelligent
Successful
11_9
11_10
11_11
Sophistication
(Aaker, 1997)
Upper Class
Charming
11_12
11_13
Ruggedness
(Aaker, 1997)
Outdoorsy
Tough
11_14
11_15
5.6 Sport Brand Associations
Sport brand associations have been identified to predict loyalty of sports fans 
overall (Gladden & Funk, 2004). However, identification of the sport brand 
associations that most strongly predict behavioural loyalty and attitudinal loyalty in 
the broad spectrum of sport fan types (from casual to fanatical) is unknown. Gladden 
and Funk (2004) identified eight sport brand associations which predict loyalty, of 
which three sport brand associations were found to be significant predictors of loyalty 
(tradition, product delivery, and star player). Winning was determined to not be a 
predictor of loyalty at all and the remaining four sport brand associations
(identification, nostalgia, peer group acceptance, and escape) were found to be 
predictive but non-significant. Although the current research is not exploring the 
direct relationship between sport brand associations and loyalty, there is an indirect 
relationship, via brand personality and brand love. Therefore, it is important to 
ensure the sport brand associations included in the study represent those that 
ultimately impact loyalty. The sport brand associations can be grouped into related 
constructs such as benefits (escape, knowledge of the sport, nostalgia) and 
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attributes (tradition, family history, club colours, product delivery, rivalry), (Filo et al., 
2008; Gladden & Funk, 2002, 2004; Heere & James, 2007; Ross et al., 2006). The 
items for sport brand associations for the present study were adapted from a number 
of existing studies, specifically Filo et al. (2008), Gladden and Funk (2002), and Ross 
et al. (2006). Respondents were asked to indicate the extent to which they agreed 
with the statements in Table 27. The items were measured on a 7-point Likert scale 
anchored from strongly disagree (1) to strongly agree (7).
Table 27 - Measures for Sport Brand Associations
Construct Original Measure Measures Used in this Study Items
Benefits
Escape
(Filo et al., 
2008; Gladden 
& Funk, 2002)
Watching/driving/eating, reading and 
talking about Brand X provides a 
temporary escape from life’s problems.
Watching/driving/eating, reading and 
talking about Brand X helps me forget 
my day-to-day problems.
Watching/driving/eating, reading and 
talking about Brand X takes me away 
from life’s hassles.
Watching, reading, and talking about 
[Team] provides a temporary escape 
from life’s problems.
Watching, reading, and talking about 
[Team] helps me to forget my day-to-
day problems.
Watching, reading, and talking about 
[Team] takes me away from life's 
hassles.
9_1
9_2
9_3
Knowledge
(Gladden & 
Funk, 2002)
I possess a great deal of knowledge 
about my favourite team. 
If I were to list everything I knew about 
my favourite team, the list would be 
quite long.
Compared to other sport teams, I 
consider myself an expert about my
favourite team.
I possess a great deal of knowledge 
about [Team].
If I were to list everything I knew about 
[Team], the list would be quite long.
Compared to other sport teams, I 
consider myself an expert on [Team].
9_4
9_5
9_6
Peer Group 
Acceptance
(Gladden & 
Funk, 2002)
I began following my favourite team 
because of my friends.
It is important to follow the same team 
as my friends. 
I follow my favourite team because my 
friends like the same team. 
I began following [Team] because of 
my friends.
It is important to follow the same AFL 
team as my friends.
I follow [Team] because my friends like 
the same team.
9_17
9_18
10_1
This construct was deleted after pre-testing
Family 
Acceptance
(Gladden & 
Funk, 2002)
I began following my favourite team 
because of my friends.
It is important to follow the same team 
as my friends. 
I follow my favourite team because my 
friends like the same team. 
I began following [Team] because of 
my family.
It is important to follow the same team 
as my family.
I follow [Team] because my family like 
the same team.
10_2
10_3
10_4
This construct was deleted after pre-testing
Nostalgia
(Filo et al., 
2008; Gladden 
& Funk, 2002)
Thinking of my favourite team brings 
back good memories. 
I have fond memories of following my 
favourite team.
I have fond memories of following my 
favourite team with friends and/or 
family members.
Thinking about [Team] brings back 
good memories.
I have fond memories of following 
[Team].
I have fond memories of following 
[Team] with friends and/or family 
members.
10_5
10_6
10_7
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Construct Original Measure Measures Used in this Study Items
Team Success
(Ross et al., 
2006)
(Gladden & 
Funk, 2002)
A winning team.
Quality players.
A great team.
I do not care whether my favourite 
team wins or loses.
It is very important that my favourite 
team reach post-season.
It is very important that my favourite 
team competes for league 
championships.
[Team] is a winning team.
[Team] has quality players.
[Team] is a great team.
I do not care whether [Team] wins or 
loses.
It is very important to me that [Team] 
reaches the finals.
Incorporated into item 10_12
10_8
10_9
10_10
10_11
10_12
Attributes
Brand Mark
(Gladden & 
Funk, 2002; 
Ross et al., 
2006)
No original measure.
The team’s logo.
The team’s colours.
My favourite team’s uniforms are 
attractive. 
An important aspect of my team is the 
team's theme song.
An important aspect of my team is the 
team's logo.
An important aspect of my team is the 
team’s colours.
An important aspect of my team is the 
team's uniform.
9_7
9_8
9_9
9_10
Rivalry
(Ross et al., 
2006)
Beating the team’s main rival.
The team’s biggest opponent.
The team’s conference. 
An important aspect of my team is 
beating the team's main rival.
An important aspect of my team is the 
team's biggest opponent.
An important aspect of my team is 
making it to the finals series.
9_11
9_12
9_13
Tradition
(Gladden & 
Funk, 2002)
My favourite team has a history of 
winning.
My favourite team has a rich history. 
My favourite team has no history.
[Team] has a history of winning.
[Team] has a rich history.
[Team] has no history.
9_14
9_15
9_16
Product 
Delivery
(Gladden & 
Funk, 2002)
My favourite team’s games are 
exciting.
My favourite team’s games are 
entertaining.
My favourite team’s games are 
enjoyable.
[Team] 's games are exciting.
[Team]'s games are entertaining.
[Team]'s games are enjoyable.
10_13
10_14
10_15
5.7 Summary
This section of Chapter Five discussed the operationalisation of the key 
constructs. The prior chapters introduced the conceptual framework, hypotheses, 
research method, research design, and results and discussion of the qualitative data 
collection phase (Study 1 and Study 2). The literature and results from the qualitative 
phase were employed to develop the measures and scales presented for each 
construct. Following on from this, Section II of this chapter will discuss the reliability 
and validity of the measures for each of the key constructs. 
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SECTION II: RELIABILITY & VALIDITY
5.8 Introduction
This section of the chapter will provide an analysis of the reliability and validity 
of the constructs measured. In Study 3, the items for brand love were generated 
through an extensive review of the literature, expert academic panel and an online 
panel study. The results from Study 3 were used to refine and develop the 
measurement scale for brand love employed in the subsequent studies. Study 4 
utilises the developed measure for brand love in a consumer study. Beyond brand 
love, Study 4 investigates the antecedents and outcomes of brand love as identified 
through a review of the literature. This section of Chapter Five will discuss the 
univariate and multivariate normality, reliability, and validity of the constructs 
measured in Study 4. Measurement reliability is investigated using coefficient alpha, 
exploratory factor analysis (EFA) and confirmatory factor analysis (CFA). Convergent 
validity is tested using confirmatory factor analysis to assess the psychometric 
characteristics of the constructs. Finally, this chapter concludes with a discussion of 
discriminant validity.
5.9 Data Screening: Missing Values, Normality, and Linearity 
There were no missing values in Study 4. Fifty-five potential respondents 
begun the survey yet failed to complete it, and therefore were removed from the final 
data set. Study 4 was an online survey and did not allow respondents to continue if 
an answer was missing, consequently there was no missing data to replace once the 
incomplete responses were removed. 
The multivariate technique of structural equation modeling (SEM) was used to 
examine the numerous independent and dependent variables at the same time. 
Further, SEM allows for the inclusion of unobserved or latent variables to be 
explored. Much like any other estimation technique, SEM assumes multivariate 
normality (Tabachnick & Fidell, 2007), that is the data set is normally distributed. In 
order to achieve normality the data was screened for outliers, and skewness and 
kurtosis was assessed to ensure all variables were normally distributed. Normality 
refers “to the shape of the data distribution for an individual metric variable and its 
correspondence to the normal distribution” (Hair et al., 2006, p. 79). A large variation 
from the normal distribution can jeopardise any subsequent statistical tests. 
187 | P a g e
Normality is statistically measured using skewness and kurtosis. Skewness 
measures the symmetry of a distribution compared with normal distribution whilst 
kurtosis is a “measure of the peakedness or flatness of a distribution when compared 
with a normal distribution” (Hair et al., 2006, p. 39). The skewness and kurtosis 
values need to be as close to zero as possible (Hair et al., 2006). A value +/-1 is 
considered very good and +/-2 is also accepted as only mildly non-normal,
particularly where large sample sizes can mitigate the skewness or kurtosis (Coakes 
& Steed, 2009); values outside this range are considered non-normal. The 
descriptive statistics for each item in the constructs is shown in Appendix IX which 
includes the skewness and kurtosis for each variable. Collectively the variables 
mostly reflect normality based on skewness and kurtosis, however there is potential 
to improve this where a number of variables that did not satisfy the normality testing. 
Hair et al. (2006) suggest data transformation as a remedy for nonnormality in order 
to improve the skewness and kurtosis, and therefore normality, of the variable. Thus, 
13 variables were transformed to remedy the nonnormality and as shown in Table 2 
(Appendix IX). Following data transformation, each item fell within the normal range 
although the variables should be viewed with caution during the analysis stage.
All the constructs were also assessed for the presence of outliers. Outliers are 
defined as “an observation that is substantially different from the other observations 
(i.e., an extreme value) on one of more characteristics (variables)” (Hair et al., 2006, 
p. 40). Whilst there is no one definition of an extreme value, it is commonly accepted 
that an extreme value is a score greater than three standard deviations away from 
the mean (Kline, 2011). Thus, outliers were initially identified using SPSS (Version 
20) and boxplots where each construct was analysed visually for cases with a 
standard deviation greater than three. Beyond this, another method for identifying 
outliers is based on Mahalanobis distance (D) statistic that “indicates the distance in 
standard deviation units between a set of scores (vector) for an individual case and 
the sample means for all variables (centroid), correcting for intercorrelations” (Kline, 
2011, p. 54). Through the application of these analysis techniques, seven cases 
were identified as outliers (multivariate) and subsequently deleted from the Study 4 
data set in order to ensure all the variables were related in a linear fashion. The final 
data set consisted of 153 usable cases.
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5.10 Reliability
Reliability testing measures the extent to which items are free from bias or 
error and therefore provides an indication of the stability and consistency of a 
construct (Cavana et al., 2001). According to Churchill’s (1979) paradigm, it is 
important to establish the reliability of constructs measured, where this analysis 
should be conducted prior to testing the hypothesised relationships. In addition, 
Churchill (1979) determined that a measure was reliable “to the extent that 
independent but comparable measures of the same trait or construct of a given 
object agree” (p. 65). That is, reliability identifies if a measurement instrument 
actually measures the construct intended to be measured.
One method for improving reliability is through the use of multiple item 
measures which reduce measurement error (Bagozzi & Yi, 1991; Churchill, 1979).
Churchill (1979) proposes that the use of multiple item measures improves reliability 
insofar as aggregating measurement errors. Additionally, it allows for differences 
among individuals to be captured and reliability increases concurrently as 
measurement error decreases with the increase in the number of aggregated items. 
One method for measuring the reliability of a construct is test-retest, where the 
consistency of a construct is measured for the same participant over a period of 
time. This method presents a number of problems, most notably the time elapsed 
between each test makes it difficult to employ (Malhotra, 2010). The alternative 
forms method also tests reliability whereby two equivalent versions of the same 
scale are developed (and administered) however is prohibitive due to costs involved 
to administer and the difficulty to develop two equivalent versions of the same scale 
(Malhotra, 2010). The most common form of scale reliability assessment is that of 
internal consistency, whereby the homogeneity of the items is measured to 
determine if all the items actually measure the same construct and are highly 
correlated (Churchill, 1979; Hair et al., 2006). The two internal consistency measures 
used for the present study to measure reliability are the reliability coefficient 
(Cronbach’s alpha) and exploratory factor analysis (EFA). Both tools were employed 
to purify the measures and determine their reliability.
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5.10.1 Coefficient Alpha
The coefficient alpha or Cronbach alpha measures the consistency of the 
items within a factor or scale. Cronbach’s (1951) coefficient alpha employs the split-
halves method to ascertain the degree of internal consistency of a multi-item scale. A 
high alpha score is indicative of a combination of items that adequately capture a 
construct and thus share the common core of that construct (Cronbach, 1951).
Nunnally and Bernstein (1994) contend that a Cronbach alpha between .50 and .60 
is acceptable, whilst de Vaus (1995) and Hair et al. (2006) argued that the alpha 
score be a minimum of .70. According to Churchill’s (1979) paradigm, items were 
deleted that did not exhibit a strong correlation with the other items and the construct 
overall in an attempt to improve the reliability of the construct. This method has been 
met with some criticism. In particular Smith (1999) questioned Churchill’s (1979) item 
purification techniques, whereby merely deleting items based on exploratory factor 
analysis in order to improve the Cronbach alpha of the construct, where this 
demonstrated little regard for the importance of the item to the construct being 
measured and thus impacted the integrity of the scale. To overcome Smiths’ (1999)
concerns regarding the scale purification technique, care was taken in the current 
study in all decisions to delete items from the constructs to ensure the true meaning 
of the construct was retained and the integrity of the scale remained intact. It should 
be noted that as each construct is reflective the items, whilst representing a common 
theme, are essentially interchangeable and removing one item would not change the 
inherent meaning of the construct (Jarvis et al., 2003). Using this approach, 
acceptable Cronbach alphas were obtained for all measures, indicating that the 
items adequately captured the key constructs. The results of the analysis are 
displayed in the factor analysis and reliability tables (Table 28 to Table 34) including 
the Cronbach alpha scores for each construct. Alpha scores ranged from .701 to 
.958, with majority of constructs reaching .80 or better. 
5.10.2 Exploratory Factor Analysis
According to Hair et al. (2006, p. 104) “factor analysis is an interdependence 
technique” with an aim of identifying the underlying structure connecting the items 
being analysed. Factor analysis techniques can be either exploratory or confirmatory 
in nature and considerable debate exists in the literature regarding the appropriate 
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use of each technique. Hurley, Scandura, Schriesheim, Brannick, Anson, 
Vandenberg and Williams (1997) presented a debate on the rationale for exploratory 
and confirmatory factor analysis techniques, finding the appropriateness of each 
technique to be dependent on the context of the study and suggesting each data set 
and research question should use only one of the factor analysis techniques. 
Conversely, Nunnally and Bernstein (1994) argued that whilst exploratory factor 
analysis (EFA) is less theoretically demanding than confirmatory factor analysis 
(CFA) it is only through employing both techniques that allows the researcher to 
consider the relationship between the theory and the data. Hair et al. (2006) also 
asserts that EFA is an appropriate technique for exploring the data where every
factor is related to each other, conversely CFA requires prior knowledge of the 
factors and the relevant variables in order to conduct the test. The current research 
presented a conceptual model in Chapter Two and Three, and identified the items to 
measure each construct, as discussed earlier in this chapter, which was guided by 
theoretical rationale. Therefore, EFA was used to explore the data and examine the 
dimensionality of the constructs and CFA was subsequently employed to provide 
both additional support and demonstrate discriminant validity. 
The primary purpose of an EFA is to explore the structure of the variables 
within a construct and the extent to which they relate to each other (Hair et al., 
2006). The initial factor matrix is an output from an EFA and provides an indication of 
the relationship between individual items and factors, however can prove difficult to 
interpret (Malhotra, 2010). Malhotra (2010) and Hair et al. (2006) alike suggest factor 
rotation to transform the matrix into a format that is easier to interpret. There are two 
types of rotation; orthogonal rotation and oblique rotation. Orthogonal rotation is 
historically the most common type of rotation, specifically the varimax method 
(Churchill & Iacobucci, 2004). Orthogonal rotation maintains 90 degree angles on the 
axes during rotation and essentially assumes all factors are uncorrelated (Malhotra, 
2010). Conversely, oblique rotation does not maintain the axes at right angles and 
assumes all factors are correlated. Malhotra (2010) asserts when the factors within a 
construct are likely to be strongly correlated, such as the case for reflective 
constructs, oblique rotation is recommended. In addition, Costello and Osborne 
(2005) argue valuable information can be lost if the factors are correlated and an 
orthogonal rotation method is employed. Further, “if the factors are truly 
uncorrelated, orthogonal and oblique rotation produce nearly identical results”
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(Costello & Osborne, 2005, p. 3). Thus, the EFA for the present research employed 
an oblique rotation method, specifically oblimin.
The method used to extract the factors from the data was maximum likelihood 
estimation (MLE). This method is commonly employed for structural equation 
modeling (SEM) estimation procedures and recommended where the data is 
normally distributed (Costello & Osborne, 2005). Factor analysis also provides two 
tests which serve to identify violations of assumptions: Kaiser-Meyer-Olkin (KMO) 
and Bartlett’s test of sphericity. Sampling adequacy is determined by the KMO index 
which compares the size of the partial correlated coefficients and the observed 
correlation coefficients, where a figure between .5 and 1 assumes factorability 
(Malhotra, 2010). All the KMO measures were greater than the minimum of .5; with 
the majority of index scores ranging from .7 (middling) to .9 (meritorious) with the 
highest KMO of .942 (marvellous) (Coakes & Steed, 2009). Bartlett’s test of 
sphericity is also a useful test to measure factorability and was “used to examine the 
hypothesis that the variables are uncorrelated in the population” (Malhotra, 2010, p. 
606). Factorability is assumed when Bartlett’s test statistic is large and significant. In 
all instances Bartlett’s statistic was large and significant, indicating there were no 
violations of assumptions and therefore factorability can be assumed. The complete 
results of the EFA are depicted in Table 28 to Table 34 and suggest that the results 
are consistent with theory, where applicable, and support the additional qualitative 
insights in the case of brand love. Overall the results from the EFA and reliability 
testing were successful in determining the data is reliable. Therefore, the EFA has 
provided a basis for conducting the CFA for each construct. The EFA results indicate 
that four factors overall should be eliminated due to low loading onto the construct 
(below .400):
• Sophistication (brand personality)
• Peer group acceptance (benefits)
• Family acceptance (benefits)
• Tradition (attributes)
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Table 28 - Factor Analysis and Reliability Statistics for Brand Love
Construct Items Factor1
Factor
2
Factor
3
Factor
4 Tests
Brand Love KMO = .940
Bartlett = 3536.785
Significance = .000
Passion 13_12
13_14
13_13
14_2
13_8
14_6
14_1
13_9
14_5
14_7
.933
.886
.870
.862
.826
.803
.757
.701
.678
.479
Cronbach Alpha = .958
CR = .866
Commitment 13_5
13_7
13_10
13_2
14_4
-.975
-.936
-.812
-.696
-.603
Cronbach Alpha = .948
CR = .933
Anger 13_15
13_11
13_3
.923
.762
.735
Cronbach Alpha = .844
CR = .827
Intimacy 14_3
13_6
13_4
13_1
.868
.798
.669
.665
Cronbach Alpha = .892
CR = .834
Note: loadings less than .30 were suppressed
Table 29 - Factor Analysis and Reliability Statistics for Behavioural Loyalty
Construct Items Factor1 Tests
Behavioural 
Loyalty
12_5
12_4
12_6
12_1
.875
.818
.535
.532
KMO = .725
Bartlett = 196.346
Significance = .000
Cronbach Alpha = .764
CR = .699
Table 30 - Factor Analysis and Reliability Statistics for Attitudinal Loyalty
Construct Items Factor1 Tests
Attitudinal 
Loyalty
12_9
12_8
12_10
12_7
.934
.767
.597
.488
KMO = .717
Bartlett = 205.293
Significance = .000
Cronbach Alpha = .804
CR = .792
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Table 31 - Factor Analysis and Reliability Statistics for Word-of-Mouth
Construct Items Factor1 Tests
Word-of-Mouth 12_14
12_12
12_13
12_11
.933
.906
.888
.504
KMO = .806
Bartlett = 424.704
Significance = .000
Cronbach Alpha = .934
CR = .836
Table 32 - Factor Analysis and Reliability Statistics for Brand Personality
Construct Items Factor1
Factor
2
Factor
3 Tests
Brand 
Personality
KMO = .845
Bartlett = 870.085
Significance = .001
Ruggedness 11_15
11_14
11_6
11_5
.864
.624
.536
.441
Cronbach Alpha = .756
CR = .748
Sincerity 11_2
11_3
11_1
-.927
-.837
-.692
Cronbach Alpha = .866
CR = .850
Excitement / 
Competence
11_8
11_7
11_9
11_11
-.887
-.726
-.635
-.495
Cronbach Alpha = .840
CR = .785
Sophistication 11_12
11_13
Factor eliminated
Table 33 - Factor Analysis and Reliability Statistics for Benefits
Construct Items Factor1
Factor
2
Factor
3
Factor
4 Tests
Benefits KMO = .82
Bartlett = 1428.566
Significance = .085
Knowledge 9_4
9_5
9_6
.987
.925
.790
Cronbach Alpha = .941
CR = .926
Escape 9_2
9_3
9_1
.962
.954
.861
Cronbach Alpha = .950
CR = .933
Team Success 10_9
10_8
10_10
.832
.813
.796
Cronbach Alpha = .860
CR = .843
Nostalgia 10_6
10_5
10_7
-.888
-.708
-.537
Cronbach Alpha = .739
CR = .781
Peer Group 
Acceptance
9_17
9_18
10_1
Factor eliminated
Family Acceptance 10_2
10_3
10_4
Factor eliminated
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Table 34 - Factor Analysis and Reliability Statistics for Attributes
Construct Items Factor1
Factor
2
Factor
3 Tests
Attributes KMO = .788
Bartlett = 889.034
Significance = .073
Product Delivery 10_14
10_13
10_15
.959
.911
.856
Cronbach Alpha = .932
CR = .909
Brand Mark 9_9
9_8
9_10
9_7
.903
.841
.784
.689
Cronbach Alpha = .870
CR = .816
Rivalry 9_11
9_12
9_13
.865
.800
.396
Cronbach Alpha = .701
CR = .743
Tradition 9_14
9_15
9_16
Factor eliminated
5.11 Validity
Validity is defined as ‘the extent to which a scale or set of measures 
accurately represents the concept of interest’ (Hair et al., 2006, p. 137). Scale 
validity is assessed in terms of correlations with other like scales to ensure that the 
scale is sufficiently different from other related scales and thereby infer the scale 
measures what is intended (Hair et al., 2006; Malhotra, 2010). Three forms of validity 
can be assessed, namely, content validity, construct validity, and criterion validity 
(Hair et al., 2006).
5.11.1 Content Validity
Content validity, also known as face validity, “is a subjective but systematic 
evaluation of how well the content of a scale represents the measurement task at
hand” (Malhotra, 2010, p. 288). Whilst content validity and the assessment of it is 
subjective, Churchill and Iacobucci (2004) suggest a number of steps which can be 
undertaken by the researcher to develop content valid measures. Initially, the 
research should begin with a detailed review of the literature to determine the 
definition, composition, and use of each construct. The researcher should develop a 
conceptualisation for each construct, followed by the generation of a large set of 
items. Subsequently the items are refined to a smaller group of items to adequately 
measure the construct. As content validity is subjective in nature it could only be 
inferred in the present study. Therefore, in inferring content validity, the 
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questionnaire was developed through a synthesis of the literature, sets of items were 
also generated following in-depth interviews, group interviews, and pre-testing to 
further refine the items. Subsequently the questionnaire was evaluated by a panel of 
experts. Due to its subjectivity, validity cannot be determined by content validity 
alone and is therefore supplemented with additional tests. 
5.11.2 Construct Validity
According to Hair et al. (2006, p. 776) construct validity is “the extent to which 
a set of measured items actually reflects the theoretical latent construct those items 
are designed to measure.” As content validity is concerned with what construct or 
characteristic the instrument is in fact measuring it poses to be the most difficult form 
of validity to assess (Churchill & Iacobucci, 2004; Hair et al., 2006; Malhotra, 2010).
As such, construct validity is assessed in terms of convergent validity, discriminant 
validity, and nomological validity.
5.11.2.1 Convergent Validity
The premise of convergent validity is to assess the extent to which the items 
measure the same underlying construct (Churchill & Iacobucci, 2004). Convergent 
validity is best assessed using confirmatory factor analysis (CFA) through examining 
the factor loadings of each item onto the latent construct. The results from this 
analysis determine if the items are correlated with the other measures of the same 
construct where high correlations indicate the items are measuring the intended 
scale (Hair et al., 2006).
5.11.2.2 Measurement Models 
Whilst EFA is primarily concerned with exploring the structure of the variables 
within a construct and examining how these variables relate to each other, CFA 
provides confirmatory tests of the measurement theory rather than exploring it. The
researcher must specify the number of variables and factors that exist within a 
construct and which factor each variable is assigned to (Hair et al., 2006). Thus, CFA 
involves the creation of theoretically based measurement models (Hair et al., 2006).
In the current study, the measurement models were constructed in AMOS (Version 
20) for each of the main constructs to examine how well the model fits the data 
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collected. The measurement models are presented in Figure 6 to Figure 12, the 
latent variables are represented by ellipses, and observed variables are represented 
by rectangles. The latent variables and observed variables are connected by arrows, 
indicating the observed variable is theoretically ascribed to the construct. The 
standardised loading coefficients are represented by the factor loadings above the 
arrows. Linked to each item is the response error (e.g., e5) and represents the 
portion of the observed variable that does not measure the hypothesised variable 
and/or construct (shown above the arrow adjoining the variable and response error).
Convergent validity is determined by the factor loadings between the latent 
variable and the observed variable exceeding .50 and an acceptable overall fit of the 
model (Hair et al., 2006). An acceptable model fit is established using the goodness-
of-fit measures that indicate the degree to which the hypothesised model fits the data 
(Malhotra, 2010). The goodness-of-fit criterion to assist in determining the fit of the 
model are displayed in Table 35 (Hair et al., 2006). The absolute fit measures may 
measure either goodness-of-fit or badness-of-fit and provides a measure of how well 
the observed data fits the model provided (Hair et al., 2006). The indices are 
calculated by comparing the observed covariance matrix with the model implied 
covariance matrix. The incremental fit indices compare the model provided with a 
null model (that assumes all observed variables are uncorrelated). Finally, model 
parsimony indices compare an over-identified model with a restrictive model to 
ensure that an efficient number of estimated coefficients have been used to achieve 
a certain level of fit. Table 35 is a summary of the fit indices and the results are 
presented in Table 36 (page 204). The Alpha scores and final measures for each 
construct are detailed in Table 37 (page 206). 
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Table 35 - Factor Analysis and Reliability Statistics for Constructs
Goodness-of-fit Criterion Acceptable Level Interpretation
Absolute Fit Measures
F² Statistic Low F² value (relative to 
degrees of freedom) with 
significance level
>.05 significance reflects acceptable 
fit
Cmin/df Ratios of 2:1 or 3:1 Values close to 1 reflect good model 
fit; values <3 reflect acceptable fit
Goodness-of-fit (GFI) 0.90 or greater Value >0.90 reflects a good model fit
Adjusted GFI (AGFI) 0.90 or greater Value >0.90 reflects a good model fit
Root mean square error of 
approximations (RMSEA) (a 
badness-of-fit measure)
<.08
(high values indicate poor fit)
Value <.05 indicates a good model 
fit; value <.08 reflects reasonable fit
Incremental Fit Indices
Normed Fit Index (NFI) Value close to 1 Value >.90 reflects a good model fit
Comparative Fit Index (CFI) Value close to 1 Value >.90 reflects a good model fit
Tucker Lewis Index (TLI) Value close to 1 Value >.90 reflects a good model fit
Model Parsimony
Parsimonious Fit Index (Pclose) Value close to 1 Compares values in alternative 
models. Value >.90 reflects a good 
model fit
Hoelter (.01) Value close to 1 Values indicate the model is 
parsimonious to that sample
Adapted from Hair et al. (2006)
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Figure 6 - Measurement Model for Brand Love
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Figure 7 - Measurement Model for Behavioural Loyalty
Figure 8 - Measurement Model for Attitudinal Loyalty
Figure 9 - Measurement Model for Word-of-Mouth
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Figure 10 - Measurement Model for Brand Personality
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Figure 11 - Measurement Model for Benefits
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Figure 12 - Measurement Model for Attributes
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Table 36 - Confirmatory Factor Analysis Model Fit Comparisons
Construct F² DF p 
value
Cmin/ 
df
GFI AGFI RMSEA NFI CFI TLI Pclose Hoelter
Brand Love 150.588 109 .005 1.382 .901 .861 .050 .944 .984 .980 .480 238
Behavioural Loyalty .287 1 .592 .287 .999 .991 .000 .999 1.000 1.022 .657 18
Attitudinal Loyalty* 0 0 N/A N/A 1 1 N/A 1 1 1 N/A N/A
Word-of-mouth 2.342 2 .310 1.171 .992 .962 .034 .995 .999 .998 .437 598
Brand Personality 63.396 37 .004 1.713 .926 .868 .069 .929 .969 .953 .141 121
Benefits 56.652 46 .135 1.232 .942 .902 .039 .962 .992 .989 .688 120
Attributes 39.080 32 .182 1.221 .953 .918 .038 .957 .992 .988 .663 209
*Note: the construct only had three indicators resulting in insufficient degrees of freedom for the structural model and therefore the reliability statistics could 
not be calculated. 
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Confirmatory factor analysis (CFA) provides a useful tool by which to refine 
each construct. Therefore, the results from the CFA, in addition to the results from 
the EFA, assisted in identifying items with poor loadings or cross loadings that were 
subsequently deleted (Hair et al., 2006). In addition, each measurement model was 
monitored to ensure the deletion of low loading or cross loading items retained the 
meaning of the construct and that the overall fit of the model improved. The fit 
indices were calculated for each measurement model and presented in Table 36.
The results for the measurement models for behavioural loyalty, WOM, benefits and 
attributes indicate they meet the goodness-of-fit criterion for acceptable fit (Hair et 
al., 2006).
The measurement model for brand personality and brand love demonstrated 
an inadequate fit of the absolute fit measure AGFI. The AGFI attempts to adjust the 
GFI for the varying degrees of model complexity and it is argued that in this way, the 
AGFI penalises more complex models (Hair et al., 2006). Therefore, it could be 
argued that the multi-dimensional constructs of brand personality and brand love 
were penalised due to the complexity. Furthermore, given only one fit index indicated 
inadequate fit; the prior empirical support for the brand personality construct and the 
potential of variation across the spectrum of sport consumers and collection of AFL 
teams, there is an argument to retain all the brand personality items for the main 
study. The results for the new brand love construct indicate that the overall fit would 
improve with the removal of the dimension of anger. However, the dimension of 
anger was an emerging theme from the qualitative data collection where the results 
indicated that negative emotions formed part of the more fanatical consumer’s love 
towards their sport team, yet less so for casual consumers. In this way, consumer 
segmentation may provide some insight into the variations in the strength and 
appropriateness of anger, although was not conducted within Study 4 but will be 
explored in the main study (Study 5). Therefore, it is argued that there is merit in 
retaining the dimension of anger for the main study. To address the concern of 
inadequate fit, the three items for the dimension of anger were critically analysed and 
some minor adjustments were made to the wording. Specifically, item Q13_3 was 
changed from I feel anger towards my team to I can feel anger towards my team;
and Q13_15 was when watching or listening to a game I sometimes feel frustrated 
by my team became when watching or listening to a game I can sometimes feel 
frustrated by my team.
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Table 37 - Final Items and Reliability Statistics for Constructs
Construct Item ReliabilityĮ CR
Brand Love
Commitment I feel allegiance towards my team.
I believe I am committed to my team.
I am dedicated to my team.
I consider myself devoted to my team.
13_2
13_5
13_7
13_10
Į  CR=.96
Intimacy I always feel admiration for my team.
I cherish my team.
There is a close connection between me and my team.
When I think about my team, I am nostalgic.
13_1
13_4
13_6
14_3
Į  CR=.67
Passion I feel enthusiastic about my team.
Sometimes just seeing my team can be very exciting for me.
I cannot imagine any other team making me as happy as my 
team does.
When thinking about my team I am hopeful.
I am passionate about my team.
I take a real pleasure in my team.
13_13
13_14
14_1
14_2
14_5
14_6
Į 4 CR=.87
Anger I can feel anger towards my team.
I can be disappointed by my team.
When watching or listening to a game I can sometimes feel 
frustrated by my team.
13_3
13_11
13_15
Į  CR=.83
Behavioural Loyalty
I have often attended [Team] games live in the stadium.
I have purchased a lot of club-related merchandise.
I often wore the clothes and/or logo of [Team].
I have often participated in discussions about [Team].
12_1
12_4
12_5
12_6
Į  CR=.70
Word-of-mouth
I speak favourably of the [Team] to others.
I encourage others to attend [Team] games.
I encourage others to support [Team].
I encourage others to watch [Team] games.
12_11
12_12
12_13
12_14
Į 93 CR=.84
Attitudinal Loyalty
I could never change my affiliation from [Team] to another 
professional team.
I consider myself a committed fan of [Team].
I would watch [Team] regardless of which team they were 
playing against at the time.
12_8
12_9
12_10
Į  CR=.79
Brand Personality
Sincerity Down-to-earth
Honest
Wholesome
11_1
11_2
11_3
Į 87 CR=.85
Excitement Imaginative
Up-to-date
11_7
11_8
Į 79 CR=.82
Competence Reliable
Intelligent
11_9
11_10
Į 79 CR=.82
Ruggedness Daring
Spirited
Outdoorsy
Tough
11_5
11_6
11_14
11_15
Į 80 CR=.75
206 | P a g e
Construct Item ReliabilityĮ CR
Benefits
Escape Watching, reading, and talking about [Team] provides a 
temporary escape from life’s problems.
Watching, reading, and talking about [Team] helps me to forget 
my day-to-day problems.
Watching, reading and talking about [Team] takes me away 
from life's hassles.
9_1
9_2
9_3
Į=.95 CR=.93
Knowledge I possess a great deal of knowledge about [Team].
If I were to list everything I knew about [Team], the list would be 
quite long.
Compared to other sport teams, I consider myself an expert on 
[Team].
9_4
9_5
9_6
Į 94 CR=.93
Nostalgia Thinking about [Team] brings back good memories.
I have fond memories of following [Team].
I have fond memories of following [Team] with friends and/or 
family members.
10_5
10_6
10_7
Į 74 CR=.78
Team 
Success
[Team] is a winning team.
[Team] has quality players.
[Team] is a great team.
10_8
10_9
10_10
Į .86 CR=.84
Attributes
Brand Mark An important aspect of my team is the team's theme song.
An important aspect of my team is the team's logo.
An important aspect of my team is the team’s colours.
An important aspect of my team is the team's uniform.
9_7
9_8
9_9
9_10
Į .87 CR=.82
Rivalry An important aspect of my team is beating the team's main rival.
An important aspect of my team is the team's biggest opponent.
An important aspect of my team is making it to the finals series.
9_11
9_12
9_13
Į .70 CR=.74
Product 
Delivery
[Team]'s games are exciting.
[Team]'s games are entertaining.
[Team]'s games are enjoyable.
10_13
10_14
10_15
Į .93 CR=.91
5.11.3 Discriminant Validity
“Discriminant validity is the degree to which measures of different latent 
variables are unique” (O'Leary-Kelly & Vokurka, 1998, p. 399). The aim of 
discriminant validity is to establish that the scale being measured is sufficiently 
different from other similar concepts so as to remain distinct (Hair et al., 2006).
Unlike convergent validity, which seeks a high correlation, discriminant validity seeks 
low correlations as an indication that the scales are different. Three key methods are 
employed in the literature to demonstrate discriminant validity (Shiu, Pervan, Bove, & 
Beatty, 2011).
The first method establishes discriminant validity using the F² difference test, 
initially proposed by Bagozzi and Phillips (1982)  7KH ¨F² statistic (CMIN/df in 
AMOS Version 20) “examines the difference in chi-square value between the 
unconstrained CFA model and the nested CFA model where the correlation between 
the target pair of constructs is constrained to unity” (Shiu et al., 2011, p. 497). In 
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RUGHU WR HVWDEOLVK GLVFULPLQDQW YDOLGLW\ WKH ¨F² must be 3.84 or greater for one 
degree of freedom at a significance level of p<.05 (Bagozzi & Phillips, 1982; Shiu et 
al., 2011)7KH¨F² test was conducted on all key constructs using AMOS 20. The 
test involved comparing an unconstrained CFA model and a constrained model 
where each pair of latent variables was restrained to unity. A model comparison for 
each pair exceeded WKH ¨F² (3.84) requirement per degree of freedom and were 
statistically significant, as shown in Table 38. For example, a comparison involving 
EUDQGORYHDQGEHKDYLRXUDOOR\DOW\SURGXFHV¨F² = 27.57 (df = 1), that is statistically 
significant at p<.001. Therefore, this suggests that these constructs are distinct and 
establishing discriminant validity.
Table 38 - Discriminant Validity
Latent Variables Tested Model ComparisonDF CMIN p value
1 Attributes Benefits 1 15.252 .000
2 Attributes Brand Personality 1 50.583 .000
3 Attributes Brand Love 1 62.115 .000
4 Attributes Behavioural Loyalty 1 30.401 .000
5 Attributes Word-of-mouth 1 24.58 .000
6 Attributes Attitudinal Loyalty 1 68.279 .000
7 Benefits Brand Personality 1 32.142 .000
8 Benefits Brand Love 1 30.548 .000
9 Benefits Behavioural Loyalty 1 66.554 .000
10 Benefits Word-of-mouth 1 66.615 .000
11 Benefits Attitudinal Loyalty 1 32.588 .000
12 Brand Personality Brand Love 1 87.024 .000
13 Brand Personality Behavioural Loyalty 1 44.194 .000
14 Brand Personality Word-of-mouth 1 38.521 .000
15 Brand Personality Attitudinal Loyalty 1 97.698 .000
16 Brand Love Behavioural Loyalty 1 27.567 .000
17 Brand Love Word-of-mouth 1 26.312 .000
18 Brand Love Attitudinal Loyalty 1 67.066 .000
19 Behavioural Loyalty Word-of-mouth 1 69.023 .000
20 Behavioural Loyalty Attitudinal Loyalty 1 30.472 .000
21 Word-of-mouth Attitudinal Loyalty 1 29.48 .000
The second method, proposed by Bagozzi, Yi and Phillips (1991), examines 
the confidence interval for the estimated correlations between the dimensions 
(Bagozzi et al., 1991). A 95% confidence interval for the correlation between two 
constructs demonstrates a lack of unity and therefore the pair of constructs are 
distinct and discriminant validity is achieved (Bagozzi et al., 1991). As suggested by 
Bagozzi et al. (1991), to assess the intra-construct discriminant validity the 
correlations between all pairs of sub constructs was explored and each pair was 
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found to exhibit less than unity at 95% confidence interval (results shown in 
measurement models). For example, the correlation between brand mark and rivalry 
was .39 (p<.001). 
The final test of intra-construct discriminant validity is fundamentally different, 
whereby Fornell and Larcker (1981) compared the average variance extracted (AVE) 
and the squared correlation between each pair of constructs. Using this method, 
discriminant validity is established when the squared correlation between a pair of 
latent variables is smaller than both the AVEs for the latent variables (Hair et al., 
2006). The justification for this method of assessing discriminant validity being that a 
construct should correlate more strongly to its own indicators than with any other 
construct (Shiu et al., 2011). Unlike the first two methods, this process does not 
account for sampling error of the correlation. This final test involved calculating the 
AVE for each sub-construct and the squared inter-construct correlation estimate 
(SIC), the results of which are displayed in Table 39 through to Table 42. The results 
demonstrate that for the constructs brand love, benefits, and attributes the AVE for 
each sub-construct (in bold on the diagonal) exceeds the SIC value for each pair of 
sub-constructs. In this way, intra-construct discriminant validity is achieved. The 
results for brand personality further highlight problems with this multi-dimensional 
construct, where an inadequate fit was identified by the goodness-of-fit indices. The
AVE for the dimensions of excitement and competence do not exceed the 
corresponding SIC values. This indicates discriminant validity does not exist between 
these two dimensions and they are not distinct from each other, consistent with the 
EFA findings. Based on the overall validity results during Study 4 for brand 
personality, it is recommended the dimensions of excitement and competence be 
combined. However, given the extensive empirical research conducted using this 
measure, it is important to ensure the conceptualisation remains theoretically based. 
As such, the conceptualisation and operationalisation will remain unchanged for 
Study 5 with close attention paid to the structure of the brand personality construct, 
particularly if the results are consistent with Study 4.
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Table 39 - Discriminant Validity Indicators – Brand Love
n=153 Anger Commitment Intimacy Passion
Anger .66
Commitment .0400 .87
Intimacy .0004 .5929 .90
Passion .0144 .5929 .5929 .74
Table 40 - Discriminant Validity Indicators – Brand Personality
n=153 Sincerity Excitement Competence Ruggedness
Sincerity .70
Excitement .0900 .65
Competence .2304 .7056 .66
Ruggedness .2209 .5476 .4356 .52
Table 41 - Discriminant Validity Indicators – Benefits
n=153 Escape Knowledge Nostalgia Team Success
Escape .87
Knowledge .2209 .85
Nostalgia .1600 .2025 .59
Team Success .1156 .1156 .3481 .69
Table 42 - Discriminant Validity Indicators – Attributes
n=153 Brand Mark Rivalry Product Delivery
Brand Mark .65
Rivalry .1521 .52
Product Delivery .0900 .0841 .82
5.11.4 Nomological Validity
Nomological validity is used to examine the degree of the correlation 
relationships between constructs in a measurement theory based model and overall 
if they make sense (Hair et al., 2006). In order to establish nomological validity 
statistically, positive correlations were expected between all the major constructs. As 
shown in Table 43, all the correlations between the major constructs are positive and 
most are significant. Although the brand love construct is quite a strong 
multidimensional construct with positive correlations with the other key constructs, 
the correlations are non-significant. As an alternative, when the dimension of anger 
was removed from the brand love scale all the correlation values became significant. 
Whilst some statistical improvements could be made overall through the removal of 
anger, this dimension was a key finding from the exploratory phase of this research.
Therefore, at this stage, it is a worthwhile inclusion in the overall model and should 
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be explored in Study 5, although should be viewed with caution in subsequent 
studies.
Table 43 - Correlation Values between key constructs
n=153 Love
Behavi
oural 
Loyalty
Attitudi
nal 
Loyalty
Word-of-
Mouth
Brand 
Personality Benefits Attributes
Love 1.00
Behavioural Loyalty .72 1.00
Attitudinal Loyalty .82 .52*** 1.00
Word-of-Mouth .60 .60*** .41*** 1.00
Brand Personality .48 .28* .31* .31* 1.00
Benefits .85 .57*** .66*** .52*** .78** 1.00
Attributes .66 .35* .48** .35** .86** .99*** 1.00
*** Correlation is significant at the 0.001 level
** Correlation is significant at the 0.01 level
* Correlation is significant at the 0.05 level
Table 44 - Correlation Values between key constructs – without Anger
n=153 Love
Behavi
oural 
Loyalty
Attitudi
nal 
Loyalty
Word-of-
Mouth
Brand 
Personality Benefits Attributes
Love 1.00
Behavioural Loyalty .72*** 1.00
Attitudinal Loyalty .82*** .52*** 1.00
Word-of-Mouth .60*** .60*** .41*** 1.00
Brand Personality .48** .28* .31* .31* 1.00
Benefits .86*** .57*** .66*** .52*** .78** 1.00
Attributes .66*** .35* .48** .35** .86** .99*** 1.00
*** Correlation is significant at the 0.001 level
** Correlation is significant at the 0.01 level
* Correlation is significant at the 0.05 level
5.11.5 Criterion Validity
There are two types of criterion validity, concurrent and predictive which are 
used to determine if a scale is performing or will perform as expected in relation to 
other items within the instrument (Hair et al., 2006). Due to the diversity of the 
sample, concurrent validity could not be established. However, the correlation matrix 
shown in Table 43 establishes predictive validity as it demonstrates the correlations 
between all major constructs within the model are positive and, in most instances, 
significant. Therefore, this can be used to predict future relationships between the 
constructs and supports criterion validity. 
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5.12 Summary
Section I of this chapter discussed the operationalisation of the key 
constructs. Section II of Chapter Seven discussed and implemented techniques to 
assess the reliability and validity of the measures for each of the key constructs. 
Initially, EFA was conducted to explore and refine the constructs. Subsequently CFA 
was employed to establish validity and reliability within the model and assisted in 
identifying further improvements in the model. Within Chapter Five, the development 
of the brand love construct was discussed with reference to Study 3 and 4, and the 
validation and reliability testing of the brand love scale. Chapter Six will employ the 
developed brand love scale in an online study (Study 5) that investigates the 
outcomes and antecedents to brand love.
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CHAPTER SIX: RESULTS AND DISCUSSION
6.1 Introduction
Studies 1 and 2 explored the manifestation of brand love in sport.
Subsequently, Studies 3 and 4 detailed the development and validation of the scale 
to measure brand love, discussed in Chapter Five. From an extensive review of the 
literature and analysis of the conclusive studies thus far, it was determined that 
brand love is a multi-dimensional construct with the dimensions anger, commitment, 
intimacy, and passion. Chapter Six employs this developed measure in the main 
study, Study 5. 
6.2 Data Screening: Missing Values, Normality, and Linearity
Consistent with Study 3 and 4, there were no missing values in Study 5 as the 
online survey did not allow respondents to continue if an answer was missing. 
Consequently there was no missing data to either replace or delete. As discussed in 
Chapter Five, SEM assumes univariate and multivariate normality of the data 
(Tabachnick & Fidell, 2007). In order to achieve normality the data from Study 5 was 
screened for outliers and the variables relating to the main constructs were assessed 
for normality. The demographic and individual characteristics of respondents such as 
frequency of attendance, membership type, gender, and age, as examples, were not 
assessed for normality as there was no expectation these variables would be 
normally distributed as they were not continuous, although they were examined for 
outliers. Normality is statistically measured using skewness and kurtosis measures 
where the resultant values need to be as close to zero as possible (Hair et al., 2006).
A value +/-1 is considered very good and +/-2 is also accepted as only mildly non-
normal and accepted where large sample sizes can mitigate the skewness or 
kurtosis (Coakes & Steed, 2009). The descriptive statistics for each item in the 
constructs is shown in Appendix X which includes the skewness and kurtosis for 
each variable. As a collective, much of the data displays normality, with majority of 
the skewness and kurtosis values falling within the desired parameters of +/-2. There 
were three variables, each from a different construct, which did not satisfy the 
normality testing:
o Q9_16: [Team] has no history (note, variable since reverse coded), 
o Q12_2: I have often watched [Team] games on TV; and
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o Q12_8: I never change my affiliation from [Team] to another team 
professional.
After reviewing these three variables, it is apparent that respondents found it 
relatively easy to agree (or disagree as is the case for Q9_16) with the statements 
presented. Each of the items presented a kurtosis above the accepted +2, indicative 
of a very peaked distribution and further evidenced through a mean > 6, very high 
given the scale was 1-7. Data transformation was conducted on these items in an 
attempt to obtain normality and whilst the transformed items fall within the normal 
range, as shown in Table 4 (Appendix X), they should be viewed with caution during 
the analysis stage.
All the constructs were also assessed for the presence of outliers. As detailed 
in Chapter Five, outliers were identified visually through an analysis of the boxplots 
for each construct whereby cases with a standard deviation greater than 3 are 
identified. This process identified 25 cases which were deleted. Outliers were also 
identified using AMOS, whereby the test for outliers employs Mahalanobis distance 
statistic representing the squared distance from the centroid of a data set (Hair et al., 
2006). Using this test, an additional twelve cases were identified as outliers 
(multivariate) and deleted from the data set. Therefore, the final data set consisted of 
578 usable cases.
6.3 Validity
As discussed in Chapter Five, validity assesses the extent to which the scale 
or measures represent the constructs being investigated. Scale validity is 
established in a number of ways, such as correlations with similar scales to ensure 
the scale being investigated measures the intended construct (Hair et al., 2006; 
Malhotra, 2010). Three forms of validity can be assessed, namely, content validity, 
construct validity and criterion validity (Hair et al., 2006). Content validity, or face 
validity was established during Study 3 and Study 4 for brand love and for the 
remainder of the constructs under investigation in Study 4 and therefore is not 
discussed for Study 5. Confirmatory factor analysis (CFA) was used to assist in 
assessing the construct and criterion validity for each construct in Study 5.
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6.4 Confirmatory Factor Analysis
CFA provides confirmatory tests of the measurement model, where the 
number of factors and variables that exist within a construct must be explicitly 
specified in addition to the relationships between each construct (Hair et al., 2006).
The structure and dimensions of brand love was explored, determined, and validated 
in Study 3 and 4. The antecedents (brand personality, benefits, attributes) and 
outcomes (behavioural loyalty, WOM, attitudinal loyalty) were measured using 
existing scales and were validated in Study 4. As such, CFA is an appropriate 
technique to confirm that the structure of each construct also holds for the data set 
from Study 5. The following section will outline each measurement model and the 
respective fit statistic as it relates to Study 5.
6.4.1 Measurement Models
The final structure of each of the key constructs is depicted in the 
measurement models below (Figure 13 to Figure 17). The structure for each 
construct was explored in Study 4 and was expected to hold for Study 5. However, 
additional purification of measures was necessary where items were considered for 
deletion if they had low factor loadings or standardised regression weights (<0.5), 
large standardised residual covariances (>2.58), or large modification indices (Hair et 
al., 2006; Malhotra, 2010). A few variables were removed based on one or all three 
of the above considerations, specifically one variable was removed from behavioural 
loyalty (12_3); three variables overall were deleted from brand love (14_4, 13_3, 
13_8); two variables were deleted from brand personality (11_4, 11_5); and one item 
from attributes (9_8). Further, an acceptable model fit is established using the 
goodness-of-fit measures that indicate the degree to which the hypothesised model 
fits the data (Malhotra, 2010).
A summary of the fit indices and the results are presented in Table 36 (p.
220), overall each construct fits the data rather well. Although the F² value for a 
number of constructs is well above the recommended 2.0, the values remain below 
4.0 indicating a moderate fit. Further the goodness-of-fit criterion statistics in general 
indicate the model fits the data well with all RMSEA values <0.70; GFI (>.922); NFI 
(>.970); and TLI (>.970). Therefore, the data from Study 5 fits the model rather well. 
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Figure 13 - Measurement Model for Brand Love
Anger
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Figure 14 - Measurement Model for Loyalty 
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Figure 15 - Measurement Model for Brand Personality
Sincerity
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Figure 16 - Measurement Model for Benefits 
Figure 17 - Measurement Model for Attributes
Escape
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Table 45 - Confirmatory Factor Analysis Model Fit Comparisons (Study 5)
Construct F² DF p value
Cmin/ 
df GFI AGFI RMSEA NFI CFI TLI Pclose Hoelter
Brand Love 176.848 59 .000 2.997 .957 .934 .056 .975 .983 .978 .069 241
Loyalty 33.392 17 .010 1.964 .986 .970 .041 .990 .995 .992 .748 71
Brand Personality 44.743 20 .001 2.237 .984 .964 .046 .984 .991 .984 .604 95
Benefits 44.870 24 .006 1.870 .983 .968 .039 .991 .996 .994 .845 87
Attributes .003 1 .956 .003 1.000 1.000 .000 1.000 1.000 1.005 .979 18
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Table 46 - Final Items and Reliability Statistics for Constructs (Study 5)
Construct Item
Reliability
Alpha 
Į
Comp. 
Reliab 
(CR)
Brand Love
Anger I can feel anger towards my team.
I can be disappointed by my team.
When watching or listening to a game I can sometimes feel 
frustrated by my team.
13_3
13_11
13_15
Į 79 CR=.79
Commitment I believe I am committed to my team.
I am dedicated to my team.
I consider myself devoted to my team.
13_5
13_7
13_10
Į 96 CR=.95
Intimacy I always feel admiration for my team.
I cherish my team.
There is a close connection between me and my team.
13_1
13_4
13_6
Į 90 CR=.88
Passion Sometimes just seeing my team can be very exciting for me.
I cannot imagine any other team making me as happy as my 
team does.
When thinking about my team I am hopeful.
I am passionate about my team.
13_14
14_1
14_2
14_5
Į 93 CR=.88
Behavioural Loyalty
I have often attended [Team] games live in the stadium.
I have purchased a lot of club-related merchandise.
I often wore the clothes and/or logo of [Team].
12_1
12_4
12_5
Į 83 CR=.65
Attitudinal Loyalty
I could never change my affiliation from [Team] to another 
professional team.
I consider myself a committed fan of [Team].
I would watch [Team] regardless of which team they were 
playing against at the time.
12_8
12_9
12_10
Į 89 CR=.89
Word-of-mouth
I encourage others to support [Team].
I encourage others to watch [Team] games.
12_13
12_14
Į 94 CR=.75
Brand Personality
Sincerity Down-to-earth
Honest
Wholesome
11_1
11_2
11_3
Į=.85 CR=.81
Excitement Imaginative
Up-to-date
11_7
11_8
Į 86 CR=.89
Competence Reliable
Successful
11_9
11_11
Į .79 CR=.83
Ruggedness Outdoorsy
Tough
11_14
11_15
Į=.76 CR=.80
Benefits
Escape Watching, reading, and talking about [Team] provides a 
temporary escape from life’s problems.
Watching, reading, and talking about [Team] helps me to forget 
my day-to-day problems.
Watching, reading, and talking about [Team] takes me away 
from life's hassles.
9_1
9_2
9_3
Į 96 CR=.94
Knowledge I possess a great deal of knowledge about [Team].
If I were to list everything I knew about [Team], the list would be 
quite long.
Compared to other sport teams, I consider myself an expert on 
[Team].
9_4
9_5
9_6
Į=.93 CR=.91
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Construct Item
Reliability
Alpha 
Į
Comp. 
Reliab 
(CR)
Benefits
Nostalgia Thinking about [Team] brings back good memories.
I have fond memories of following [Team].
I have fond memories of following [Team] with friends and/or 
family members.
10_5
10_6
10_7
Į .89 CR=.88
Attributes
Brand Mark An important aspect of my team is the team colours.
An important aspect of my team is the team's uniform.
9_9
9_10
Į 90 CR=.91
Rivalry An important aspect of my team is beating the team's main rival.
An important aspect of my team is making it to the finals series.
9_11
9_13
Į 74 CR=.79
6.4.2 Convergent validity
Construct validity is assessed in terms of convergent validity, discriminant 
validity, and nomological validity. Convergent validity assesses the extent to which 
the variables measure the construct and is best established by examining the factor 
loading of each item in a CFA (Churchill & Iacobucci, 2004; Hair et al., 2006). In 
addition to examining the factor loadings of each item in the major constructs to 
ensure factor loadings are significant and over .50, convergent validity is also 
DVVHVVHGXVLQJWKH&URQEDFKDOSKDĮDQGFRQVWUXFWUHOLDELOLW\&5VWDWLVWLF(Hair et 
al., 2006). Table 46 presents the results for Study 5, all the Į scores are over .74 and 
the CR over .69, both indications of high reliability.
6.4.3 Discriminant validity
Discriminant validity seeks to ensure that each scale being measured is 
unique and thus sufficiently different from similar concepts so as to remain distinct 
(Hair et al., 2006). As discussed in Chapter Five, discriminant validity is established 
using three key methods. The first method is the F² difference test. This test 
assesses the change in chi-square for each pair of latent variables within a model 
between a constrained and unconstrained model. In order to establish discriminant 
YDOLGLW\WKH¨F² must be 3.84 or greater for one degree of freedom at a significance 
level of p<.05 (Bagozzi & Phillips, 1982; Shiu et al., 2011) 7KH ¨F² test was 
conducted for each pair of latent constructs using AMOS (Version 20). The results 
are presented in Table 47 and consistent with the results for Study 4, discriminant 
validity was established for each pair of latent variables with ¨F² > 3.84 (p<.05) in 
each instance.
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Table 47 - Study 5: Discriminant Validity
Latent Variables Tested Model ComparisonDF CMIN p value
1 Attributes Benefits 1 42.573 .000
2 Attributes Brand Personality 1 42.514 .000
3 Attributes Brand Love 1 46.689 .000
4 Attributes Behavioural Loyalty 1 42.812 .000
5 Attributes Word-of-mouth 1 42.036 .000
6 Attributes Attitudinal Loyalty 1 43.237 .000
7 Benefits Brand Personality 1 40.210 .000
8 Benefits Brand Love 1 38.348 .000
9 Benefits Behavioural Loyalty 1 42.448 .000
10 Benefits Word-of-mouth 1 42.275 .000
11 Benefits Attitudinal Loyalty 1 41.781 .000
12 Brand Personality Brand Love 1 40.032 .000
13 Brand Personality Behavioural Loyalty 1 43.290 .000
14 Brand Personality Word-of-mouth 1 42.247 .000
15 Brand Personality Attitudinal Loyalty 1 42.981 .000
16 Brand Love Behavioural Loyalty 1 45.285 .000
17 Brand Love Word-of-mouth 1 45.216 .000
18 Brand Love Attitudinal Loyalty 1 47.351 .000
19 Behavioural Loyalty Word-of-mouth 1 42.922 .000
20 Behavioural Loyalty Attitudinal Loyalty 1 41.867 .000
21 Word-of-mouth Attitudinal Loyalty 1 42.140 .000
As discussed in Chapter Five, the second method employed to establish 
discriminant validity examines the confidence interval for the estimated correlations 
between the dimensions (Bagozzi et al., 1991). This is examined through exploring a 
95% confidence interval for the correlation between two constructs demonstrates a 
lack of unity, and thereby indicates the constructs are distinct. The intra-construct 
discriminant validity was explored and each pair was found to exhibit less than unity 
at 95% confidence interval (results are shown in the measurement models). For 
example, the correlation between escape and nostalgia was .52 (p<.001). The third 
test for intra-construct discriminant validity was proposed by Fornell and Larcker 
(1981). In this test, the AVE compared the squared correlation between each pair of 
constructs. Discriminant validity is established when the squared correlation between 
a pair of latent variables is smaller than both the AVEs for the latent variables (Hair 
et al., 2006). It is argued that this method for assessing discriminant validity ensures 
that the construct correlates more strongly with its own indicators than with any other 
construct (Shiu et al., 2011). The results for this final test for discriminant validity are 
displayed in Table 48 to Table 52. The results demonstrate that the AVE for each 
sub-construct (in bold on the diagonal) exceeds the squared correlation for each pair 
of sub-constructs. Therefore, intra-construct discriminant validity is achieved. 
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Table 48 - Discriminant Validity Indicators – Brand Love
n=578 Anger Commitment Intimacy Passion
Anger .606
Commitment .045 .909
Intimacy .030 .664 .768
Passion .029 .648 .637 .767
Table 49 - Discriminant Validity Indicators – Loyalty
n=578 Behaviour WOM Attitude
Behaviour .654
WOM .272 .893
Attitude .303 .319 .749
Table 50 - Discriminant Validity Indicators – Brand Personality
n=578 Sincerity Excitement Competence Ruggedness
Sincerity .521
Excitement .468 .741
Competence .428 .634 .658
Ruggedness .430 .511 .387 .617
Table 51 - Discriminant Validity Indicators – Benefits
n=578 Escape Knowledge Nostalgia
Escape .884
Knowledge .598 .823
Nostalgia .517 .595 .752
Table 52 - Discriminant Validity Indicators – Attributes
n=578 Brand Mark Rivalry
Brand Mark .819
Rivalry .476 .585
6.4.4 Nomological Validity
Nomological validity examines the degree of the correlation relationships 
between constructs in a measurement theory based model and also examines if they 
make sense overall (Hair et al., 2006). To establish nomological validity statistically, 
positive correlations was expected between all the major constructs. As shown in
Table 53, all the correlations between the major constructs are positive and 
significant at p<.001. Thus, nomological validity is established. 
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Table 53 - Correlation Values between key constructs (Study 5)
n=578 Love Behaviour WOM Attitude Personality Benefits Attributes
Love 1.00
Behaviour .718*** 1.00
WOM .650*** .524*** 1.00
Attitude .843*** .551*** .566*** 1.00
Personality .620*** .399*** .495*** .575*** 1.00
Benefits .737*** .473*** .522*** .749*** .652*** 1.00
Attributes .929*** .706*** .626*** .774*** .659*** .769*** 1.00
*** Correlation is significant at the 0.001 level
6.4.5 Criterion Validity
Criterion validity examines a scale to ensure it is, or will perform as expected 
in relation to other items within the instrument (Hair et al., 2006). As discussed in 
Chapter Five, this study examines criterion validity using predictive validity whereby 
the correlation matrix shown in Table 53 establishes predictive validity as it 
demonstrates the correlations between all major constructs within the model are 
positive and significant. Consequently, these positive and significant correlations can 
be used to predict future relationships between the constructs and therefore support 
criterion validity. 
6.5 Data Analysis Techniques
The previous sections of this chapter have discussed the implemented 
techniques employed to establish reliability and validity of the data set from Study 5. 
The forthcoming section will discuss the analysis techniques identified to test the 
proposed relationships and hypotheses, as applied to the Study 5 data set, and 
discuss the results. The analysis techniques of Structural Equation Modeling (SEM) 
and cluster analysis were utilised to test all the hypothesised relationships.
6.5.1 Structural Equation Modeling (SEM)
SEM is a multivariate technique that extends factor analysis and multiple 
regression analysis in order to examine numerous independent and dependent 
variables simultaneously (Hair et al., 2006). Additionally, SEM allows for the 
inclusion of unobserved or latent variables and the testing of indirect relationships. 
The present study depicted by the conceptual model and proposed hypotheses
(Figure 4, p.116), identifies a number of multiple regression equations that need to 
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be estimated simultaneously. Additionally, each independent and dependent variable 
in the current model is a latent construct represented by observed variables and 
easily explored through SEM. In this way, SEM is an appropriate technique to 
employ.
SEM incorporates CFA and structural equation models and computes 
parameter estimates in factor, multiple regression, and path analyses (Kline, 2011; 
Schumacker & Lomax, 2004). The analysis is confirmatory in nature and determines 
the extent to which hypothesised relationships and the overall structure of the model 
fits the structure resulting from the empirical data. The modelling of relationships 
using latent variables is unique to SEM, where the SEM technique improves 
statistical estimation, enables better representation of theoretical concepts, and 
accounts for measurement error (Tabachnick & Fidell, 2007). SEM employs a 
covariance structure analysis that assists in exploring relationships between 
independent and dependent variables simultaneously. This examination explores the 
direct, indirect, and total effects of the independent variables on the dependent 
variables (Kline, 2011; Schumacker & Lomax, 2004). Direct effects are the direct 
influence of one variable (independent variable) on another (dependent variable) and 
are measured by a path coefficient. The indirect effects are calculated where an 
independent variable impacts the dependent variable through a path that connects at 
least one other variable (mediator). Thus, total effects are the sum of both the direct 
and indirect effects of one variable on another (Hair et al., 2006). In this way, SEM 
allows for the examination of causal (direct) effects of one variable on another in 
addition to the mediating effects (indirect) (Hair et al., 2006). According to Baron and 
Kenny (1986, p. 1176), a variable functions as a mediator when it meets the 
following three conditions:
a) Variations in levels of the independent variable significantly account for 
variations in the presumed mediator (direct effect);
b) Variations in the mediator significantly account for variations in the 
dependent variable (direct effect); and 
c) When paths (a) and (b) are controlled, a previously significant relationship 
between the independent and dependent variables is no longer significant.
Baron and Kenny (1986) contend that when a significant relationship between 
an independent and dependent variable reduces to non-significant, this is evidence 
of a mediation effect. Partial mediation is argued to be evident when a decrease of 
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effect rather than reversal or elimination of the relationship between the independent 
and dependent variable occurs. Importantly, to establish either partial or full 
mediation the reduction in variance explained must be significant. Baron and 
Kenny’s (1986) causal steps approach is widely adopted, however has received 
considerable criticism (Hayes, 2009). Specifically, the casual steps approach is one 
of the least likely approaches to actually detect the indirect effect, where the 
existence of the indirect effect is inferred by the outcome of hypothesis testing
(Hayes, 2009). Hayes (2009) argues that indirect effects (namely mediation) can still 
occur irrespective of the significance of its constituent paths. In order to quantify the 
indirect effect, many studies employ the Sobel test (Hayes, 2009). The Sobel test is 
generally used in addition to Baron and Kenny’s approach and only conducted once 
the causal steps approach criteria are met. In doing so, this method of exploring 
mediation does not overcome the argued limitation of Baron and Kenny’s (1986)
method, where the existence of the indirect effect is still dependant on significant 
relationships of the constituent paths (Hayes, 2009). Furthermore, the Sobel test 
assumes that the sampling distribution of the indirect effect is normal. Bootstrapping 
provides an alternative method to the Sobel test to explore the indirect effect and 
does not require normality of the sampling distribution of the indirect effect. It is 
argued that bootstrapping provides a simple method for examining the bias-
corrected bootstrap confidence intervals and is based on an SEM analysis enabling 
mediation to be successfully modelled with respect to measurement error (Mathieu, 
DeShon, & Bergh, 2008). Bootstrapping is argued to be the most powerful method 
for testing intervening variable effects (Hayes, 2009; Williams & MacKinnon, 2008).
Arbuckle (2011) advocates for examining mediation based on the casual 
steps approach (Baron & Kenny, 1986) and compares the mediating model with the 
full model to test for mediation. The mediating model specifies only the path from the 
independent variable to the dependent variable through the mediator (Arbuckle, 
2011). Conversely, the full model specifies the path from the independent variable 
directly to the dependent variable in addition to the mediator. Using this method, the 
mediation hypothesis is supported when the full model does not represent a 
significant improvement over the mediating model. In contrast, the bootstrapping 
method for examining mediation explores the significance of standardized direct and 
indirect effects in a full model (Hayes, 2009). An analysis including bootstrapping 
and bias-corrected confidence intervals measures the significance of all direct and 
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indirect relationships within a SEM. Utilising this method, the mediation hypothesis is 
supported where the standardized indirect effect between the independent and 
dependent variable is significant and the direct effect is non-significant. Where the 
direct effect is significant and the total effect is also significant, partial mediation is 
demonstrated. Subsequently, this thesis employed both Baron and Kenny’s (1986)
casual steps approach and bootstrapping to test mediation.
6.5.2 Multivariate Analysis of Variance (MANOVA)
The technique of multivariate analysis of variance (MANOVA) is used to 
examine group differences across multiple dependant variables simultaneously (Hair 
et al., 2006). MANOVA is an extension of analysis of variance (ANOVA), a univariate 
technique that explores the means of several groups to determine if they are 
statistically equal. In this way, MANOVA can be employed to test differences (or 
similarities) between groups of interest such as age, gender, or fan type (categorical 
variables) for multiple dependent variables. As SEM is most suitable for continuous 
variables, MANOVA is most appropriate to analyse the effect of categorical variables 
on a continuous, independent variable. The purpose of this test was to examine 
whether benefits, attributes, brand personality, brand love, behavioural loyalty, 
WOM, and attitudinal loyalty varied across a number of fan types. As seven 
dependent variables are being explored, MANOVA allows the assessment of a 
categorical independent variable on two or more continuous, dependent variables 
(Hair et al., 2006).
MANOVA has a number of assumptions and as an extension of ANOVA must 
also comply with the assumptions associated with the ANOVA technique (Hair et al., 
2006; Pallant, 2010). The first assumption relates to sample size, where the 
minimum requirement stipulates that the sample size (overall and by group) must 
exceed the number of dependent variables. For the analyses in this thesis, the 
minimum required number of observations is seven, equal to the number of 
dependent variables. For all three fan types, the sample size far exceeded the 
required number of observations, indicative this assumption was met. The second 
assumption stipulates that all variables are multivariate normal. In this thesis, 
univariate normality was satisfied, with the distribution of each independent variable 
on the seven dependent variables verified to be normal using histograms and a Q 
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plot. Multivariate normality was assessed by calculating Mahalanobis distance for 
each of the cases, as discussed in sections 5.9 (Study 4) and 6.2 (Study 5), twelve 
cases in Study 5 were identified as multivariate outliers and subsequently deleted 
from the data set. The third assumption of linearity was assessed by examining 
scatter plots between each pair of variables, which did not demonstrate any 
evidence of non-linearity. The fourth assumption of non multicollinearity is also met,
as the correlation between each of the independent variables is relatively low. 
Finally, the assumption of homogeneity of the variance-covariance matrices is also 
met. This is indicated by the inter-item covariance matrix for all three fan types, 
chosen in preference to the Box’s M test which is highly sensitive (Hair et al., 2006).
Given that all the assumptions for MANOVA have been met, a number of 
multivariate tests of significance can now be used to determine whether there are 
statistically significant differences between the independent variables along the 
dependent variables. Wilk’s Lambda, also known as the U statistic, is the most 
commonly used and reported test, however Pillai’s Trace is considered more robust, 
particularly in the case of unequal cell size or where homogeneity of covariances is 
violated (Hair et al., 2006). As such, the results of both tests were included in the 
analysis. A significant main effect indicates additional investigation in relation to each 
dependent variable is required to identify where the differences are. The subsequent 
post hoc investigations include a number of separate analyses, where it is argued 
that a significant overall effect is not indicative that each group difference is 
significant (Hair et al., 2006). In order to assess the differences (or similarities) 
between the individual groups and identify which differences are contributing to the 
overall significant main effect, three post hoc comparison methods are employed: 
Tukey HSD, Scheffé, and LSD. These tests explore all group differences (i.e., group 
1 versus groups 2 and 3 etc.) and assist in determining those differences that are 
statistically significant (Hair et al., 2006; Tabachnick & Fidell, 2007). The Scheffé 
method is considered the more robust and the most conservative in relation to Type I 
error in comparison to Tukey HSD and LSD, particularly where the sample sizes of 
the groups are unequal (Hair et al., 2006). However, all three tests are relatively 
robust yet individually have quite low levels of power. As such, the results for all 
three tests are included in the analysis.
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6.5.3 Cluster Analysis
Cluster analysis is the most commonly used technique to identify groups 
within a population that exhibit homogeneity of objects within the group and 
heterogeneity between the groups (or clusters) (Hair et al., 2006). Cluster analysis is 
a multivariate technique that segments or groups individuals based on specific 
characteristics they possess utilising the natural groupings of the data. The 
predominant purpose of cluster analysis in conceptual development is either data 
reduction, where a large number of observations are classified into more 
manageable and meaningful groups, or hypothesis generation pertaining to the 
nature of the data (Hair et al., 2006). The purpose of cluster analysis in the present 
study was to examine the types of consumption behaviours towards an AFL team 
their ability to separate the AFL consumers into logical and meaningful segments. In 
this way, cluster analysis can assist in classifying AFL consumers by their 
consumption behaviours pertaining to their favourite AFL team, and subsequently 
assist in developing cluster profiles based on similarities or differences. 
There are three main procedures that can be employed to cluster the data: 
hierarchical cluster analysis, k-means cluster, and two-step cluster analysis. 
Generally two-step cluster analysis is employed where the whole data set exceeds 
1,000 respondents or where a combination of categorical and continuous variables 
are used to develop the clusters (Norusis, 2011). Given the data set for the current 
study is 578 and all variables used to develop the clusters are categorical, two-step 
cluster analysis is not suitable. Hierarchical cluster analysis is employed where the 
number of clusters is unknown and the data set is small to moderate, similarly k-
means clustering is used for moderate sized data sets however, the number of 
clusters is known (Norusis, 2011). Frequently hierarchical cluster analysis and k-
means cluster analysis are used successively. Specifically, hierarchical (Ward’s 
method) is used to identify the possible number of clusters via an agglomeration 
schedule followed by k-means clustering where the number of identified clusters is 
specified (Burns & Burns, 2009).
The hierarchical procedure begins with each case as a separate cluster and 
then combines the clusters sequentially until only one cluster is left (i.e., 578 
clusters, 577 clusters, 576 clusters … 1 cluster). Clusters are combined based on an 
agglomerative method, where the two most similar clusters are combined to form a 
new cluster (Hair et al., 2006). There are several clustering algorithm’s that can be 
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employed during hierarchical clustering, the five most popular are: single-linkage, 
complete-linkage, average linkage, centroid method, and Ward’s method. Similarity 
between clusters, using the single-linkage method, is defined as the shortest 
distance from any one object in a cluster to any one object in another cluster (Hair et 
al., 2006). The complete-linkage method uses a similar algorithm however, defines 
cluster similarity on the basis of the maximum distance between a pair of objects 
between clusters. In the average-linkage method the similarity between two clusters 
is identified by the average similarity of all observations within a cluster with the 
average of all observations within another cluster. Centroid method uses the 
similarity between the cluster centroid between two clusters as the means for 
grouping similar clusters. Finally, the Ward’s method for clustering is somewhat 
different to the previous methods, where the similarity between two clusters is based 
on the sum of squares within the clusters summed over all variables. In this way, 
Ward’s method is the only method which creates clusters based on all variables 
included, rather than one (Hair et al., 2006). Therefore, the present thesis utilised 
hierarchical cluster analysis, using Ward’s method, to identify the number of clusters 
pertaining to fan type that could be identified naturally within the data. Using the 
agglomeration schedule three discrete clusters were identified.
Following the identification of the optimum number of clusters within the data 
(three) k-means clustering was employed to create the three distinct clusters. The k-
means algorithm clusters observations based on the smallest distance to the mean 
of the cluster (Norusis, 2011). In this way, the analysis centres on finding the k-
means. The cluster analysis tests (hierarchical and k-means) were based on five 
categorical variables: attendance frequency, membership type, watching games on 
TV, listening to games on the radio, and discussing the favourite team with family 
and friends. The results from the cluster analysis (shown in Table 54) demonstrated 
that three clear fan types were represented by the data, namely: casual, devoted, 
and fanatical consumers. Table 54 demonstrates a demographic profile of the three 
groups and the results of the final cluster centre for each segmenting variable.
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Table 54 - Fan Typology Clusters
Segmenting Variable Casual Devoted Fanatical
Q2 Attendance Frequency Attend 1-2 p/y Attend 1-2 p/y Attend 1-2 p/m
Q7 Membership Non member Non member Member
Q4 Watch games on TV (live or replay) Watch 1-2 p/m Watch 1-3 p/w Watch 1-3 p/w
Q5.5 Listened to games on the radio Listen 1-2 p/m Listen 2p/m-1p/w Listen 2p/m-1p/w
Q6 Discussed AFL with friends & family Discuss 1 p/w Discuss 1-3 p/w Discuss 3pw-daily
The hypotheses for Study 5 are summarised in Table 55 including the 
analysis technique employed to evaluate each one. The following section details the 
results for each hypothesis followed by a discussion of the results in relation to prior 
literature. 
Table 55 - Hypothesis Tests
Hypothesis Analysis Conducted
Discussion 
Page
H1: Brand Love will have a significant positive relationship with the
following:
a) Behavioural Loyalty
b) Word-of-mouth
c) Attitudinal Loyalty
SEM p. 236
H2: Brand Personality will have a significant positive relationship with the 
following:
a) Behavioural Loyalty
b) Word-of-mouth
c) Attitudinal Loyalty
SEM p. 238
H3: Brand Personality will have a significant positive relationship with 
Brand Love.
SEM p. 241
H4: Brand Love will mediate the relationship between Brand Personality 
and the following:
a) Behavioural Loyalty
b) Word-of-mouth
c) Attitudinal Loyalty
SEM p. 244
H5a: Benefits will have a significant positive relationship with Brand Love.
H5b: Attributes will have a significant positive relationship with Brand 
Love.
SEM p. 246
H6a: Benefits will have a significant relationship with Brand Personality.
H6b: Attributes will have a significant relationship with Brand Personality.
SEM p.248
H7: Varying levels of fandom will significantly affect the following:
a) Benefits
b) Attributes
c) Brand Personality
d) Brand Love
e) Behavioural Loyalty
f) Word-of-Mouth
g) Attitudinal Loyalty
MANOVA p. 252
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6.6 Results and Discussion
This section of the chapter will proceed to apply the analysis techniques of 
SEM and MANOVA to test the hypothesised relationships. Prior to investigating the 
hypothesised relationships, the model as a whole will be considered, specifically 
analysing the goodness-of-fit indices, direct and indirect effects and exploring the 
whole model followed by the hypothesised relationships. Subsequently, the clusters
identified to represent the distinct sport consumer groups (committed casuals, 
devoted fans, fanatical fans) will be explored for construct variations and similarities. 
Subsequently a detailed discussion of the results pertaining to each hypothesis will 
be presented with reference to the literature in Chapter Two. A full structural 
equation model is presented Figure 18. The structure of the model is based on the 
exploratory studies and theoretical rationale discussed within the literature review.
Initially the results for each hypothesis will be discussed followed by a detailed 
discussion of the findings.
Figure 18 - Structural Equation Model
Benefits
Attributes
Brand Personality
Ruggedness Competence Excitement Sincerity
Attitudinal 
Loyalty
Word-of-mouth
Behavioural 
Loyalty
Brand Love
CommitmentPassion Intimacy
.78***
Brand Mark
Rivalry
Escape
Knowledge
Nostalgia
.75***
.67***
.79***
.71***
.70*** .75*** .83*** .73***
.89*** .85***.88***
.76***
.38***
.36***
.88***
.08
.77***
.56***
.74***
-.13**.003 .13*
.09*
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Table 56 - Goodness-of-Fit Measures
Goodness-of-fit Measure Result Goodness-of-fit Measure Result
Model Fit Incremental Fit Indices
F² Statistic 292.879 Normed Fit Index (NFI) .945
Degrees of freedom 81 Comparative Fit Index (CFI) .959
p-value .000 Tucker Lewis Index (TLI) .947
CMIN/df 3.616
Goodness-of-fit (GFI) .932 Model Parsimony
Adjusted GFI (AGFI) .900 Parsimonious Fit Index (Pclose) .000
RMSEA .067 Hoelter (.01) 370.879
Table 57 - Results of Hypothesis Testing
Hypotheses Direct effects (C.R.)
Brand Love ĺBehavioural Loyalty (H1a) .77*** (15.697)
Brand Love ĺWOM (H1b) .56*** (11.580)
Brand Love ĺAttitudinal Loyalty (H1c) .74*** (17.146)
Brand Personality ĺBehavioural Loyalty (H2a) -.13** (-2.747)
Brand Personality ĺWOM (H2b) .13* (2.558)
Brand Personality ĺAttitudinal Loyalty (H2c) .09* (2.303)
Brand Personality ĺBrand Love (H3) .003 (.066)
Benefits ĺBrand Love (H5a) .88*** (10.231)
Benefits ĺBrand Personality (H6a) .36*** (4.023)
Attributes ĺBrand Love (H5b) .08 (1.139)
Attributes ĺBrand Personality (H6b) .38*** (4.056)
*** denotes significance level of p<.001
** denotes significance level of p<.01
* denotes significance level of p<.05
Table 58 - Mediation Hypothesis testing – Causal Steps Approach
Hypothesis F² df ¨F² ¨GI Sig.
%UDQG3HUVRQDOLW\ĺ%UDQG /RYHĺ%HKDYLRXUDO
Loyalty (H4a)
No mediating relationship to be tested
Brand 3HUVRQDOLW\ĺ%UDQG/RYHĺ:20+4b) No mediating relationship to be tested
%UDQG3HUVRQDOLW\ĺ%UDQG /RYHĺ$WWLWXGLQDO
Loyalty (H4c)
No mediating relationship to be tested
Table 59 - Mediation Hypothesis testing – Bootstrapping
Hypothesis Indirect Effect
Direct 
Effect
Total 
Effect Results
%UDQG3HUVRQDOLW\ĺ%HKDYLRXUDO/R\DOW\
(H4a)
.002 -.133** -.130** No mediation
%UDQG3HUVRQDOLW\ĺ:20+E .002 .094* .096 No mediation
%UDQG3HUVRQDOLW\ĺ$WWLWXGLQDO/R\DOW\
(H4c)
.002 .126* .128* No mediation
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6.6.1 Overall Results
The structural equation model demonstrates a good fit with the data (from 
Study 5). The goodness-of-fit statistics are displayed in Table 56 and indicate that 
the model fits the data rather well. Although the F² (CMIN/df) value is well above the 
recommended 2.0, the value is below 4.0 indicating a moderate fit (Hair et al., 2006).
Therefore, the data overall from Study 5 fits the model rather well. To test the 
hypothesised relationships, Table 57 displays the standardised beta coefficients for 
the direct relationships between brand love, behavioural loyalty, WOM, attitudinal 
loyalty, brand personality, attributes, and benefits. In order to test the proposed 
mediation, there must be a significant direct relationship between the independent 
variable and the mediator (i.e., brand personality and brand love) (Baron & Kenny, 
1986); and the mediator and dependent variable (e.g., brand love and behavioural 
loyalty). Therefore, the standardised beta coefficients for the direct relationships as 
shown in Table 57 must be significant. Given the first criterion is established, a full 
structural equation model including direct and indirect effects was compared to an 
indirect effects model. Mediation was tested through the chi-squared difference test 
between these two models, the results for which are demonstrated in Table 58 (p.
234). Furthermore, mediation was also tested by examining the significance of the 
direct and indirect effects of the independent variable on the dependent variable in 
the presence of the mediator. The results are demonstrated in Table 59 (p. 234), for 
comparison the indirect effect is also included
6.6.2 Hypothesis 1
H1: Brand Love will have a significant positive relationship with the following:
a) Behavioural Loyalty
b) Word-of-mouth
c) Attitudinal Loyalty
The results in Table 57 (p. 234) demonstrate that brand love has a positive, 
significant, and direct relationship with behavioural loyalty, WOM, and attitudinal 
loyalty. The standardised direct effect of brand love on behavioural loyalty is .77,
which is statistically significant at p<.001. The beta coefficient, in relative terms, 
demonstrated brand love has a strong impact on behavioural loyalty, additionally 
EUDQGORYHKDGDVWURQJLPSDFWRQDWWLWXGLQDOOR\DOW\ȕ , p<.001). The influence of 
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EUDQGORYHRQ:20ZDVDOVRSRVLWLYHDQGVLJQLILFDQWȕ , p<.001), although the 
impact was considerably less than for the other loyalty outcomes. Overall, this 
indicates that brand love is a strong driver of behavioural loyalty and attitudinal 
loyalty and less impactful upon WOM.
6.6.2.1 Hypothesis 1: Discussion
In demonstrating that brand love drives behavioural loyalty, WOM, and
attitudinal loyalty in the model, the results provide support for Hypothesis 1(a), 1(b),
and 1(c). Finding brand love is a significant predictor of the loyalty outcomes offers 
support for the findings of Carroll and Ahuvia (2006), Bergkvist and Bech-Larsen 
(2010), and Batra et al. (2012) and extends them to the sport sector. These results 
also suggest that the more consumers’ love their sport team, the more likely they are 
to attend games, watch games, speak positively about their team with others’ and 
never stop supporting the team. The results extend Carroll and Ahuvia’s (2006)
contention that a satisfied consumers’ love for the brand will result in positive brand 
loyalty and WOM. Where the present findings demonstrate the relationship between 
brand love and loyalty outcomes are positive and significant regardless of 
satisfaction. Carroll and Ahuvia (2006) also demonstrated that hedonic products or 
self-expressive brands, such as sport teams, tended to be more loved by 
consumers. Therefore, the results from the current study support these findings as 
brand love was found to be a strong and significant predictor of all loyalty outcomes.
These results also address the call for additional research exploring the role 
of consumers’ emotional connection to a sport team in developing long-term loyalty 
and ultimately ensuring the longevity of the brand (Couvelaere & Richelieu, 2005).
Although the relationship between strong emotions or love and loyalty was only 
postulated by Couvelaere and Richelieu (2005), the results provide support for the 
hypothesis that consumer decision making and loyalty is emotionally driven. In this 
way, the results highlight the importance of creating a strong emotional connection 
between the team and the consumer, where it is essential for organisations to 
understand what drives fierce loyalty. The results indicate that the love consumers 
experienced towards the sport team played a significant role in creating positive 
behavioural loyalty, WOM, and attitudinal loyalty. Although brand love had the lowest 
impact on WOM, the relationship was still substantial, positive, and significant. 
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Bergkvist and Bech-Larsen (2010) called for brand loyalty to be disaggregated 
into behavioural loyalty and attitudinal loyalty to add a greater level of interpretation 
of the data. By doing so, results of the present study indicated that whilst only a 
small difference in the impact of brand love on behavioural loyalty as compared with 
attitudinal loyalty existed there is distinction in the way in which brand love interacts 
with the two components of loyalty. The results also provide support for the 
disaggregation of loyalty into three dimensions: behavioural loyalty, WOM, and
attitudinal loyalty. Historically, loyalty was explored exclusively by behavioural 
characteristics such as game attendance, and attitudinal loyalty received limited 
academic attention (Bauer et al., 2008; Funk et al., 2002). Although there is 
consensus that loyalty be conceptualised as a multi-dimensional construct (e.g., 
Bauer et al., 2008), there is limited research in the sport context that pursues this 
approach. Specifically, loyalty has been explored as a composite variable, including 
behavioural and attitudinal components (in both the sport and retail sectors) and 
provided a robust measure for loyalty (e.g., Gladden & Funk, 2001; Sirdeshmukh et 
al., 2002). However, the transparency and insight into the drivers of the specific 
components of loyalty is lost. Therefore, it is through conceptualising loyalty as a 
multi-dimensional construct reflected by behavioural loyalty, WOM, and attitudinal 
loyalty, and disaggregating loyalty into the three dimensions that provides additional 
insight into how love for a sport team can drive the loyalty outcomes. Therefore, the 
present study addresses the gap in the literature pertaining to the relationship 
between brand love and loyalty in addition to the investigation of loyalty as a 
disaggregated construct consisting of behavioural loyalty, WOM, and attitudinal 
loyalty.
The results provide further support for Carroll and Ahuvia (2006) and 
Bergkvist and Bech-Larsen’s (2010) research, who both found a positive relationship 
between brand love and brand loyalty, and extends their research to the sport 
context. These findings make intuitive sense and provide support for the contention 
that consumer behaviour is emotionally driven (Roberts, 2005). Sport teams elicit 
strong emotional responses from consumers that have the potential to be leveraged 
and assist in the development of loyalty (Couvelaere & Richelieu, 2005). Batra et al. 
(2012), in a study exploring the consequences of brand love, found that brand love 
impacts brand loyalty, willingness to pay premium prices, positive WOM, and 
resistance to negative information. In this way, the current research supports Batra 
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et al.’s (2012) findings. Ultimately, when consumers love their team, they want to 
share their experience with others. This can be seen through encouraging others to 
watch games and support the team (viewed through WOM); and individual behaviour 
by attending games and demonstrating support for the team visually by wearing 
team colours. It is also expressed through a strong resistance to alternative brands 
(i.e., strong attitudinal loyalty).
Overall, the results demonstrate that the newly developed measure for brand 
love is both a valid and reliable measure of brand love. Furthermore, the brand love 
construct assists in explaining variations in behavioural loyalty, WOM, and attitudinal 
loyalty, where a strong and positive relationship was found. It is through 
understanding how consumers’ love their sport team, and what they mean by the 
term love (as an example) that provides deeper insight into how brand love drives 
loyalty. Therefore, this insight can be leveraged to elicit specific behavioural 
outcomes, such as increasing positive WOM, game attendance, or reducing 
switching behaviour.
6.6.3 Hypothesis 2
H2: Brand Personality will have a significant positive relationship with the 
following:
a) Behavioural Loyalty
b) Word-of-mouth
c) Attitudinal Loyalty
The results for Hypothesis 2 as shown in Table 57 (p. 234) demonstrate 
weak, albeit positive and significant relationships between brand personality and 
WOM ȕ , p<.05) and DWWLWXGLQDO OR\DOW\ ȕ 9, p<.05). However, the results 
revealed a negative relationship between brand personality and behavioural loyalty 
ȕ -.13, p<.01), indicating that the perceived personality traits attributed to the sport 
team has somewhat of a negative impact on the individual consumers behaviour.
6.6.3.1 Hypothesis 2: Discussion
The findings provide partial support for Hypothesis 2(b) and 2(c) where brand 
personality positively and significantly drives WOM and attitudinal loyalty. Hypothesis 
2(a) is not supported, as brand personality was found to have a negative relationship 
238 | P a g e
with behavioural loyalty. Initially, the results provide some support for Aaker’s (1997)
brand personality scale, although the dimension of sophistication was eliminated 
during the confirmatory analysis stage (for both Study 4 and 5). This result is similar 
to the findings of Deane et al. (2003), where the dimension of sophistication was 
least popular among respondents in relation to golf, The Ryder Cup (a golf 
competition between the US and Europe), and when considering the sponsor of the 
event, IBM. Smith et al. (2006) subsequently employed Aaker’s (1997) brand 
personality scale within the sport context and found that sophistication and 
ruggedness were the lowest scoring personality dimensions attributed to Netball 
Victoria (a membership based sport organisation) by its members. In this way, 
Deane et al. (2003), Smith et al. (2006), and the present study provide support and 
validation for the use of Aaker’s brand personality scale within the sport context 
where sophistication was not a strong dimension of brand personality. Considering 
the current study, this result makes intuitive sense, where it is unexpected that the 
dimension of sophistication (as it relates to style rather than complexity) be
associated with an AFL sport team, generally considered a rough and physical 
game. In seeking to explain the negative relationship, it is also possible that each 
consumer group place greater importance on different personality dimensions 
resulting in a collective negative relationship.
In considering the positive and significant relationship between brand 
personality and attitudinal loyalty, the findings here support those of Zentes et al. 
(2008) and extend them to the sport sector. Zentes et al. (2008), in a study exploring 
the role of brand personality on store loyalty within the retail context, found that 
brand personality had a significant impact on attitudinal loyalty. These results 
suggested that the personality characteristics attributed to the brand assist in 
developing positive attitudes towards the brand in the minds of consumers. The 
current study found that the significantly positive relationship between brand 
personality and attitudinal loyalty had minimal impact ȕ . Although minimal, this 
finding provides empirical support for Achouri and Bouslama’s (2010) research that 
hypothesised a positive relationship between brand personality and cognitive loyalty: 
attitude towards the brand. In their conceptual study, Achouri and Bouslama (2010)
argued that brand personality assists consumers in developing a favourable attitude 
towards a brand. Therefore, whilst statistically significant, stronger predictors of 
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attitudinal loyalty should be explored (e.g., brand love) that potentially explain greater 
variation in attitudinal loyalty. 
The results also provide support for Kuenzel and Halliday’s (2010) findings 
that brand personality is a positive and significant predictor of WOM. Kuenzel and 
Halliday’s (2010) research explored the role of brand personality and reputation on 
brand loyalty within the context of car ownership. In this way, they argued that brand 
personality, when matched to the ideal self-image, assisted in establishing positive 
attitudes towards the brand. Ultimately this creates a propensity for consumers to 
speak positively about the brand and provide recommendations for future purchases
and furthermore supports the finding that brand personality has a positive impact on 
intent to recommend (positive WOM) (Zentes et al., 2008). Similar to the results for 
attitudinal loyalty, the impact of brand personality on WOM, in the present study, 
ZKLOVWSRVLWLYHDQGVLJQLILFDQWWKHLPSDFWZDVVPDOOȕ ). In this way, whilst brand 
personality explains a small variation in WOM, there are other factors which 
influence a consumer’s propensity to speak favourably about a brand and therefore, 
should be explored.
In contrast to the findings of Louis and Lombart (2010) and Zentes et al. 
(2008), the present findings demonstrate that brand personality does not have a 
positive significant influence on behavioural loyalty. Although brand personality 
exhibits a significant relationship with behavioural loyalty, the relationship is negative
and is therefore unsupported by the literature. In exploring an explanation for this 
result, it is noted that the results from Zentes et al. (2008) demonstrated that brand 
personality had a weaker connection to behavioural loyalty compared with attitudinal 
loyalty. Furthermore, brand personality was explored at the dimension level and 
found only two dimensions to exhibit a significant positive influence on behavioural 
loyalty. Specifically, the dimension ruggedness exhibited a negative relationship with 
behavioural loyalty (Zentes et al., 2008). In addition, Louis and Lombart (2010) also 
disaggregated brand personality into the specific traits and found that only some 
personality traits (of which nine were measured) impacted on the outcomes 
measured (trust, attachment, commitment). Therefore, the results from the current 
study and similar studies (e.g., Louis & Lombart, 2010; Zentes et al., 2008) indicate 
that many other factors influence consumer behaviour beyond brand personality. For 
example, budget constraints are potentially more influential on the ability for a 
consumer to attend games or purchase merchandise than the personality of the 
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team. Following this logic, brand personality does not sufficiently explain variations in 
behavioural loyalty.
Zentes et al. (2008) identified brand personality to be a significant and 
particularly important predictor of loyalty (behavioural loyalty and attitudinal loyalty). 
However, the results from the current study identified that whilst brand personality is 
a significant predictor of loyalty outcomes, findings demonstrate that there are other 
factors driving loyalty beyond brand personality which are potentially more important 
for marketing managers to focus on. In the absence of other drivers, brand 
personality plays a substantial role (e.g., Zentes et al., 2008), however, it is not 
always the most important driver of loyalty. Therefore, the present study has 
contributed to the literature in several ways, specifically in identifying the need to 
investigate other drivers of loyalty in addition to brand personality. Furthermore, the 
present study provides a contribution through extending brand personality research 
within the context of sport and exploring the outcomes of brand personality, in 
addition, to validating the scale within the sport context. 
6.6.4 Hypothesis 3
H3: Brand Personality will have a significant positive relationship with Brand 
Love.
The results demonstrate that the impact of brand personality on brand love is 
non-significant and almost negligible with a beta coefficient of .003 (at p>.05). This 
suggests that, the personality traits attributed to a brand in the mind of the consumer 
do not impact the love and strong emotional feelings experienced for the sport team. 
6.6.4.1 Hypothesis 3: Discussion
In demonstrating that brand personality does not have a significant or 
impactful positive influence on brand love reveals that Hypothesis 3 is not supported 
by the data. Brand love encompasses the emotions and feelings a consumer has for 
their sport team and much like brand personality is created through the individual 
consumer perception of the team. The finding that brand personality does not impact
brand love results in Murphy et al.’s (2007) contention that brand personality 
provides a link to a brand’s emotional benefits being unsupported. Murphy et al. 
(2007) conceptually argued that the brand personality of a destination, as perceived 
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by a tourist, would provide a positive link to the brand’s emotional benefits in the 
mind of the consumer. Murphy et al. (2007) did not empirically test this contention, 
providing only a conceptual framework arguing the relationship. The present 
research has been unable to provide empirical support for this contention.
The findings contrast Engel et al. (2002) and Goldberg’s (1993) findings that 
demonstrated some personality dimensions are significant predictors of the love 
dimensions. In a study of opposite-sex relationships, Engel et al.’s (2002) results 
indicated that of the Big Five personality traits explored, the personality dimension of 
conscientiousness was a significant predictor of commitment (male participants) and 
intimacy (both male and female participants). However, Engel et al. (2002) reported 
the remaining four personality dimensions were not significant predictors of love. 
Similar to Engel et al.’s (2002) results, Ahmetoglu et al. (2010) found 
conscientiousness to be a positive predictor of both commitment and intimacy. 
Additionally, Ahmetoglu et al. (2010) found that the personality dimension of 
agreeableness to be a positive predictor of love, and extraversion a positive predictor 
of passion. These two prior studies explored the relationships between personality 
traits and love in person-to-person relationships with some success. The results from 
the current study however, do not provide support for the relationship between brand 
personality and brand love. The findings suggest that the relationship between 
personality and love could not be extended beyond the psychology domain to the 
marketing and specifically the sport context. These results demonstrate that, for a 
sport team (or brand), brand personality does not drive the strong emotional 
connection of love, unlike in person-person relationships where certain personality 
characteristics impact the love felt for another person.
In exploring a possible explanation for these results, it is important to consider 
the research conducted on brand personality congruence, where it is argued that 
consumers are attracted to brands with a perceived brand personality that closely 
aligns with their own self-concept (Kuenzel & Halliday, 2010). In this way, consumers 
are more likely to have a favourable attitude towards a brand that more closely aligns 
with their own perceived self-concept. It would therefore be expected that where a 
brand has a perceived personality that closely fits with the consumer, that the brand 
personality would also impact on the feelings the consumer has towards the brand, 
such as brand love. Although the relationship between brand personality and brand 
love was not supported in the current research, this potentially can be explained by 
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exploring the brand and the context of the study. Unlike FMCG where brand choice 
is extensive, largely driven by the individual consumer, and in general can be easily 
changed, this is not the always the case when selecting a sport team, specifically 
within the AFL. The reason why consumers follow a particular sport team varies, 
however, it is generally attributed to the influence of family and friends from an early 
age (Wann, Grieve, Zapalac, & Pease, 2008). Therefore, when a child begins to 
follow the same team as their parents there is limited consideration for the 
personality of the brand. Furthermore, it is highly unlikely that a consumer changes 
their allegiance to a sport team (Tapp, 2004). In this way, the personality of the team 
had little influence in the decision to begin following the team initially and, as 
demonstrated by the results of this study, the personality is also of little influence on 
developing love for the team. Considering the decision making process many 
consumers employ when selecting a sport team, it is logical that brand personality 
would be of limited influence on brand love. Therefore, it can be conclude that 
personality traits attributed to a sport team are of little influence on the emotions felt 
towards the sport team and there are more important drivers of brand love to be 
explored.
6.6.5 Hypothesis 4
H4: Brand Love will mediate the relationship between Brand Personality and 
the following:
a) Behavioural Loyalty
b) Word-of-mouth
c) Attitudinal Loyalty
Considering brand love as a mediator between brand personality and 
behavioural loyalty, WOM, and attitudinal loyalty, employing the casual steps 
approach it is first necessary to show a direct and significant relationship between 
brand personality and brand love (Baron & Kenny, 1986). Based on the results 
shown in Table 57 (p. 234) a significant (positive) relationship was found with brand 
personality on WOM and attitudinal loyalty. Further, the relationship between brand 
personality and brand love must be significant. The results revealed this relationship 
is not significant and therefore there is no mediating relationship to be tested (using 
the casual steps approach). Thus, the results from the mediation analysis employing 
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the causal steps method are found in Table 58 (p. 234) where the results that the 
relationship between brand personality and brand love was non-significant indicated 
there is no mediating relationship to be tested. Similarly, the indirect effects between 
brand personality and behavioural loyalty, WOM, and attitudinal loyalty were 
revealed to be non-significant  (Table 59, p. 234), indicating a mediation relationship 
is not present. Therefore, both methods for mediation produced the same results, 
and did not provide support for the hypotheses H4(a), 4(b), and 4(c).
6.6.5.1 Hypothesis 4: Discussion
Brand love was not found to mediate the relationship between brand 
personality and behavioural loyalty, WOM, and attitudinal loyalty. Therefore, support 
was not provided for the Hypotheses H4(a), 4(b), and 4(c).
These findings indicate that the emotions, and love felt towards the sport team 
do not play a significant role in the impact of perceived personality on loyalty 
outcomes. The results do not support those found in Swaminathan et al.’s (2009)
study. In their study, Swaminathan et al. (2009) explored the moderating role of 
attachment style (emotional) on the relationship between brand personality and 
brand outcomes, such as purchase likelihood. The findings demonstrated that 
participants with an anxious attachment style (a negative view of self) were more 
likely to distinguish between brands based on personality traits which enhanced 
brand choice, purchase likelihood, and brand attachment. The reasoning for this is 
that the consumers use the brand, and its personality, as a way of projecting their 
ideal self-concept to others. In this way, Swaminathan et al. (2009) concluded that 
brand personality is a useful construct in exploring consumer brand connections and 
outcomes such as brand choice and purchase likelihood. In contrast to these 
findings, the results from the present thesis found that brand love (the consumer 
connection to the brand) does not play a role in explaining variations between brand 
personality and the loyalty outcomes. In seeking an explanation for the results, it is 
argued that brand love may play a small role in the impact of brand personality on 
loyalty outcomes; however there are other factors which contribute more significantly 
to this relationship in the current context. As found through the investigation of the 
relationship between brand personality and brand love, where the impact was 
minimal and non-significant, personality traits do not appear to directly impact the 
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strong feelings of love consumers have for their sport team. Furthermore, in 
Swaminathan et al.’s (2009) study, the findings were specific to consumers with 
anxious attachment styles whilst personality played less of a role with those 
consumers with a less anxious attachment style. In this way, the current study 
explored brand love, a construct based on a much more positive set of emotions felt 
towards the brand than an anxious attachment style. Therefore, less emphasis is 
placed on the personality of the brand.
In a study investigating the relationship between consumer-retailer love, 
attachment, and personality, Vlachos and Vrechopoulos (2012) found some 
personality traits moderated the brand love on re-patronage intentions relationship in 
grocery retailer brands. Importantly, in their study, Vlachos and Vrechopoulos (2012)
explored the personality of the individual consumers rather than the brand itself. 
Therefore, although their findings provide partial support for a relationship between 
personality, love, and loyalty, it is argued that personality may assist in segmenting 
consumers rather than perceived brand personality explaining variations in brand 
love and loyalty outcomes. As previously stated, the brand personality construct 
explored in the current study is a robust and valid measure. However, in the context 
of sport, specifically sport teams, brand personality has less of a role to play than in 
other contexts, where brand personality alone is not enough to influence loyalty 
outcomes. In this thesis, the results demonstrate that it is brand love rather than 
brand personality that is most important in developing the loyalty outcomes of 
behavioural loyalty, WOM, and attitudinal loyalty. 
6.6.6 Hypothesis 5
H5a: Benefits will have a significant positive relationship with Brand Love.
H5b: Attributes will have a significant positive relationship with Brand Love.
The results revealed that benefits has a significant relationship with brand 
ORYH ȕ 88, p<.001). The direct effect indicates that benefits are a significant and 
substantial driver of brand love. In contrast, attributes (also representing sport brand 
associations) does not significantly impact brand love ȕ 08, p>.05), although the 
relationship is positive the relative impact on brand love is also found to be quite 
small.
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6.6.6.1 Hypothesis 5: Discussion
The results indicate that benefits drive brand love and therefore, provide 
support for Hypothesis 5(a). In terms of sport brand associations, benefits represent 
the value consumers attach to the brand, in this case the sport team. In this way, the 
results demonstrate that the strong emotional relationship consumers have for their 
sport team is influenced by the perceived benefits driving this relationship. The sport 
team provides an avenue for escape from everyday life by watching, reading, or 
talking about the team (Funk & James, 2006). Similarly, the fond memories of 
supporting the team, and sharing this with family and friends also positively impacts 
the strong emotions felt towards the team as exhibited by the dimension of nostalgia. 
Brand love is also influenced by the perceived knowledge consumers hold about 
their team, many consumers considering themselves to be experts on their favourite 
team. The findings that knowledge and being an expert on their favourite sport team 
assists in developing brand love towards the team makes intuitive sense. This 
demonstrates a high level of involvement with the team, where it is unlikely a 
consumer would be an expert on a team they were not significantly attached to or 
invested in, or indeed loved. Although the relationship between benefits (escape, 
knowledge, nostalgia) and brand love has not received academic attention, the 
results from this thesis provide support for this relationship. 
Furthermore, the results provide support for a valid and reliable measure for 
benefits, extending the work of Gladden and Funk (2001), Filo et al. (2008), and 
Kaynak et al. (2008) (as examples). The findings provide partial empirical support for 
Kaynak et al.’s (2008) conceptual paper investigating sport brand associations and 
brand loyalty in the context of professional sport. In their study, the authors argued 
that benefits are reflected by functional benefits (escape), symbolic benefits (peer 
group acceptance), and experiential benefits (nostalgia). The current study provides 
empirical support for benefits to be reflected by escape, knowledge, and nostalgia, 
whilst peer group acceptance was not found to reflect benefits. The finding that peer 
group acceptance does not reflect benefits is consistent with the findings from 
Gladden and Funk (2001), who found peer group acceptance to have a negative 
impact (albeit significant) on loyalty. Gladden and Funk (2001) who, in an empirical 
investigation explored the role of sport brand associations on brand loyalty, found 
both escape and nostalgia to reflect benefits and have a significant relationship with 
brand loyalty. The current thesis extends the work of Gladden and Funk (2001)
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through demonstrating that benefits has a significant and large impact on brand love 
(and in turn on loyalty outcomes). In this way, escape, knowledge, and nostalgia 
have a significant influence in developing strong emotional connections (i.e., brand 
love) between consumers and a sport team.
Unlike benefits, support was not found for the influence of attributes on brand 
love (Hypothesis 5(b)). In the current study, attributes represented the features of a 
brand, such as a team’s logo or colours. In Gladden and Funk’s (2001) study, 
attributes were found to be reflected by product delivery, tradition, and star player, 
(as examples), where these three dimensions were found to have a significant 
relationship with loyalty, although only product delivery offered a positive 
relationship. In Ross et al’s (2006) study, both brand mark and rivalry were found to 
exhibit strong cronbach alpha scores in the team brand association scale (TBAS), 
however the relationship between attributes and loyalty was not explored. Thus, 
although of the four attributes explored (brand mark, rivalry, tradition, product 
delivery) only brand mark and rivalry were found to strongly reflect attributes, thus
providing partial support for Ross et al.’s (2006) TBAS. The present findings are also 
in keeping with the mixed results identified by Gladden and Funk (2001), where only 
product delivery was the attribute to have a positive and significant relationship with 
loyalty. Although the current findings extend the literature by providing a valid and 
reliable measure for attributes, they demonstrate that attributes, whilst previously 
linked to loyalty, do not have a significant or substantial impact on brand love within 
the context of a sport team. Therefore, the team colours, beating rivals, and making 
it to a final, whilst important and positively association with developing strong 
emotions towards a team, were not statistically significant drivers of brand love. 
Whilst attributes have less of a role to play in developing a consumer’s love for their 
team, benefits are of critical importance. 
6.6.7 Hypothesis 6
H6a: Benefits will have a significant positive relationship with Brand 
Personality.
H6b: Attributes will have a significant positive relationship with Brand 
Personality.
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The results presented in Table 57 (p. 234) illustrate that benefits have a
VLJQLILFDQWUHODWLRQVKLSZLWKEUDQGSHUVRQDOLW\ȕ 36, p<.001). In addition, attributes 
were also found to have a significantly positive relationship with brand personality 
ȕ 38, p<.001). Interestingly, the impact of the two dimensions of sport brand 
associations were quite similar, and are therefore, considerable drivers shaping 
brand personality in the minds of the consumers. 
6.6.7.1 Hypothesis 6: Discussion
Considering the relationship between benefits and brand personality, the 
findings support those identified in Hayes et al. (2008) and extend the results to the 
context of sport. These results indicate that the sport brand associations dimension 
of benefits which includes a feeling of temporary escape from day to day life, having 
fond memories associated with the team, and being knowledgeable about the team 
positively influence the personality traits attributed to the brand in the mind of the 
consumer. These findings are also consistent with Johar et al.’s (2005) assertion that 
manipulation of the sport brand associations consumers attribute to a brand (through 
advertising) can alter the personality of a brand. Specifically, a team may provide an 
escape from life’s problems for those consumers who regularly attend games, read 
about their team and engage in conversations about their team. Thus, the findings 
indicate that benefits are a significant driver of brand personality and therefore, 
provide support for Hypothesis 6(a).
Attributes were found to have a positive and significant influence on brand 
personality, providing support for Hypothesis 6(b). Similar to benefits, these results 
are consistent with the those of Hayes et al. (2008) where manipulation of the 
attributes resulted in positive non-significant changes in most brand personality 
dimensions (sophistication decreased). The findings in this thesis demonstrated a 
positive relationship between attributes and brand personality. Attributes associated 
with the team such as the team colours and uniform, and making it to the final series 
have a significant influence on brand personality. As such, in order for sport 
marketing managers to influence the personality attributed to the brand, attributes, 
and benefits, can be exploited. 
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6.6.8 Hypothesis 7
H7: Sport consumers of differing fan types will exhibit differences in the 
following:
a) Benefits
b) Attributes
c) Brand Personality
d) Brand Love
e) Behavioural Loyalty
f) Word-of-Mouth
g) Attitudinal Loyalty
A multivariate analysis of variance (MANOVA) was performed to investigate 
the differences in benefits, attributes, brand personality, brand love, behavioural 
loyalty, WOM, and attitudinal loyalty for each fan typology. The independent variable, 
fan typology, had three categories: 1 (casual), 2 (devoted), 3 (fanatical). The 
dependent variables were benefits, attributes, brand personality, brand love, 
behavioural loyalty, WOM, and attitudinal loyalty. The results are presented in Table 
60 and indicated that there was a statistically significant difference for fan typology 
on the combined dependent variables (df(56)=14.545. p=.00; Wilk’s Lambda = .712; 
partial eta squared = .15).
The results of the post hoc tests provided greater detail and reveal any 
significant differences between the three fan typologies for each dependant variable, 
displayed in Table 61 (p.251). This table indicates the mean difference between the 
casual, devoted, and fanatical consumers for each dependent variable. For example, 
the results pertaining to benefits reveal that consumers considered casual, overall, 
scored lower on benefits than their counterparts, devoted (mean difference -.20, 
p<.05) and fanatical consumers (mean difference -.70, p<.05), indicating benefits is 
less important to casual consumers. Although the mean difference is small, it is 
statistically significant. Consistent with benefits, the findings for attributes indicate the 
mean for casual consumers is smaller than devoted and fanatical. However, there 
are no statistical differences between devoted and casual consumers with regard to
attributes. This finding is consistent over many of the dependent variables where 
brand personality, behavioural loyalty, WOM, and attitudinal loyalty all reveal no 
statistical differences between casual and devoted consumers. Interestingly, 
fanatical consumers were found to be statistically different from both casual and 
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devoted for each variable. Unsurprisingly, the largest mean differences were found 
between casual and fanatical consumers, as demonstrated by brand love (mean 
difference: 1.11) and behavioural loyalty (mean difference: 1.83). In these examples, 
fanatical consumers revealed a higher mean than casual consumers, indicating an 
overall greater level of agreement towards the construct. These results make 
intuitive sense, as fanatical consumers would be expected to exhibit higher levels of 
behavioural loyalty towards the sport team in comparison to both casual and devoted 
consumers. 
Table 60 - MANOVA test for Group differences (Fan Typology)
Variables: Benefits, Attributes, Brand Personality, Brand Love, Behavioural Loyalty, WOM, 
Attitudinal Loyalty.
Value F Df Sig Partial Eta Squared
Pillai’s Trace .289 13.747 56 .000* .144
Wilk’s Lambda .719 14.545 56 .000* .152
* The mean difference is significant at the .05 level
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Table 61 - Post hoc Comparisons for Fan Typology
Dependent 
Variable
Groups to be 
Compared
Mean 
Difference
Std. 
Error
Tukey 
HSD Scheffe LSD
Benefits Devoted Casual .20 .07 .02* .03* .01*
Fanatical -.50 .07 .00* .00* .00*
Casual Devoted -.20 .07 .02* .03* .01*
Fanatical -.70 .08 .00* .00* .00*
Fanatical Devoted .50 .07 .00* .00* .00*
Casual .70 .08 .00* .00* .00*
Attributes Devoted Casual .12 .06 .11 .13 .04*
Fanatical -.23 .06 .00* .00* .00*
Casual Devoted -.12 .06 .11 .13 .04*
Fanatical -.35 .06 .00* .00* .00*
Fanatical Devoted .23 .06 .00* .00* .00*
Casual .35 .06 .00* .00* .00*
Brand 
Personality
Devoted Casual -.06 .06 .59 .62 .33
Fanatical -.27 .06 .00* .00* .00*
Casual Devoted .06 .06 .59 .62 .33
Fanatical -.21 .07 .01* .01* .00*
Fanatical Devoted .27 .06 .00* .00* .00*
Casual .21 .07 .01* .01* .00*
Brand Love Devoted Casual .25 .11 .06* .07* .02*
Fanatical -.86 .11 .00* .00* .00*
Casual Devoted -.25 .11 .06* .07* .02*
Fanatical -1.11 .11 .00* .00* .00*
Fanatical Devoted .86 .11 .00* .00* .00*
Casual 1.11 .11 .00* .00* .00*
Behavioural 
Loyalty
Devoted Casual .13 .14 .62 .65 .35
Fanatical -1.70 .14 .00* .00* .00*
Casual Devoted -.13 .14 .62 .65 .35
Fanatical -1.83 .15 .00* .00* .00*
Fanatical Devoted 1.70 .14 .00* .00* .00*
Casual 1.83 .15 .00* .00* .00*
WOM Devoted Casual -.03 .13 .98 .98 .84
Fanatical -.85 .13 .00* .00* .00*
Casual Devoted .03 .13 .98 .98 .84
Fanatical -.82 .13 .00* .00* .00*
Fanatical Devoted .85 .13 .00* .00* .00*
Casual .82 .13 .00* .00* .00*
Attitudinal 
Loyalty
Devoted Casual .18 .09 .11 .13 .04*
Fanatical -.48 .09 .00* .00* .00*
Casual Devoted -.18 .09 .11 .13 .04*
Fanatical -.66 .10 .00* .00* .00*
Fanatical Devoted .48 .09 .00* .00* .00*
Casual .66 .10 .00* .00* .00*
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6.6.8.1 Hypothesis 7: Discussion
The results provide full support for the hypotheses 7(a) and 7(d) pertaining to 
benefits and brand love respectively, where the three fan types were statistically 
distinct. The findings also provide partial support for the remaining hypotheses, 7(b), 
7(c), 7(e), 7(f), and 7(g), where statistical differences were found between Fanatical 
consumers and both Causal and Devoted consumers. However, there were no 
statistical differences between Causal and Devoted consumers. 
Overall, the findings could be argued to provide some support for Mahony et 
al.’s (2000) PCT which differentiated between strong and weak attitudes and low and 
high behaviour. For the loyalty outcomes of behavioural loyalty, WOM, and attitudinal 
loyalty fanatical consumers (high attitude, high behaviour) were revealed to be 
statistically different from other consumers, including higher means than their 
counterparts. Additionally, casual (low attitude, low behaviour) and devoted (low 
attitude, low behaviour) consumers, for these variables, were not statistically 
different from each other. Support is provided for the Devoted consumer as identified 
in Hunt et al.’s (1999) fan types research. Hunt et al. (1999) defined the “Devoted 
fan” as moving beyond a temporary (or casual) fan by exhibiting a stronger 
emotional attachment to the team. The results support this definition of Devoted 
consumers, particularly as the brand love Devoted and Casual consumers have for 
their team is statistically distinct. Fanatical consumers, by comparison to Devoted 
and Causal consumers, were overall and more extreme results for each dependent 
variable. In doing so, the results provide support for the consumer (fan) typology 
literature as the step from the temporary/local/devoted fan to fanatical/dysfunctional 
fan (Hunt et al., 1999), from low/spurious loyalty to true loyalty (Mahony et al., 2000)
and casual/loyal fan to die hard/dysfunctional fan (Beaven & Laws, 2007; Perkins, 
2010) is considerable. Further, the results revealed the fan subgroups found towards 
the casual end of the spectrum are more alike than previously considered. 
The results provide support for Hypothesis 7(a), demonstrating that the 
benefits attributed to the sport team vary significantly with the level of fan type. 
However, in the case of attributes the findings revealed statistical differences 
between Fanatical consumers and both Devoted and Casual consumers, however 
there was not a statistical difference between Devoted and Casual consumers. 
Therefore, Hypothesis 7(b) is partially supported.
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Considering these results in relation to the aspects of the benefits construct, 
representing sport brand associations, the final construct of benefits involved 
consumers feelings of escape from everyday life, the extensive knowledge they hold 
about their team, and the history or nostalgic memories. In line with Beaven and 
Laws (2007) and Perkins (2010), Fanatical and Die Hard consumers place greater 
emphasis on being knowledgeable and whilst Devoted and loyal consumers hold 
some knowledge and history about the team, the Fanatical consumers pride 
themselves of having an extensive knowledge about the history of the team. It is 
therefore, unsurprising that the strength of the benefits attributed to the sport team 
vary between the fan types. It stands to reason that as a consumer becomes more 
involved with their favourite sport team, by watching and attending more games, 
speaking more frequently about their team and reading about them in the media that 
a consumer would build on their knowledge and learn more about the history of the 
team. As a consequence of this, the importance of benefits would increase. 
The findings in relation to attributes, reflected by brand mark and rivalry, 
demonstrate that Fanatical consumers differ from the remaining fan types. The 
results support the contention that a logo or symbol representing the brand is of 
greater importance to Fanatical consumers than other fan types (Perkins, 2010). The 
results provide an insight into the importance of team rivalry for Fanatical 
consumers, as distinct from Devoted and Causal consumers. However, this 
demonstrates there is no statistical difference between Devoted and Casual 
consumers with respect to attributes. Thus, while beating the team’s main rival, 
making it to the finals, and a connection with the team’s colours and logo are 
important to both Devoted and Casual consumers there is little distinction between 
the two fan types. 
These results provide partial support for Hypothesis 7(c), where the brand 
personality attributed to a sport team varies significantly between Fanatical 
consumers and both Devoted and Casual consumers. These results demonstrate 
that the personality traits attributed to the sport team do not differ between Devoted 
and Casual consumers. Given that brand personality refers to the external human 
characteristics attributed to a brand held in a consumers memory (Aaker, 1997), it 
stands to reason that this may evolve overtime and as a consumer increases 
exposure to the brand, in this case of the Fanatical consumers. However, the 
differences in both attendance and overall exposure to the team between Devoted 
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and Casual consumers have been established (Beaven & Laws, 2007; Hunt et al.,
1999; Perkins, 2010) where Devoted consumers arguably attend numerous games 
per season, watch most games on TV, and frequently discuss the team, yet this 
difference has limited impact on the importance of brand personality. Rather than 
exploring the similarities between Devoted and Casual consumers, perhaps the key 
focus is the statistical difference of Fanatical consumers. Hunt et al. (1999) argued 
that not all fans develop an objective relationship with the team, where a halo effect 
can artificially enhance a consumers perception of the team and also assists in 
consumers remaining loyal to a team regardless of on-field success. It could 
therefore be argued that brand personality is of greater importance to Fanatical fans 
due to the transferable happiness and passion they feel overall for their team which 
may cloud their perception of the personality of the team. 
The findings also provide support for Hypothesis 7(d), demonstrating that the 
brand love varies significantly with the level of fan type. In this way, the feelings of 
love for a sport team are of greatest importance to Fanatical consumers. These 
results provide support for Perkins (2010) and Funk et al.’s (2004) assertion that 
increased exposure to the team will evoke a stronger emotional connection to the 
team. Perkins (2010) identified that the emotional connection develops over time and 
as such is negligible in temporary and casual consumers but develops as the 
consumers become more involved and move along the fan type spectrum. Although 
the mean difference between Fanatical consumers and Casual consumers is 
considerable (mean difference=1.11), the difference between Devoted consumers 
and Causal consumers is still significant, albeit to a lesser degree (mean 
difference=.25), as expected. Therefore, these findings support Perkins (2010) and 
Funk et al.’s (2004) contention that a strong emotional connection and in fact brand 
love is of greater importance as the consumer becomes more involved with the 
team. However, the findings do not support the hypothesis from Perkins (2010) that 
the emotional connection between a Causal consumer and their sport team is 
negligible, as the results demonstrate that this is still of importance. The results 
therefore demonstrate that whilst consumers across the entire spectrum of fans may 
love their sport team, they do so differently depending on the type of fan they are.
The findings provide partial support for Hypotheses 7(e), 7(f), and 7(g), where 
the loyalty outcomes vary significantly between Fanatical consumers and both 
Devoted and Casual consumers. It is unsurprising that Fanatical consumers 
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statistically vary from the other fan types with respect to behavioural loyalty, WOM, 
and attitudinal loyalty given the very questions used for segmentation. This finding 
supports the work of Tapp and Clowes (2002) and Perkins (2010) who contend that 
Fanatical consumers have a greater propensity to attend games (or concerts), 
purchase merchandise and own and wear team related items. Specifically, Fanatical 
consumers are more behaviourally loyal compared to the remaining fan types. 
Fanatical consumers place a greater emphasis on displaying their loyalty to others 
visually through activities such as attending games on a regular basis. The findings 
also provide support for Alexandris and Tsiotsou’s (2012) assertion that a high level 
of attachment to the team is related to a more positive attitude, and Perkin’s (2010)
contention that Fanatical consumers will readily call themselves loyal. In the current 
study, the Fanatical consumer group demonstrated that attitudinal loyalty was of 
greater importance compared to the Devoted and Casual consumers. The results 
from the present study also provided some support for Perkin’s (2010) argument that 
the further away from the casual end of the spectrum of fan types, the more readily a 
consumer would engage in positive conversation about the team. The results 
indicated that Fanatical consumers are more likely than Devoted and Casual 
consumers to engage in conversations and positive WOM about their team. 
However, as with all the loyalty outcomes, there was no distinction between the 
Devoted and Casual consumers. 
In seeking an explanation for the lack of statistical distinction between 
Devoted and Casual consumers with respect to the three loyalty outcomes, the 
segmenting variables are compared with the final items for the three constructs. 
Specifically, there is no differentiation between the Devoted and Casual consumers 
with respect to attendance frequency or membership whilst Devoted consumers 
watched games on TV and listened to games on the radio more frequently. The final 
items reflecting behavioural loyalty include attendance at games, purchasing 
merchandise, and wearing the colours or logo of the team. Considering game 
attendance frequency for the segmentation was the same for both Casual and 
Devoted consumers, it is expected that there is little or no distinction in the item for 
behavioural loyalty. Furthermore, the items pertaining to merchandise and logo are 
similar to brand mark that reflects attributes (sport brand associations) where there 
was also no significant difference between the two consumer groups. In this way, the 
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findings for behavioural loyalty are consistent with the findings across the whole 
sample. 
The final segmenting variable examined was the frequency of discussing the 
team with family and friends where there was some differentiation between Casual 
and Devoted consumers, however this distinction did not carry into the WOM 
construct that was reflected by items encouraging others to watch and support the 
team. In this way, the finding that there is no distinction between the Devoted and 
Casual consumers in respect of WOM is somewhat surprising. However, given 
neither fan type attends or watches games very often it is understandable that they 
would not encourage others to do so. The final loyalty outcome of attitudinal loyalty is 
reflected by three items that relate to the consumer never changing affiliations, being 
a committed fan, and watching games regardless of who the team is playing. Given 
that there is little distinction between attendance and watching behaviour, it was
expected that there would be no differentiation in watching of the games. Consumers 
express their level of commitment to the team in different ways, where a Fanatical 
consumer may consider being a member and attending majority of games as 
demonstrating commitment to the team, whilst a Casual consumer may believe that 
by never changing their affiliation and saying they follow the team when asked, they 
are expressing their commitment to the team. Therefore, although the level of 
commitment demonstrated here differs it, nonetheless, represents commitment to 
the team. In this way, it is understandable that there was no statistical difference 
between Devoted and Casual consumers with respect to attitudinal loyalty, in 
addition to behavioural loyalty and WOM.
6.6.9 Hypothesis Summary
Table 62 provides a summary of the results in relation to the proposed 
hypotheses.
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Table 62 - Hypothesis Tests
Hypothesis
Literature 
Review 
Discussion
Results 
Discussion
Supported 
/ Partially 
Supported 
/ Not 
Supported
H1: Brand Love will have a significant positive relationship 
with the following:
a) Behavioural Loyalty
b) Word-of-mouth
c) Attitudinal Loyalty
p. 75 p. 236 Supported
H2: Brand Personality will have a significant positive 
relationship with the following:
a) Behavioural Loyalty
b) Word-of-mouth
c) Attitudinal Loyalty
p. 87 p. 238 Partially 
Supported
H3: Brand Personality will have a significant positive 
relationship with Brand Love.
p. 88 p. 241 Not 
supported
H4: Brand Love will mediate the relationship between Brand 
Personality and the following:
a) Behavioural Loyalty
b) Word-of-mouth
c) Attitudinal Loyalty
p. 89 p. 244 Not 
supported
H5a: Benefits will have a significant positive relationship with 
Brand Love.
H5b: Attributes will have a significant positive relationship 
with Brand Love.
p. 102 p. 246 Partially 
Supported
H6a: Benefits will have a significant relationship with Brand 
Personality.
H6b: Attributes will have a significant relationship with Brand 
Personality.
p. 103 p.248 Supported
H7: Varying levels of fandom will significantly affect the 
following:
a) Benefits
b) Attributes
c) Brand Personality
d) Brand Love
e) Behavioural Loyalty
f) Word-of-Mouth
g) Attitudinal Loyalty
p. 105 p. 252
Supported
PS
PS
Supported
PS
PS
PS
* Note: PS=partially supported
6.7 Summary
This chapter discussed the normality, validity, and reliability of the constructs 
measured and the techniques employed to analyse the data. In addressing the 
overall research question to explore the manifestation of brand love of a sport team, 
the antecedents and outcomes, this chapter presented and discussed the results 
from Study 5 (main study). In addition to testing the overall model fit for Study 5, 
testing was conducted on the new brand love scale that was developed and 
validated in the previous four studies. Study 5 also empirically examined brand 
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personality and brand associations as antecedents to brand love and brand loyalty 
as an outcome to brand love.
The results indicate that brand love and its dimensions is a robust multi-
dimensional construct with good psychometric properties and explanatory power. 
The results presented provide support for some hypotheses; partially support others, 
whilst one is not supported. Table 62 presents a summary of the results related to 
the specific hypotheses. Firstly, the results suggest that brand love drives loyalty 
outcomes (behavioural loyalty, WOM, attitudinal loyalty). In terms of the brand 
personality relationship with the loyalty outcomes and brand love, the results imply 
that, brand personality drives behavioural loyalty, WOM, and attitudinal loyalty. 
Brand personality does not drive brand love. Therefore, in terms of mediation, it was 
found brand love does not mediate the relationship between brand personality and 
the three loyalty outcomes.
In relation to the drivers of brand love and brand personality, the sport brand 
associations of benefits and attributes were explored. Benefits were found to drive 
brand love and brand personality, demonstrating a significant, positive relationship 
with both constructs. Attributes were found to have a significantly positive 
relationship with brand personality. In terms of attributes on brand love, although the 
relationship was found to be positive, the relationship was non-significant and thus 
the hypothesis was unsupported. The results pertaining to differences in fan types 
revealed that sport consumers vary by fan type for brand love and benefits. 
However, for the remaining constructs, Fanatical consumers were found to be 
different from both Devoted and Casual consumers and there was no statistical 
difference between Devoted and Casual consumers for these constructs. 
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CHAPTER SEVEN: CONCLUSIONS AND IMPLICATIONS
7.1 Introduction
The primary purpose of this thesis was to explore the construct of brand love, 
its composition, structure and dimensionality, its potential antecedents and possible 
relationships with loyalty outcomes. The context for the research was the sport 
industry, with a focus one case study organisation. The sport organisation that 
formed the case study was the AFL, a sporting league based in Australia. The 
exploratory research was guided by one key research question that sought to 
explore how brand love was manifested in consumers. Consumers were segmented 
and their perceptions explored based on a fan typology representing a spectrum of 
consumer types from casual through to fanatical. The findings from the exploratory 
studies (Studies 1 and 2) facilitated the development of the brand love construct. 
Beyond the research question, three propositions were proposed. It was proposed 
that brand love would have a positive influence on loyalty outcomes. Secondly, it 
was also proposed that brand personality would have a positive influence on brand 
love and loyalty outcomes, both directly and through the mediating role of brand 
love. Thirdly, it was proposed that brand associations would have a positive 
relationship with brand personality and brand love. A conceptual model was 
developed based on a review of marketing, consumer behaviour, sport management, 
and psychology literature. 
The results and discussion of the research question and three propositions 
were presented in the previous chapters. Research Question 1 was addressed in 
Chapter Four, where a discussion of the results from the qualitative phase (Studies 1 
and 2) of the research was presented. Overall, the exploratory studies revealed four 
common aspects of brand love: anger, commitment, intimacy, and passion. These 
findings formed the foundation of the measure for brand love that was developed 
and validated in the pilot studies, discussed in Chapter Five. Propositions 1-3, as 
identified in the conceptual model, were addressed in Chapter Six. The propositions 
examined the effect of brand love and brand personality on behavioural loyalty, 
WOM and attitudinal loyalty. The mediating effect of brand love in the relationship 
between brand personality and the three loyalty outcomes was also explored. The 
role of sport brand associations as antecedents was investigated with respect to 
benefits and attributes and their direct effect on brand personality and brand love. An 
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integrated model was examined to determine whether the conceptual model fitted
the data. Finally, the role of fan type was explored for each construct within the 
model.
This final chapter identifies and encapsulates the main conclusions relating to 
each of the propositions. The contributions to the academic discipline made by this 
thesis, both in terms of theoretical and methodological contributions are discussed. 
The managerial implications of the results are also outlined. Finally, the limitations of 
the study are addressed and recommendations for future research are proposed.
7.2 Summary of the Research Question and Propositions
7.2.1 Research Question 1
RQ 1: How is brand love of a sport team manifested in sport consumers?
In terms of RQ1, it was found that consumers experience strong emotions for 
their favourite team, equivalent to love, represented by the dimensions of anger, 
commitment, intimacy, and passion. Anger, in relation to a sport team, refers to the 
negative emotions associated with love of a team and was used to demonstrate how 
strongly participants felt about their team and the effect of poor performance of the 
team (as an example). The identification of anger as a component of love is 
important where the emotions of anger, disappointment, and frustration are less 
prevelant where consumers do not love their team. This finding differs from the 
traditional research on love and brand love, providing an interesting avenue worthy 
of additional investigation in future research to determine the contexts in which 
negative emotions go hand in hand with positive emotions. Commitment refers to the 
decision to love another in the short-term, and to maintain that love over the long-
term. In relation to a sport team, commitment refers to the verbal promise to always 
support the same team, and specifically for Fanatical consumers to purchase a 
membership, attend games, and watch games on TV. Intimacy refers to the feeling 
of closeness, warmth, and connectedness to the loved object. Finally, passion is 
expressed as the pleasure and excitement when watching the team play as well as 
the delight and hope felt by merely thinking about the team. The outcomes of RQ1 
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establish meaning (for brand love) and serve to operationalise a construct that has 
not been explored in this way before.
7.2.2 Proposition 1
Proposition 1: Brand love is positively associated with loyalty.
The direct relationships between brand love and loyalty outcomes was 
addressed in Proposition 1 and examined in Chapter Six. Proposition 1 was 
examined using SEM. In light of the disaggregation of loyalty to provide greater 
insight into the drivers of the individual dimensions, each dimension of loyalty was 
considered separately in relation to their direct relationship with brand love. Overall, 
support was found for the hypotheses that arise from Proposition 1, where brand 
love was found to be a significant predictor of the loyalty outcomes. The results 
indicated that the importance of brand love differs across the loyalty outcomes. 
Therefore, the following discussion will be framed around the role of brand love on 
each dimension of loyalty.
Firstly, brand love was found to be a significant predictor of behavioural 
loyalty, WOM, and attitudinal loyalty. Brand love had the strongest impact on 
behavioural loyalty, followed closely by attitudinal loyalty with the impact 
considerably lower for WOM. However, it should be noted that overall the impact of 
brand love on the loyalty outcomes was substantial. These results imply that 
consumers who are emotionally connected to a sport team will have a more positive 
attitude towards the team and are more likely to watch games and purchase 
merchandise. Additionally, they are more likely to promote the experience positively 
to others by sharing their experience and recommending it to others. Regardless of 
strength however, the impact of brand love on the loyalty outcomes were all positive, 
significant, and substantial. It is noteworthy that brand love was found to be a strong 
predictor of loyalty outcomes. These results indicated that a strong emotional 
connection, such as love, between a consumer and their sport team enhances the 
relationship, resulting in positive behavioural loyalty, WOM, and attitudinal loyalty.
Many sport organisations are aware of the strong impact that love and 
emotions have on loyalty outcomes and deliberately create emotional marketing 
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campaigns to drive loyalty outcomes, in particular consumer behaviour. This 
research, in addition to providing empirical support confirming the significance of 
brand love on loyalty outcomes, also provides insight and understanding into the 
specific emotions driving the desired outcomes. In this way, sport organisations can 
develop marketing campaigns that leverage the specific emotions to enhance loyalty.
7.2.3 Proposition 2
Proposition 2: Brand personality is positively associated with loyalty. 
However, the relationship between brand personality and loyalty is also 
mediated by brand love.
The direct relationship between brand personality, loyalty outcomes, and 
brand love was explored through Proposition 2 and examined using SEM. Partial 
support was found for the hypotheses that arose from Proposition 2. The results 
indicated that the relationship between brand personality and the loyalty outcomes 
differed in their importance, with some negative relationships. The results revealed 
that brand personality was a significant driver of WOM and attitudinal loyalty; albeit a 
small impact but still significant. Brand personality was also found to have a 
significant relationship with behavioural loyalty, however, the relationship was 
negative indicating that the brand personality consumers attribute to a sport team 
does not assist in driving behavioural loyalty. This result can be explained where a 
consumer perceives a less than desirable brand personality of their favourite team 
where the consumer seeks to distance themselves from the team and, in doing so, 
from the brand personality attributable to the team. Thus, although a consumer may 
cite a specific team as their favourite team, the brand personality they attribute to the 
team is prohibitive to attending or watching games in an effort to limit their 
association with the team. Future research should seek to explore the relationship 
between specific brand personality dimensions and behavioural loyalty to identify 
which (if any) brand personality dimensions contribute to the negative relationship 
with behavioural loyalty. In doing so, this could provide insight to sport organisations, 
specifically sport teams, as to the personality dimensions that have a detrimental 
effect on behavioural loyalty in consumers.
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The results also implied that brand personality does not drive behavioural 
loyalty. These results indicate that the brand personality associated with the team 
assisted in developing a positive attitude towards the team, propensity to speak 
favourably about the team and encourage others to support the team. Interestingly, 
these same personality traits have a negative impact on game attendance or 
watching games on TV, however this relationship was non-significant, and the 
impact was relatively small. Overall, the results indicated the impact of brand 
personality on brand love is non-significant and negligible and, according to Baron 
and Kenny (1986), there is no mediation relationship to be tested. Furthermore, 
Hayes’ (2009) method for examining mediation (bootstrapping) too revealed a 
mediation relationship was not present. This result revealed that the personality 
characteristics attributed to a brand (in the consumers’ mind) were unrelated to the 
strong emotional feelings and love experienced towards a sport team.
7.2.4 Proposition 3
Proposition 3: Sport Brand associations are positively associated with brand 
personality and brand love.
The direct relationship between sport brand associations, brand personality, 
and brand love was explored through Proposition 2 and examined using SEM where 
sport brand associations were disaggregated into benefits and attributes. The 
findings indicated that the benefits associated with a sport team have a strong and 
significant impact on brand love and brand personality. In this way, the benefits 
attributed to the sport team, such as, nostalgia, knowledge about the team, and 
escape assist in developing strong brand love for the team and additionally shape 
the personality of the team. In this way, benefits can be leveraged to assist brand 
managers to build a strong emotional connection between the consumer and the 
sport team, attributing positive personality traits to the team. The results indicated 
that attributes associated with a sport team have a strong and significant impact on 
brand personality however; a small, non-significant impact was seen for the 
relationship between attributes and brand love. These results demonstrate that the 
brand mark and rivalry attributed to the team assist in developing the brand 
personality for the team, however, do not play a significant role in creating brand love 
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for the team. Although intuitively, it would be expected that the strong rivalry would 
drive the passion for the team or perhaps the team colours or team logo would 
insight feelings of commitment for the team, overall attributes were not found to 
significantly explain variations in the brand love construct. 
In addressing Research Question 1 and the three Propositions, this thesis 
also sought to provide deeper insight into the main constructs by exploring the 
differences across the sport consumer fan types. The hypothesis that sport 
consumers of differing fan types would exhibit differences in main constructs 
(benefits, attributes, brand personality, brand love, behavioural loyalty, WOM, and 
attitudinal loyalty) was examined using MANOVA. Three specific fan types were 
explored: Casual, Devoted, and Fanatical. The findings indicated that Fanatical 
consumers differed from both Devoted and Casual consumers for each construct,
whilst Devoted and Casual consumers differed in terms of brand love and benefits.
Therefore, a consumers’ fan type was found to affect the propensity of consumers to 
develop a strong emotional connection (brand love) with their team and attribute 
benefits such as a feeling of escape from everyday life, holding extensive knowledge 
about the team, and having fond memories related to the team. Further, these 
results imply that in many ways Devoted and Casual consumers are statistically 
indistinct. However, Devoted consumers are more emotionally connected to the 
team and place greater importance on the benefits attributable to the team. Key to 
these results, is the variation in brand love for the three fan types, where as 
consumers move through the fan type spectrum, brand love increases in importance, 
culminating in Fanatical consumers being the most likely to feel a strong emotional 
connection to the team.
7.3 Academic Contributions
7.3.1 Theoretical Contributions
This research has sought to contribute to relationship marketing, and the 
theory of brand love, specifically the scarcity of exploratory empirical investigations 
of the brand love construct. A key area of contention with respect to brand love and 
related literature surrounds the inconsistencies in regards to the aspects of brand 
love (Batra et al., 2012; Whang et al., 2004). Therefore, this thesis contributes to the 
literature by exploring brand love and providing an understanding of what is and is 
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not brand love. In line with the triangular love theory (Heinrich et al., 2008; Shimp & 
Madden, 1988; Sternberg, 1986), this thesis contends that brand love is reflected by 
commitment, intimacy, and passion. Although the dimensions identified to reflect 
brand love (commitment, intimacy, and passion) are consistent with the triangular 
love theory from the psychology literature (Sternberg, 1986), the understanding of 
these dimensions and the items found to measure them have been advanced to be 
applicable to person-to-brand relationships. In this way, the research advances the 
current conceptualisations and operationalisations of brand love. This 
conceptualisation synthesises seminal literature (Ahuvia, 2005; Albert et al., 2008a; 
Aron & Westbay, 1996; Heinrich et al., 2008; Sternberg, 1986) and provides clarity 
and understanding of the dimensions that reflect brand love, which has been an area 
of ambiguity (Batra et al., 2012). To date, the literature around brand love has 
neglected to provide an exploratory understanding of brand love beyond those 
offered within the psychology literature. In support Batra et al. (2012) indicated the 
need for more research on understanding what is and what is not brand love. The 
results from the exploratory studies (Studies 1 and 2) directly addressed this 
observed gap in the current academic literature. 
A primary contribution of this thesis is the establishment of an empirical
relationship between the brand love construct and the three aspects of loyalty: 
behavioural loyalty, WOM, and attitudinal loyalty. There is an implied assumption in 
the brand love literature, and some empirical support, that brand love is related to 
improved organisational outcomes such as loyalty (Batra et al., 2012; Bergkvist & 
Bech-Larsen, 2010; Carroll & Ahuvia, 2006), however, limited empirical evidence 
exists to support this assertion. The findings of this study provide empirical support 
that validates the relationship between brand love and the aspects of loyalty. This 
study demonstrates that the love for a brand enhances all three aspects of loyalty: 
behavioural loyalty, WOM, and attitudinal loyalty. 
By examining the disaggregated constructs for loyalty (behavioural loyalty, 
WOM, and attitudinal loyalty) and sport brand associations (benefits and attributes), 
with respect to brand love and brand personality, specifically, this study provides a 
deeper understanding of the interrelationships. It can therefore be inferred that the 
constructs of brand love and brand personality affect behavioural loyalty, WOM, and 
attitudinal loyalty differently. Further, the constructs of benefits and attributes, 
separately, affect brand love and brand personality in different ways. Thus, through 
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disaggregated analysis deeper insights are gained about the nature of these 
relationships.
In addition to examining the relationships identified within the conceptual 
model, this thesis also contributed to the understanding of sport fan typologies. In 
particular, variation between Fanatical consumers with both Devoted and Casual 
consumers was identified. Furthermore, the results provided empirical support for the 
similarities and differences between Devoted and Casual consumers (Hunt et al., 
1999). The significant differences were based on Devoted consumers exhibiting a 
stronger mean with respect to the brand love and benefits constructs. Thus, 
indicating that the primary difference between a Casual consumer and a Devoted 
consumer surrounds the strong emotional feelings experienced for the sport team, 
the sense of escape from life when watching a game, and the perceived level of 
knowledge held about the team (benefits). Furthermore, this study provided support 
for the Fanatical consumer as distinct from those fan types deemed less fanatical 
across all aspects within the model (Beaven & Laws, 2007; Hunt et al., 1999; 
Perkins, 2010). Thus, overall, this study makes a substantial theoretical contribution
to the development and measurement of the brand love construct and the impact of 
brand love on loyalty outcomes.
7.3.2 Methodological Contributions
Reliability and validity of the brand love constructs was determined by 
employing the techniques of co-efficient alpha, composite reliability, exploratory 
factor analysis, confirmation factor analysis, and correlation analysis. New measures 
were developed for all dimensions of the brand love construct. These measures 
were thoroughly examined, and found to be both reliable and valid. Furthermore, 
these measures were found to be psychometrically sound. Thus, this study makes a
substantial contribution to existing knowledge by establishing a robust measure of 
brand love that can be used in a range of different contexts. 
As brand love is an emerging and rapidly evolving area of academic research, 
there is much value in investigating it from a qualitative perspective to gain a better 
understanding of the factors involved, the antecedents, and consequences of brand 
love. Specifically, an understanding of how brand love is experienced by consumers 
in person-to-brand relationships, rather than individuals in person-to-person 
relationships, provided an insight into what is and is not brand love. If research in the 
266 | P a g e
field of branding and consumer behaviour is to truly advance, brand love must be 
fully operationalised as a multi-dimensional construct. Current conceptualisations of 
brand love, generally, fail to encapsulate the three important elements and identify 
the brand love construct as a unidimensional construct. It is not simply the presence 
of commitment, intimacy, and passion elements, which determines the degree of 
brand love. Rather, it is the understanding of these elements and the 
operationalisation from the consumer perspective that forms the basis of the brand 
love concept. This study makes an important contribution to academic knowledge by 
operationalising brand love in terms of commitment, intimacy, and passion with 
respect to person-to-brand relationships. 
Knowledge of the antecedents to brand love is of value. To fully explain the 
brand love construct it is important to understand those factors that enhance or 
detract from it. Of particular importance is the sport brand associations: benefits and 
attributes. While the literature exploring the antecedents to brand love is still in its 
infancy, the impact of sport brand associations has not previously been explored. In 
this way, the current study makes an additional contribution to academic knowledge 
by providing empirical support for the significant impact of benefits on brand love and 
the impact of attributes on brand love. Therefore, the results for this study show the 
power of the benefits and attributes in enhancing brand love.
7.4 Managerial Contributions
This research has practical implications for managers of service 
organisations, and in particular for sport team managers. This research answers the 
question of whether brand love develops enhanced behavioural loyalty, WOM, and 
attitudinal loyalty. The most important finding from this study was the importance of 
developing brand love for a sport team. The results indicate that sport teams should 
focus on the benefits attributed to the sport team in order to drive brand love. While 
this study analysed data drawn from the Australian sport context, specifically AFL, 
the results are likely to be useful to managers from the sport domain more broadly.
The findings indicate that consumer decision making is emotionally laden, and 
brand selection, particularly with respect to sport teams, is beyond rational reason. 
As such, brand managers need to ensure they develop strong and intimate 
relationships with their consumers to enhance brand selection. Additionally, the 
results indicate that benefits are a critical factor in developing strong brand love for a 
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sport team. It can be argued, therefore, that brand managers need to ensure they 
harness and develop the key benefits attributed to the brand, specifically the feelings 
of temporary escape from life’s problems, feeling knowledgeable about the team, 
and fond, nostalgic memories about the team. By doing so, these key components of 
benefits will assist in developing a strong and positive emotional connection with the 
team (brand love).
A primary contribution of this thesis was also in the understanding of brand 
love and the key components. The findings indicate that although consumers may 
use the same terminology to describe their connection to the team, their 
understanding of the term can differ. Specifically, brand managers need to consider 
the meaning of the terms included in brand love prior to developing targeted
marketing campaigns. For instance, whilst the term commitment was readily used by 
all consumers, for Fanatical consumers’ commitment was attributed to game 
attendance and purchase of membership. Conversely, for Casual consumers, the 
term commitment represented a verbal promise to always support the same team 
and never change teams. Importantly, the results demonstrate that brand love differs 
among the three fan types and therefore marketing managers need to understand 
these differences, in addition to understanding the meaning behind the emotions 
attributed to the team when developing marketing campaigns. In this way, this study 
has important practical implications for brand managers and the way in which 
messages are conveyed to individual consumer groups.
7.5 Limitations and Future Research Opportunities 
The limitations of this study should be kept in mind when interpreting the 
findings. These limitations, however, also present a number of opportunities for 
future research. This research was conducted in the context of the sport sector, 
specifically with the case study organisation, the AFL, which is an elite level sporting 
league. Therefore, the sample group bias towards AFL consumers may have 
influenced the results of the study. In particular, this study chose to investigate the 
research questions from the consumer perspective within an elite level sporting 
league. It was considered that this was the most appropriate sample for achieving a 
deep understanding of brand love. However, the results of the exploratory study also 
indicated that consumers experience strong connections with other sporting leagues 
at various levels, such as local football teams which appeared to differ from the 
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connection experienced with an elite level sport team. This provides an opportunity 
to extend the exploratory study by incorporating varying levels of sport teams, from 
local teams to elite level teams. In doing so, greater insight into the emotional 
connection consumers develop with a variety of sport levels can be explored. 
As stated, this research focussed on elite level sport within Australia. As such, 
it is recommended that this study be replicated with other sport organisations, 
including other regions and countries. There are multiple directions a replication 
study could take within the sport context. Initially, a replication study exploring the 
other leading sporting codes within Australia, such as the National Rugby League 
(NRL) and the A-League (soccer) could enhance the robustness of the model. 
Further, this study could be replicated in other countries, where a comparison of one 
sport in multiple countries could provide insight into any local idiosyncrasies rather 
than differences between sporting codes (see Albert et al., 2008c). Soccer would be 
an ideal sport to explore worldwide considering its broad reach and the extensive 
research conducted on soccer, particularly loyalty to date.
Although this research focussed on brand love, the outcomes, and 
antecedents specifically within the sport context, it is recognised that brand love 
occurs for brands beyond sport teams. Therefore, the findings now provide an 
opportunity for replication studies to be conducted around brand love with other 
sectors and industries. These findings would ascertain whether the same dimensions 
of brand love are evident and assist in identifying other antecedents of brand love in 
these contexts. Furthermore, following an empirical investigation of brand love 
beyond the sport context, in-depth interviews or group interviews could also be 
conducted to provide additional insight into the meaning of the terms. As identified in 
the current study, the meaning of some terms differed between the fan types, and 
whilst interviews in another industry may confirm the current findings, there may be 
differences across industries as well as fan types, reflecting the importance of 
context specific extensions. In addition, the emotion of anger deserves further 
exploration where this was found to be a key component of love during the 
qualitative phase of the research. Future research to explore anger should consider 
experimental design and explore love in domains beyond sport. 
To maintain brevity, the exploratory studies focused specifically on developing 
an understanding and measure for brand love for a sport team. In doing so, this 
limited any discussion of potential drivers of brand love. Therefore, a suggested 
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extension of this research is to investigate alternative drivers of brand love. The 
impact of the sport brand association benefits was quite large and significant. 
However, it is important to understand that this relationship does not operate in a 
vacuum and other drivers may also prove to have a substantial impact and assist in 
developing brand love for a sport team. In addition, once identified, a replication 
study including the measure for brand love, benefits, and the additional drivers of 
brand love can be explored to identify which antecedents have the strongest impact 
on brand love. Possible antecedents beyond the scope of this current study include 
entertainment value, drama, and socialisation. In this way, brand managers will have 
a wider range of potential drivers of brand love to harness and use in creating strong 
emotive connections with consumers. 
Initially, the exploratory investigation was hindered due to participants’ 
experiencing difficulty in expressing their feelings and emotions towards their sport 
team. Specifically, the difficulty was in using a wide variety of emotions or adjectives 
to demonstrate differentiation between types of love in providing a rich 
understanding of brand love. The implementation of group interviews sought to 
overcome this through fostering group dynamics and providing key terms from which 
to initiate the conversation (Cavana et al., 2001). However, it is important to 
acknowledge the bias that exists through the introduction of terms as identified in the 
literature and from the in-depth interviews (Study 1). In this way, future research 
must consider the sensitive nature of exploring love and difficulty for some 
consumers in elaborately expressing their feelings towards a sport team. 
The results of this research demonstrated that the relationship between brand 
personality and brand love was negligible, and in the presence of brand love the 
impact of brand personality on the loyalty outcomes lessened. By exploring a 
possible explanation for these results, it was argued that the self image congruence 
could assist. Self image congruence asserts that consumers are attracted to brands 
with a perceived brand personality that closely aligns with their own self-concept. 
Whereby, the brand, or team as is the case, assists the individual in expressing their 
personality externally. Considering the strong brand personalities exhibited by sport 
teams, the congruence could assist in explaining variations not only in brand love but 
also the loyalty outcomes. Whilst beyond the scope of the present thesis, self image 
congruence is a valuable inclusion in future research to explore the impact this 
alignment has in developing brand love and loyalty. This is of particular interest to 
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marketing managers, where the brand personality could prove to be either a driver or 
detractor to loyalty, depending on the perceived personality and the congruence with 
self image. Future research should also seek to further understand and explore the 
relationship between brand personality and brand love, in particular the if brand 
personality may prove to form attributes of the brand and drive brand love in this 
way. 
This research chose to investigate the research questions with respect to 
sport teams. However, future research exploring the impact of brand love on
participation in sport may bring light to the reasons why participants play sport.
Particularly, the emotional connection participants feel for the sport, or indeed the 
team or club they are playing for, potentially explains variations in longevity of 
participation in the sport. Generally, as participants get older, participation rates 
decrease. Whilst participation rates are affected by demographic and socio-
economic factors, such as, economic circumstances, life stage, or leisure time, the 
strength of the emotional connection the participant feels for the sport is potentially a 
significant driver of participation. In this way, brand love could be explored in relation 
to participation sport across a broad range of age groups to ascertain the impact of a
strong emotional connection on an individual’s decision to participate.
The exploration of sport fan type was conducted in relation to multivariate 
differences and similarities for each main construct. This provided some insight into 
understanding the three identified fan types, where brand love and benefits were 
found to differ among the three fan types. Additional analysis exploring the 
similarities and differences of the constructs, perhaps at a disaggregated level, and 
specifically the relationships that were examined within the model may provide 
greater insight and understanding of the fan types. The analysis would provide useful 
insight for marketing managers looking to explore smaller and more manageable 
concepts or emotions. For example, it could be difficult to develop a marketing 
campaign around the concept of brand love, and greater specificity is needed. 
Therefore, through selecting one dimension of brand love, such as passion, and 
exploring and understanding the items that reflect passion across the fan types this 
may provide a more manageable concept to use when targeting an individual fan 
type. While this analysis and exploration could be conducted using the current data, 
it was determined to be beyond the scope of the current thesis. Therefore, future 
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research could explore the variations in fan types, and specifically brand love, at the 
dimensional and item level for greater insight into the three fan types.
7.6 Concluding Statement
How is brand love manifested in sport consumers and what are the
antecedents and outcomes?
The findings from this thesis in addressing the primary research question, 
firstly illuminate that brand love of a sport team consists of three aspects: 
commitment, intimacy, and passion. Factors affecting brand love included the sport 
brand associations: benefits and attributes, where brand personality was not found to 
have an impact on brand love. The most substantial impact on brand love was 
identified as the multi-dimensional construct of benefits, reflected by escape, 
knowledge, and nostalgia. Therefore, the most important drivers of brand love relate 
to the feeling of temporary escape experienced when watching or attending a game, 
possessing a great deal of knowledge about the team, and having fond memories of 
the team. 
This research also develops an empirically sound, robust measure for brand 
love with good psychometric properties and explanatory power. Specifically, brand 
love was found to play a substantial role in explaining variations in behavioural 
loyalty, WOM, and attitudinal loyalty. Variations between the sport fan types were 
found for each main construct, where substantial variations were seen between 
Fanatical consumers and both Devoted and Casual consumers. Additionally, 
Devoted and Causal consumers were found to differ only with respect to brand love 
and benefits, otherwise, these fan types were similar. Overall, this thesis contributes 
to knowledge by investigating brand love in a new domain in a novel application of 
methods that has both theoretical and practical value and demonstrates the 
importance of brand love in explaining variations in loyalty outcomes.
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APPENDIX I.Study 1: Interview Guide
INTERVIEW GUIDE
The Concept of Love
x I want you to consider the word love. What do you think of when you hear the 
word love? Now this could be the love you have for another person – romantic or 
platonic, or for an animal.
x What words come to mind when you think of the word love?
x What emotions come to mind when you think of the word love?
x What images come to mind when you think of the word love?
x So far you have used the words xxx to describe love, can you think of any 
others?
Generic Sport Love
x Ok, what I might get you to do is to tell me about some of the sports you follow.
x What would you say are your favorite sporting codes?
x Which sports would you say you love versus like? (Probe: why)
x What words would you use to describe your liking of xxx?
x What words would you use to describe your love of xxx?
x What emotions do you associate with a liking of xxx?
x What emotions do you associate with a love of xxx?
x When thinking specifically about sport what images do you picture which exhibit a 
liking towards sport?
x When thinking specifically about sport what images do you picture which exhibit a 
love towards sport?
x When thinking specifically about sport what emotions do you think best describe 
a liking versus a love towards a sport?
x So far you have used the words xxx to describe love towards sport, can you think 
of any others?
Love of an AFL Team
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x Now, thinking about your favorite AFL team, xxx, can you describe the types of 
emotions you feel towards your team in general?
x Would you say you love your team?
x In what ways do you think you express love towards your team?
x How do you see other fans express their love for their team?
x Do you think the way you feel about your team emotionally is an important aspect 
in supporting your team?
x So far you have used the words xxx to describe the love for a sports team, can 
you think of any others?
x What about:
o Intimacy
o Passion
o Commitment
o Pleasure
o Idealization
o Affection
o Uniqueness
o Duration
o Memories
o Dream
o Like
o Yearning
Conclusion
x That’s all the questions I have for you, is there anything you would like to add or 
was there something you thought I might ask that I didn’t that you would like to 
bring up? Do you have any questions for me?
x Thank you so much for assisting with this research, it is greatly appreciated. I 
also wanted to ask if you would mind participating in a pre-test for the 
questionnaire and provide feedback on the clarity and ease of completion etc? 
Also, at the completion of my research I will be writing a summary of findings 
which I will send you if you are interested. However, it won’t be till I have 
completed and submitted my thesis which will be in approximately 12 months 
time – just in case you look out for it in the mail in the next few months!
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APPENDIX II. Study 1: PLS and Consent Form – Interviews
PLAIN LANGUAGE STATEMENT AND CONSENT FORM 
TO: Interview Participant 
Plain Language Statement  
Date:     
Full Project Title:  A love of sport: a consumer perspective 
Principal Researchers: Dr Kerrie Bridson & Sarah Broadbent 
Associate Researcher(s): Dr Lesley Ferkins and Professor Ruth Rentschler 
 
You are invited to take part in this research project. Participation in any research project is 
voluntary. If you do not wish to take part you are not obliged to. Deciding not to 
participate will not affect your relationship to the researchers or to Deakin University. Once 
you have read this form and agree to participate, please sign the attached consent form. 
You may keep a copy of the Plain Language Statement. 
The purpose of this project is to explore the concept of love of sport. The results of this 
research may be used to help the researcher, Ms Sarah Broadbent, to obtain a Doctor of 
Philosophy (PhD) degree and may be published in academic journals and in the media. No 
individual will be able to be identified in any publication. The possible benefits of this 
research include a greater understanding into the emotional attachment fans have with 
their sports teams.  
With your consent, your participation in this project will involve an interview to discuss the 
concept love and love for your sport team. During the interview, you will be asked to 
participate in discussion of what you believe love of a sports team means. The types of 
questions to be asked may include: How important is your sports team to you? Why do you 
support your team? Would you say you love your team? What do you think the word love 
means when talking about your sports team?  
 
The interview is expected to take approximately one hour. You may decide to stop the 
interview at any point. We wish to voice record the interview. If you do not wish this to 
occur, we will take handwritten notes of the interview. To comply with Government 
requirements all data will be stored securely for a period of a minimum of 6 years after final 
publication. It will then be destroyed. Once the research project is completed, you will be 
sent (on request) a copy of the PhD thesis. 
 
Approval to undertake this research project has been given by the Human Research Ethics 
Committee of Deakin University. If you have any complaints about any aspect of the project, 
the way it is being conducted or any questions about your rights as a research participant, 
then you may contact: The Manager, Office of Research Integrity, Deakin University, 221 
Burwood Highway, Burwood Victoria 3125, Telephone: 9251 7129, Facsimile: 9244 6581; 
research-ethics@deakin.edu.au. Please quote project number BL-EC 4/11. 
 
If you require further information or if you have any problems concerning this project, you 
can contact either of the principal researchers. The researchers responsible for this project 
are: 
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Sarah Broadbent     Dr Kerrie Bridson 
School of Management and Marketing  School of Management and Marketing 
221 Burwood Highway    221 Burwood Highway 
Burwood VIC 3125     Burwood VIC 3125 
e: sarahb@deakin.edu.au    e: kerriebr@deakin.edu.au 
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 PLAIN LANGUAGE STATEMENT AND CONSENT FORM 
TO: Interview Participant 
Consent Form 
Date:     
Full Project Title:  A love of sport: a consumer perspective 
Reference Number:  BL-EC 4/11 
 
I have read and I understand the attached Plain Language Statement. 
I freely agree to participate in this project according to the conditions in the Plain Language 
Statement.  
I have been given a copy of the Plain Language Statement and Consent Form to keep.  
The researcher has agreed not to reveal my identity and personal details, including where 
information about this project is published, or presented in any public form.  
 
Participant’s Name (printed) …………………………………………………………………….. 
 
Signature ……………………………………………………… Date ………………………… 
 
Sarah Broadbent     Dr Kerrie Bridson 
School of Management and Marketing  School of Management and Marketing 
221 Burwood Highway    221 Burwood Highway 
Burwood VIC 3125     Burwood VIC 3125 
e: sarahb@deakin.edu.au    e: kerriebr@deakin.edu.au 
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PLAIN LANGUAGE STATEMENT AND CONSENT FORM 
TO: Interview Participant 
Revocation of Consent Form 
(To be used for participants who wish to withdraw from the project) 
Date:     
Full Project Title:  A love of sport: a consumer perspective 
Reference Number:  BL-EC 4/11 
 
 
I hereby wish to WITHDRAW my consent to participate in the above research project and 
understand that such withdrawal WILL NOT jeopardise my relationship with Deakin 
University. 
 
 
 
Participant’s Name (printed) …………………………………………………………………….. 
 
Signature ……………………………………………………… Date ………………………… 
 
Sarah Broadbent     Dr Kerrie Bridson 
School of Management and Marketing  School of Management and Marketing 
221 Burwood Highway    221 Burwood Highway 
Burwood VIC 3125     Burwood VIC 3125 
e: sarahb@deakin.edu.au    e: kerriebr@deakin.edu.au 
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APPENDIX III. Study 1: Pre-interview Questions – Interviews 
 
PRE-INTERVIEW QUESTIONS 
TO: Interview Participant 
Pre-interview Questions 
 
Date:     
Full Project Title:  A love of sport: a consumer perspective 
Reference Number:  BL-EC 4/11 
 
 
 
Do you support an AFL team?  (Yes/No) _________________________________ 
 
 
If yes, which team do you support?   _________________________________  
(Note, if you support more than one team feel free to include all teams, however please 
identify your ‘main’ team) 
 
 
How long have you supported your team?  _________________________________ 
 
 
Do you attend games? If so, how many?  _________________________________ 
 
 
Do you watch games on TV? If so, approx how  
many (e.g., 2 games a week/3 games a season) _________________________________ 
 
 
Are you a member of your club? If so, what is your  
membership type.     _________________________________ 
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APPENDIX IV. Study 2: Group Interview Guide
FOCUS GROUP GUIDE
Props per Focus Group
x 4 x spreadsheet of words (i.e., 1 per participant)
x 2 x flash cards of each word
x 3 x large A3 cardboard
o Words that represent MY love of my sports team
o Words that represent other peoples love of their sports team
o Words that do not represent a love of a sports team
x Matrix
Intimacy   *  Passion  *  Commitment  *  Pleasure  *  Idealization  *  Affection  *  
Uniqueness  *  Duration  *  Memories  *  Dream  *  Like  *  Yearning
NB: 2 focus groups, one with fanatical fans who attend every week and another with 
casual fans.
Activity 1 
Ok, so following on from the interview each of you participated in I am trying to tease 
out all the words, terms or emotions which represent sport consumers love for their 
sports team. So each of you has a sheet which includes a list of 66 words which I 
want you to individually go through and decide whether this term or emotion:
o Represents your love of your sports team
o Or perhaps you don’t think it represents your love of your team but you 
have seen this in others and therefore think that it represents other 
peoples love towards their team
o And thirdly,  you may think that it doesn’t represent love for a sports team 
at all
There are no right or wrong answers here and this is purely your individual opinion.
Props required:
o Printed spreadsheet of words for each participant
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Activity 2
Ok, so I have all those words on flash cards and now as a group I am going to ask 
you to consider each word and again those three categories:
o Represents my love of my sports team
o Represents other peoples love of their sports team (but not mine)
o Does not represent love of a sports team
I want you to explain what you believe the word to mean, where the words should be 
placed, and then why it is in that particular category. You need to come to a 
consensus as a group and make notes on the word as to your meaning of the word 
and the reason why it is placed in the category that it is.
Props required:
o 3 x A3 sheets with the following printed in the middle (one piece of paper 
for each statement):
 Represents my love of my sports team
 Represents other peoples love of their sports team (but not mine)
 Does not represent love of a sports team
o Flash cards with each word printed on it (also include, meaning … and 
reasons why)
Activity 2
x Remove the words which appear on “not representing love of a sports team” 
x Create a matrix with the words e.g.:
Intimacy Passion Commitment Pleasure
Passion
Commitment
Pleasure
x As a group they need to determine which is a more important component of love 
out of each pair.
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APPENDIX V. Study 2: PLS and Consent Form – Group Interviews
PLAIN LANGUAGE STATEMENT AND CONSENT FORM 
TO: Focus Group Participant 
Plain Language Statement  
Date:     
Full Project Title:  A love of sport: a consumer perspective 
Principal Researchers: Dr Kerrie Bridson & Sarah Broadbent 
Associate Researcher(s): Dr Lesley Ferkins and Professor Ruth Rentschler 
 
You are invited to take part in this research project. Participation in any research project is 
voluntary. If you do not wish to take part you are not obliged to. Deciding not to 
participate will not affect your relationship to the researchers or to Deakin University. Once 
you have read this form and agree to participate, please sign the attached consent form. 
You may keep a copy of the Plain Language Statement. 
 
The purpose of this project is to explore the concept of love of sport. The results of this 
research may be used to help the researcher, Ms Sarah Broadbent, to obtain a Doctor of 
Philosophy (PhD) degree and may be published in academic journals and in the media. No 
individual will be able to be identified in any publication however, as this is a group 
discussion confidentiality cannot be assured. We do ask each participant to refrain from 
discussing other peoples answers outside the focus group setting. 
 
With your consent, your participation in this project will involve a focus group discussion on 
the concept love and love for your sport team. During the focus group, you will be asked to 
participate in discussion of what you believe love of a sports team to mean with other 
participants. The types of questions you may be asked include: What do you think the word 
love means when talking about your sports team? Do the words A, B, C (as examples) 
represent your love of your sports team?  
 
The focus group is expected to take approximately one and a half hours. You may decide to 
stop participating at any point. We wish to voice record the focus group, if you do not wish 
this to occur, we will take handwritten notes of the focus group instead. All data will be 
stored securely for a period of a minimum of 6 years after final publication after which it will 
be destroyed. Once the research project is completed, you will be sent (on request) a copy 
of the PhD thesis. 
 
Approval to undertake this research project has been given by the Human Research Ethics 
Committee of Deakin University. If you have any complaints about any aspect of the project, 
the way it is being conducted or any questions about your rights as a research participant, 
then you may contact: The Manager, Office of Research Integrity, Deakin University, 221 
Burwood Highway, Burwood Victoria 3125, Telephone: 9251 7129, Facsimile: 9244 6581; 
research-ethics@deakin.edu.au. Please quote project number BL-EC 4/11. 
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If you require further information or if you have any problems concerning this project, you 
can contact either of the principal researchers. The researchers responsible for this project 
are: 
 
Sarah Broadbent     Dr Kerrie Bridson 
School of Management and Marketing  School of Management and Marketing 
221 Burwood Highway    221 Burwood Highway 
Burwood VIC 3125     Burwood VIC 3125 
e: sarahb@deakin.edu.au    e: kerriebr@deakin.edu.au 
311 | P a g e
PLAIN LANGUAGE STATEMENT AND CONSENT FORM 
TO: Focus Group Participant 
Consent Form 
Date:     
Full Project Title:  A love of sport: a consumer perspective 
Reference Number:  BL-EC 4/11 
 
I have read and I understand the attached Plain Language Statement. 
I freely agree to participate in this project according to the conditions in the Plain Language 
Statement.  
 
I have been given a copy of the Plain Language Statement and Consent Form to keep.  
 
The researcher has agreed not to reveal my identity and personal details, including where 
information about this project is published, or presented in any public form.  
 
Participant’s Name (printed) …………………………………………………………………….. 
 
Signature ……………………………………………………… Date ………………………… 
 
Sarah Broadbent     Dr Kerrie Bridson 
School of Management and Marketing  School of Management and Marketing 
221 Burwood Highway    221 Burwood Highway 
Burwood VIC 3125     Burwood VIC 3125 
e: sarahb@deakin.edu.au    e: kerriebr@deakin.edu.au 
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PLAIN LANGUAGE STATEMENT AND CONSENT FORM 
TO: Focus Group Participant 
Revocation of Consent Form 
(To be used for participants who wish to withdraw from the project) 
Date:     
Full Project Title:  A love of sport: a consumer perspective 
Reference Number:  BL-EC 4/11 
 
 
I hereby wish to WITHDRAW my consent to participate in the above research project and 
understand that such withdrawal WILL NOT jeopardise my relationship with Deakin 
University. 
 
 
 
Participant’s Name (printed) …………………………………………………………………….. 
 
Signature ……………………………………………………… Date ………………………… 
 
Sarah Broadbent     Dr Kerrie Bridson 
School of Management and Marketing  School of Management and Marketing 
221 Burwood Highway    221 Burwood Highway 
Burwood VIC 3125     Burwood VIC 3125 
e: sarahb@deakin.edu.au    e: kerriebr@deakin.edu.au 
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APPENDIX VI. Study 3: Questionnaire
Exploring loyalty and the role of love: 
a consumer perspective
Plain Language Statement
You are invited to take part in this research project, which examines the relationship between loyalty towards an 
AFL team, emotion, and the personality of individual AFL teams. The findings from the research study will assist 
sport organisations to better understand their consumers and therefore better communicate with their entire fan 
base. The results of this research may be used to help the researcher, Ms Sarah Broadbent, to obtain a Doctor of 
Philosophy (PhD) degree and may be published in academic journals and in the media. No individual will be able to 
be identified in any publication. 
You are invited to participate in this research project as a pureprofile Account Holder and because you have been 
identified as a follower of football and have a favourite AFL team. Participation is voluntary, whether you agree to 
take part in the project is completely up to you. You may withdraw from the study at any time until the questionnaire 
is complete. As the questionnaire is anonymous it will not be possible to identify and remove your specific data.
If you agree to take part in the project, you should complete the questionnaire, which asks about your relationship 
with your AFL team, how you feel about them, and your perceptions of the team. There are also some general 
questions about you, to help interpret the information you give.
Completing the questionnaire will take approximately 10 minutes of your time. All questionnaires will be stored 
securely by the researchers for a minimum period of 5 years following final publication after which they will be 
destroyed. Withdrawal from this project will not be possible once the information has been de-identified.
Participants are invited to contact the researchers should they wish to obtain a summary of findings.
Approval to undertake this research project has been given by the Human Research Ethics Committee of Deakin 
University. If you have any complaints about any aspect of the project, the way it is being conducted or any 
questions about your rights as a research participant, then you may contact: The Manager, Office of Research 
Integrity, Deakin University, 221 Burwood Highway, Burwood Victoria 3125, Telephone: 9251 7129, Facsimile: 
9244 6581; research-ethics@deakin.edu.au. Please quote project number BL-EC 79-11.
If you require further information or if you have any problems concerning this project, you can contact either of the 
principal researchers. The researchers responsible for this project are: Sarah Broadbent 
(sarah.broadbent@deakin.edu.au) or Dr Kerrie Bridson (kerriebr@deakin.edu.au).
PLS-1: I have read, understood, and printed a copy of, the above consent form and desire of my own free 
will to participate in this study.
1 Yes Continue 
2 No DISCONTINUE INTERVIEW
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Section A: Screening questions
A-1: What is your favourite sporting code? 
1 Australian Rules Football
2 Basketball
3 Cricket
4 Harness Racing
5 Horse Racing
6 Motor Sports
7 Netball
8 Rugby League
9 Rugby Union
10 Soccer
11 Tennis
12 Other: please specify
13 I do not have a favourite sport DISCONTINUE INTERVIEW
A-2: Do you have a favourite AFL team? 
1 Yes Continue to A-3
2 No DISCONTINUE INTERVIEW
A-3: Within the AFL, which team is your favourite?
1 Adelaide
2 Brisbane 
3 Carlton
4 Collingwood
5 Essendon
6 Fremantle 
7 Geelong
8 Gold Coast
9 Greater Western Sydney
10 Hawthorn
11 Melbourne
12 North Melbourne
13 Port Adelaide
14 Richmond
15 St Kilda
16 Sydney
17 West Coast
18 Western Bulldogs
[Min 20 per club; max 60 per club to ensure an even spread. Greater Western Sydney and Gold 
Coast are very new teams and so we may find that even 20 are ambitious. Adjust the min for these 
two teams if it becomes clear they are unobtainable – perhaps max of 30 per team for the Pilot 
study, no min and we will see how it falls out]
A-4: Thinking about the 2011 AFL season (home & away and finals), how many [Team X] games would 
you estimate you attended live in the stadium?
(Note the 2011 AFL season included 24 rounds, 2 byes per team, and 4 rounds of finals)
OPEN ENDED
I would expect answers to be 
numerical
[We are trying to ensure we obtain a broad spectrum of respondents from 0 to 26. See how we go 
with the pilot study and what kinds of trends are apparent however we may put min/max if there is 
a high proportion/clusters]
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A-5: Thinking about the 2011 AFL season (home & away and finals), how many games would you 
estimate you attended live in the stadium that did not include [Team X]?
OPEN ENDED
I would expect answers to be 
numerical
A-6: Thinking about the 2011 AFL season (home & away and finals), how many games would you 
estimate you watched on the television (live or on replay)?
OPEN ENDED
I would expect answers to be 
numerical
A-7: Thinking about the 2011 AFL season (home & away and finals), how many games would you 
estimate you watched using the internet (live or on replay)?
OPEN ENDED
I would expect answers to be 
numerical
A-8: Thinking about this football season, please indicate the frequency in which you discussed the AFL 
with friends and family
1 Never
2 Once a year
3 Twice a year
4 Once a month
5 Twice a month
6 Once a week
7 Three times a week
8 Just about every day
A-9: Are you a member of [Team X], the AFL, or the MCC?
1 Yes, [Team X ] Member Ask question A-10
2 Yes, AFL Member Move onto section B
3 Yes, MCC Member Move onto section B
4 No Move onto section B
A-10: What type of membership do you hold?
1 3 game Membership
2 Home games
3 Home and away games
4 Supporter membership (no games included)
5 Victorian Membership (for clubs based outside Victoria)
6 Country, interstate, and international membership
7 Other: please specify (OPEN ENDED)
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Section C: Questionnaire
Thinking specifically about [Team X from Question A-3], please indicate to what extent you agree 
or disagree with the following statements:
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
C-1 Watching, reading, and talking about [Team X] 
provides a temporary escape from life’s problems 1 2 3 4 5 6 7
C-2 Watching, reading, and talking about [Team X] 
helps me to forget my day-to-day problems 1 2 3 4 5 6 7
C-3 Watching, reading and talking about [Team X] 
takes me away from life's hassles. 1 2 3 4 5 6 7
C-4 I possess a great deal of knowledge about [Team 
X]. 1 2 3 4 5 6 7
C-5 If I were to list everything I knew about [Team X], 
the list would be quite long. 1 2 3 4 5 6 7
C-6 Compared to other sport teams, I consider 
myself an expert on [Team X]. 1 2 3 4 5 6 7
C-7 An important aspect of my team is the team's 
theme song. 1 2 3 4 5 6 7
C-8 An important aspect of my team is the team's 
logo. 1 2 3 4 5 6 7
C-9 An important aspect of my team is the team 
colours. 1 2 3 4 5 6 7
C-10 An important aspect of my team is the team's 
uniform. 1 2 3 4 5 6 7
C-11 An important aspect of my team is beating the 
team's main rival. 1 2 3 4 5 6 7
C-12 An important aspect of my team is the team's 
biggest opponent. 1 2 3 4 5 6 7
C-13 An important aspect of my team is making it to 
the finals series. 1 2 3 4 5 6 7
C-14 [Team X] has a history of winning. 1 2 3 4 5 6 7
C-15 [Team X] has a rich history. 1 2 3 4 5 6 7
C-16 [Team X] has no history. 1 2 3 4 5 6 7
C-17 I began following [Team X] because of my 
friends. 1 2 3 4 5 6 7
C-18 It is important to follow the same AFL team as 
my friends. 1 2 3 4 5 6 7
C-19 I follow [Team X] because my friends like the 
same team. 1 2 3 4 5 6 7
C-20 I began following [Team X] because of my family. 1 2 3 4 5 6 7
C-21 It is important to follow the same team as my 
family. 1 2 3 4 5 6 7
C-22 I follow [Team X] because my family like the 
same team. 1 2 3 4 5 6 7
C-23 Thinking about [Team X] brings back good 
memories. 1 2 3 4 5 6 7
C-24 I have fond memories of following [Team X]. 1 2 3 4 5 6 7
C-25 I have fond memories of following [Team X] with 
friends and/or family members. 1 2 3 4 5 6 7
C-26 [Team X] is a winning team. 1 2 3 4 5 6 7
C-27 [Team X] has quality players. 1 2 3 4 5 6 7
C-28 [Team X] is a great team. 1 2 3 4 5 6 7
C-29 I do not care whether [Team X] wins or loses. 1 2 3 4 5 6 7
C-30 It is very important to me that [Team X] reaches 
the finals. 1 2 3 4 5 6 7
C-31 [Team X] 's games are exciting. 1 2 3 4 5 6 7
C-32 [Team X]'s games are entertaining. 1 2 3 4 5 6 7
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C-33 [Team X]'s games are enjoyable. 1 2 3 4 5 6 7
C-34 It is important that my friends see me as a fan of 
[Team X]. 1 2 3 4 5 6 7
C-35 My friends and family recognise me as a fan of 
[Team X]. 1 2 3 4 5 6 7
C-36 When someone praises [Team X], it feels like a 
compliment. 1 2 3 4 5 6 7
C-37 When I talk about the team, I usually say 'we' 
rather than 'they'. 1 2 3 4 5 6 7
Section D: Questionnaire
If [Team X] was a person, to what extent would you agree that each of the following words would 
describe it?
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
D-1 Down-to-earth 1 2 3 4 5 6 7
D-2 Honest 1 2 3 4 5 6 7
D-3 Wholesome 1 2 3 4 5 6 7
D-4 Cheerful 1 2 3 4 5 6 7
D-5 Daring 1 2 3 4 5 6 7
D-6 Spirited 1 2 3 4 5 6 7
D-7 Imaginative 1 2 3 4 5 6 7
D-8 Up-to-date 1 2 3 4 5 6 7
D-9 Reliable 1 2 3 4 5 6 7
D-10 Intelligent 1 2 3 4 5 6 7
D-11 Successful 1 2 3 4 5 6 7
D-12 Upper Class 1 2 3 4 5 6 7
D-13 Charming 1 2 3 4 5 6 7
D-14 Outdoorsy 1 2 3 4 5 6 7
D-15 Tough 1 2 3 4 5 6 7
Section E: Questionnaire
The following statements refer to your relationship or affiliation with [Team X]. Thinking specifically 
about [Team X] and the previous season (2011), please indicate to what extent you agree or 
disagree with the following statements:
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
E-1 I have often attended [Team X] games live in the 
stadium. 1 2 3 4 5 6 7
E-2 I have often watched [Team X] games on TV. 1 2 3 4 5 6 7
E-3 I have often followed reports about [Team X]'s 
players, coaches, managers etc. in the media. 1 2 3 4 5 6 7
E-4 I have purchased a lot of club-related 
merchandise. 1 2 3 4 5 6 7
E-5 I often wore the clothes and/or logo of [Team X]. 1 2 3 4 5 6 7
E-6 I have often participated in discussions about 
[Team X]. 1 2 3 4 5 6 7
E-7 I would be willing to defend [Team X] publicly, 
even if it caused controversy. 1 2 3 4 5 6 7
E-8 I could never change my affiliation from [Team X] 
to another professional team. 1 2 3 4 5 6 7
E-9 I consider myself a committed fan of [Team X]. 1 2 3 4 5 6 7
E-10 I would watch [Team X] regardless of which team 
they were playing against at the time. 1 2 3 4 5 6 7
E-11 I speak favourably of the [Team X] to others. 1 2 3 4 5 6 7
E-12 I encourage others to attend [Team X] games. 1 2 3 4 5 6 7
E-13 I encourage others to support [Team X]. 1 2 3 4 5 6 7
E-14 I encourage others to watch [Team X] games. 1 2 3 4 5 6 7
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Section F: Questionnaire
The following statements refer to how you feel about [Team X]. Thinking specifically about [Team 
X], please indicate the extent to which each statement represents how you feel about your team.
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
F-1 I admire my team. 1 2 3 4 5 6 7
F-2 I feel allegiance towards my team. 1 2 3 4 5 6 7
F-3 I feel anger towards my team. 1 2 3 4 5 6 7
F-4 I cherish my team. 1 2 3 4 5 6 7
F-5 I am committed to my team. 1 2 3 4 5 6 7
F-6 I feel a connection to my team. 1 2 3 4 5 6 7
F-7 I am dedicated to my team. 1 2 3 4 5 6 7
F-8 I feel delighted by my team. 1 2 3 4 5 6 7
F-9 I feel desire for my team. 1 2 3 4 5 6 7
F-10 I am devoted to my team. 1 2 3 4 5 6 7
F-11 I feel disappointed by my team. 1 2 3 4 5 6 7
F-12 I feel enjoyment towards my team. 1 2 3 4 5 6 7
F-13 I feel enthusiastic about my team. 1 2 3 4 5 6 7
F-14 I am excited by my team. 1 2 3 4 5 6 7
F-15 I feel frustrated by my team. 1 2 3 4 5 6 7
F-16 I feel happiness towards my team. 1 2 3 4 5 6 7
F-17 I feel hope for my team. 1 2 3 4 5 6 7
F-18 I feel a sense of nostalgia towards my team. 1 2 3 4 5 6 7
F-19 I am obsessed about my team. 1 2 3 4 5 6 7
F-20 I am passionate about my team. 1 2 3 4 5 6 7
F-21 My team brings me great pleasure. 1 2 3 4 5 6 7
F-22 I feel proud to support my team. 1 2 3 4 5 6 7
F-23 I think of my team as a friend. 1 2 3 4 5 6 7
F-24 I love my team. 1 2 3 4 5 6 7
F-25 My team makes me feel at peace. 1 2 3 4 5 6 7
F-26 I am captivated by my team. 1 2 3 4 5 6 7
F-27 I feel bonded to my team. 1 2 3 4 5 6 7
F-28 I feel attracted to my team. 1 2 3 4 5 6 7
Section B: Demographics
The following questions relate to your personal characteristics. These questions are vital in making 
the results of this study more meaningful.
B-1: Your gender
1 Male n = 59% or 352 (based on sample 600)
2 Female n = 41% or 248 (based on sample 600)
[In line with the ABS data 4174.0 – Spectator Attendance at Sporting Events, 2009-10, AFL 
attendance is 59% male and 41% female. Thus, the above estimates are based on a sample size 
of 600]
B-2: To which age group do you belong?
1 18-24 n = 14%
2 25-35 n = 21%
3 35-44 n = 22%
4 45-54 n = 21%
5 55-64 n = 13%
6 65-74 n = 9%7 75 + 
[In line with the ABS data 4174.0 – Spectator Attendance at Sporting Events, 2009-10 and the sport 
attendance % breakdown. The above estimates are based on a sample size of 600]
B-3: Postcode of residence?
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OPEN ENDED
B-4: Which best describes your highest level of qualification?
1 Year 10 or below
2 Secondary
3 Certificate
4 Tertiary
5 Post Graduate
6 Other: please specify OPEN ENDED
B-5: To which household income group do you belong?
1 Less than $35,000
2 $35,001 - $65,000
3 $65,001 - $95,000
4 $95,001 - $125,000
5 $125,001 + 
B-6: Which best describes your marital status?
1 Single (never married)
2 Single (divorced, separated or widowed)
3 Married
4 Defacto
5 Other: please specify
B-7: How many children do you have?
1 None
2 1
3 2
4 3
5 4 or more
Thank you for your time. Your contribution in this research is most sincerely appreciated!
If you have any comments you would like to express, please use the space below:
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APPENDIX VII. Study 4: Questionnaire
Exploring loyalty and the role of love: 
a consumer perspective
Plain Language Statement
You are invited to take part in this research project, which examines the relationship between loyalty towards an 
AFL team, emotion, and the personality of individual AFL teams. The findings from the research study will assist 
sport organisations to better understand their consumers and therefore better communicate with their entire fan 
base. The results of this research may be used to help the researcher, Ms Sarah Broadbent, to obtain a Doctor of 
Philosophy (PhD) degree and may be published in academic journals and in the media. No individual will be able to 
be identified in any publication. 
You are invited to participate in this research project because you have been identified as a follower of football and 
have a favourite AFL team. Participation is voluntary, whether you agree to take part in the project is completely up 
to you. You may withdraw from the study at any time until the questionnaire is complete. As the questionnaire is 
anonymous it will not be possible to identify and remove your specific data.
If you agree to take part in the project, you should complete the questionnaire, which asks about your relationship 
with your AFL team, how you feel about them, and your perceptions of the team. There are also some general 
questions about you, to help interpret the information you give.
Completing the questionnaire will take approximately 10 minutes of your time. All questionnaires will be stored 
securely by the researchers for a minimum period of 5 years following final publication after which they will be 
destroyed. Withdrawal from this project will not be possible once the information has been de-identified.
Participants are invited to contact the researchers should they wish to obtain a summary of findings.
Approval to undertake this research project has been given by the Human Research Ethics Committee of Deakin 
University. If you have any complaints about any aspect of the project, the way it is being conducted or any 
questions about your rights as a research participant, then you may contact: The Manager, Office of Research 
Integrity, Deakin University, 221 Burwood Highway, Burwood Victoria 3125, Telephone: 9251 7129, Facsimile: 
9244 6581; research-ethics@deakin.edu.au. Please quote project number BL-EC 79-11.
If you require further information or if you have any problems concerning this project, you can contact either of the 
principal researchers. The researchers responsible for this project are: Sarah Broadbent 
(sarah.broadbent@deakin.edu.au) or Dr Kerrie Bridson (kerriebr@deakin.edu.au).
PLS-1: I have read, understood, and printed a copy of, the above consent form and desire of my own free 
will to participate in this study.
1 Yes Continue 
2 No DISCONTINUE INTERVIEW
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Section A: Screening Questions
S4: What is your favourite sporting code? 
1 Australian Rules Football
2 Basketball
3 Cricket
4 Harness Racing
5 Horse Racing
6 Motor Sports
7 Netball
8 Rugby League
9 Rugby Union
10 Soccer
11 Tennis
12 Other: please specify
13 I do not have a favourite sport DISCONTINUE INTERVIEW
S5: Do you have a favourite AFL team? 
1 Yes Continue to A-3
2 No DISCONTINUE INTERVIEW
Q1: Within the AFL, which team is your favourite?
1 Adelaide
2 Brisbane 
3 Carlton
4 Collingwood
5 Essendon
6 Fremantle 
7 Geelong
8 Gold Coast
9 Greater Western Sydney
10 Hawthorn
11 Melbourne
12 North Melbourne
13 Port Adelaide
14 Richmond
15 St Kilda
16 Sydney
17 West Coast
18 Western Bulldogs
[Min 20 per club; max 60 per club to ensure an even spread. Greater Western Sydney and Gold 
Coast are very new teams and so we may find that even 20 are ambitious. Adjust the min for these 
two teams if it becomes clear they are unobtainable – perhaps max of 30 per team for the Pilot 
study, no min and we will see how it falls out]
Q2: Thinking about the 2011 AFL season (home & away and finals), please indicate the frequency in 
which you attended [Team X] games live in the stadium
1 Never
2 Once a year
3 Twice a year
4 Once a month
5 Twice a month
6 Once a week
7 Three times a week
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8 Just about every day
[We are trying to ensure we obtain a broad spectrum of respondents from 0 to 26. See how we go 
with the pilot study and what kinds of trends are apparent however we may put min/max if there is 
a high proportion/clusters]
Q3: Thinking about the 2011 AFL season (home & away and finals), please indicate the frequency in 
which you attended games live in the stadium that did not include [Team X]
1 Never
2 Once a year
3 Twice a year
4 Once a month
5 Twice a month
6 Once a week
7 Three times a week
8 Just about every day
Q4: Thinking about the 2011 AFL season (home & away and finals), please indicate the frequency in 
which you watched games on the television (live or on replay)
1 Never
2 Once a year
3 Twice a year
4 Once a month
5 Twice a month
6 Once a week
7 Three times a week
8 Just about every day
Q5: Thinking about the 2011 AFL season (home & away and finals), please indicate the frequency in 
which you watched games using the internet (live or on replay)
1 Never
2 Once a year
3 Twice a year
4 Once a month
5 Twice a month
6 Once a week
7 Three times a week
8 Just about every day
Q5.5: Thinking about the 2011 AFL season (home & away and finals), please indicate the frequency in 
which you listened to games on the radio
1 Never
2 Once a year
3 Twice a year
4 Once a month
5 Twice a month
6 Once a week
7 Three times a week
8 Just about every day
Q6: Thinking about the 2011 AFL season (home & away and finals), please indicate the frequency in 
which you discussed the AFL with friends and family
1 Never
2 Once a year
3 Twice a year
4 Once a month
5 Twice a month
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6 Once a week
7 Three times a week
8 Just about every day
Q7: Are you a member of [Team X], the AFL, or the MCC?
1 Yes, [Team X ] Member Ask question A-10
2 Yes, AFL Member Move onto section B
3 Yes, MCC Member Move onto section B
4 No Move onto section B
Q8: What type of membership do you hold?
1 3 game Membership
2 Home games
3 Home and away games
4 Supporter membership (no games included)
5 Victorian Membership (for clubs based outside Victoria)
6 Country, interstate, and international membership
7 Other: please specify (OPEN ENDED)
Section F: Intimacy
The following statements refer to how you feel about ${q://QID3/ChoiceGroup/SelectedChoices.
Thinking specifically about [Team X], please indicate the extent to which each statement 
represents how you feel about your team.
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
Q13_1 I always feel admiration for my team. 1 2 3 4 5 6 7
Q13_4 I cherish my team. 1 2 3 4 5 6 7
Q13_6 There is a close connection between me and my 
team. 1 2 3 4 5 6 7
Q14_3 When I think about my team I am nostalgic. 1 2 3 4 5 6 7
Section C: Antecedents_1 
Thinking specifically about [Team X from Question A-3], please indicate to what extent you agree 
or disagree with the following statements:
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
Q9_1 Watching, reading, and talking about [Team X]
provides a temporary escape from life’s problems 1 2 3 4 5 6 7
Q9_2 Watching, reading, and talking about [Team X]
helps me to forget my day-to-day problems 1 2 3 4 5 6 7
Q9_3 Watching, reading and talking about [Team X]
takes me away from life's hassles. 1 2 3 4 5 6 7
Q9_4 I possess a great deal of knowledge about [Team 
X]. 1 2 3 4 5 6 7
Q9_5 If I were to list everything I knew about [Team X],
the list would be quite long. 1 2 3 4 5 6 7
Q9_6 Compared to other sport teams, I consider 
myself an expert on [Team X]. 1 2 3 4 5 6 7
Q9_7 An important aspect of my team is the team's 
theme song. 1 2 3 4 5 6 7
Q9_8 An important aspect of my team is the team's 1 2 3 4 5 6 7
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logo.
Q9_9 An important aspect of my team is the team 
colours. 1 2 3 4 5 6 7
SAME QUESTION & LABELS – ON A NEW PAGE
Q9_10 An important aspect of my team is the team's 
uniform. 1 2 3 4 5 6 7
Q9_11 An important aspect of my team is beating the 
team's main rival.
1 2 3 4 5 6 7
Q9_12 An important aspect of my team is the team's 
biggest opponent.
1 2 3 4 5 6 7
Q9_13 An important aspect of my team is making it to 
the finals series.
1 2 3 4 5 6 7
Q9_14 [Team X] has a history of winning. 1 2 3 4 5 6 7
Q9_15 [Team X] has a rich history. 1 2 3 4 5 6 7
Q9_16 [Team X] has no history. 1 2 3 4 5 6 7
Q9_17 I began following [Team X] because of my 
friends.
1 2 3 4 5 6 7
Q9_18 It is important to follow the same AFL team as 
my friends.
1 2 3 4 5 6 7
Q10_1 I follow [Team X] because my friends like the 
same team.
1 2 3 4 5 6 7
Section F: Anger 
The following statements refer to how you feel about [Team X]. Thinking specifically about [Team 
X], please indicate the extent to which each statement represents how you feel about your team.
Clearly 
does not 
describe 
my 
feelings
Mostly 
does not 
describe 
my 
feelings
Slightly 
describes 
my 
feelings
Neither 
Moderatel
y
describes 
my 
feelings
Mostly 
describes 
my 
feelings
Clearly 
describes 
my 
feelings
Q13_3 I can feel anger towards my team. 1 2 3 4 5 6 7
Q13_11 I can be disappointed by my team. 1 2 3 4 5 6 7
Q13_15 When watching or listening to a game I 
sometimes feel frustrated by my team. 1 2 3 4 5 6 7
Section C: Antecedents_2
Thinking specifically about [Team X from Question A-3], please indicate to what extent you agree 
or disagree with the following statements:
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
Q10_2 I began following [Team X] because of my family. 1 2 3 4 5 6 7
Q10_3 It is important to follow the same team as my 
family.
1 2 3 4 5 6 7
Q10_4 I follow [Team X] because my family like the 
same team.
1 2 3 4 5 6 7
Q10_5 Thinking about [Team X] brings back good 
memories.
1 2 3 4 5 6 7
Q10_6 I have fond memories of following [Team X]. 1 2 3 4 5 6 7
Q10_7 I have fond memories of following [Team X] with 
friends and/or family members.
1 2 3 4 5 6 7
Q10_8 [Team X] is a winning team. 1 2 3 4 5 6 7
Q10_9 [Team X] has quality players. 1 2 3 4 5 6 7
Q10_10 [Team X] is a great team. 1 2 3 4 5 6 7
SAME QUESTION & LABELS – ON A NEW PAGE
Q10_11 I do not care whether [Team X] wins or loses. 1 2 3 4 5 6 7
Q10_12 It is very important to me that [Team X] reaches 
the finals.
1 2 3 4 5 6 7
Q10_13 [Team X] 's games are exciting. 1 2 3 4 5 6 7
Q10_14 [Team X]'s games are entertaining. 1 2 3 4 5 6 7
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Q10_15 [Team X]'s games are enjoyable. 1 2 3 4 5 6 7
Q10_16 It is important that my friends see me as a fan of 
[Team X].
1 2 3 4 5 6 7
Q10_17 My friends and family recognise me as a fan of 
[Team X].
1 2 3 4 5 6 7
Q10_18 When someone praises [Team X], it feels like a 
compliment.
1 2 3 4 5 6 7
Q10_19 When I talk about the team, I usually say 'we' 
rather than 'they'.
1 2 3 4 5 6 7
Section F: Commitment
The following statements refer to how you feel about [Team X]. Thinking specifically about [Team 
X], please indicate the extent to which each statement represents how you feel about your team.
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
Q13_2 I feel allegiance towards my team. 1 2 3 4 5 6 7
Q13_5 I believe I am committed to my team. 1 2 3 4 5 6 7
Q13_7 I am dedicated to my team. 1 2 3 4 5 6 7
Q13_10 I consider myself devoted to my team. 1 2 3 4 5 6 7
Q14_4 I would consider myself to be obsessed by my 
team. 1 2 3 4 5 6 7
Q14_7 When I think of being a supporter of my team I 
am proud. 1 2 3 4 5 6 7
Section D 
If [Team X] was a person, to what extent would you agree that each of the following words would 
describe it?
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
Q11_1 Down-to-earth 1 2 3 4 5 6 7
Q11_2 Honest 1 2 3 4 5 6 7
Q11_3 Wholesome 1 2 3 4 5 6 7
Q11_4 Cheerful 1 2 3 4 5 6 7
Q11_5 Daring 1 2 3 4 5 6 7
Q11_6 Spirited 1 2 3 4 5 6 7
Q11_7 Imaginative 1 2 3 4 5 6 7
Q11_8 Up-to-date 1 2 3 4 5 6 7
Q11_9 Reliable 1 2 3 4 5 6 7
Q11_10 Intelligent 1 2 3 4 5 6 7
Q11_11 Successful 1 2 3 4 5 6 7
Q11_12 Upper Class 1 2 3 4 5 6 7
Q11_13 Charming 1 2 3 4 5 6 7
Q11_14 Outdoorsy 1 2 3 4 5 6 7
Q11_15 Tough 1 2 3 4 5 6 7
Section F: Emotional Attachment
The following statements refer to how you feel about [Team X]. Thinking specifically about [Team 
X], please indicate the extent to which each statement represents how you feel about your team.
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
Q14_8 I think of my team as a friend. 1 2 3 4 5 6 7
Q14_9 I love my team. 1 2 3 4 5 6 7
Q14_10 My team makes me feel at peace. 1 2 3 4 5 6 7
Q14_11 I am captivated by my team. 1 2 3 4 5 6 7
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Q14_12 I feel bonded to my team. 1 2 3 4 5 6 7
Q14_13 I feel attracted to my team. 1 2 3 4 5 6 7
Section E: Questionnaire 
The following statements refer to your relationship or affiliation with [Team X]. Thinking specifically 
about [Team X] and the previous season (2011), please indicate to what extent you agree or 
disagree with the following statements:
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
Q12_1 I have often attended [Team X] games live in the 
stadium. 1 2 3 4 5 6 7
Q12_2 I have often watched [Team X] games on TV. 1 2 3 4 5 6 7
Q12_3 I have often followed reports about [Team X]'s 
players, coaches, managers etc. in the media. 1 2 3 4 5 6 7
Q12_4 I have purchased a lot of club-related 
merchandise. 1 2 3 4 5 6 7
Q12_5 I often wore the clothes and/or logo of [Team X]. 1 2 3 4 5 6 7
Q12_6 I have often participated in discussions about 
[Team X]. 1 2 3 4 5 6 7
Q12_7 I would be willing to defend [Team X] publicly, 
even if it caused controversy. 1 2 3 4 5 6 7
SAME QUESTION & LABELS – ON A NEW PAGE
Q12_8 I could never change my affiliation from [Team X]
to another professional team. 1 2 3 4 5 6 7
Q12_9 I consider myself a committed fan of [Team X]. 1 2 3 4 5 6 7
Q12_10 I would watch [Team X] regardless of which team 
they were playing against at the time. 1 2 3 4 5 6 7
Q12_11 I speak favourably of the [Team X] to others. 1 2 3 4 5 6 7
Q12_12 I encourage others to attend [Team X] games. 1 2 3 4 5 6 7
Q12_13 I encourage others to support [Team X]. 1 2 3 4 5 6 7
Q12_14 I encourage others to watch [Team X] games. 1 2 3 4 5 6 7
Section F: Passion
The following statements refer to how you feel about [Team X]. Thinking specifically about [Team 
X], please indicate the extent to which each statement represents how you feel about your team.
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
Q13_8 Just thinking about my team delights me. 1 2 3 4 5 6 7
Q13_9 I feel desire for my team. 1 2 3 4 5 6 7
Q13_12 I get a great sense of enjoyment from my team. 1 2 3 4 5 6 7
Q13_13 I feel enthusiastic about my team. 1 2 3 4 5 6 7
Q13_14 Sometimes just seeing my team can be very 
exciting for me. 1 2 3 4 5 6 7
Q14_1 I cannot imagine any other team making me as 
happy as my team does. 1 2 3 4 5 6 7
Q14_2 When thinking about my team I am hopeful. 1 2 3 4 5 6 7
Q14_5 I am passionate about my team. 1 2 3 4 5 6 7
Q14_6 I take a real pleasure in my team. 1 2 3 4 5 6 7
Section B: Demographics
The following questions relate to your personal characteristics. These questions are vital in making 
the results of this study more meaningful.
S1: Your gender
1 Male n = 59% or 352 (based on sample 600)
2 Female n = 41% or 248 (based on sample 600)
327 | P a g e
[In line with the ABS data 4174.0 – Spectator Attendance at Sporting Events, 2009-10, AFL 
attendance is 59% male and 41% female. Thus, the above estimates are based on a sample size 
of 600]
S2: To which age group do you belong?
1 18-24 n = 14%
2 25-35 n = 21%
3 35-44 n = 22%
4 45-54 n = 21%
5 55-64 n = 13%
6 65-74 n = 9%7 75 + 
[In line with the ABS data 4174.0 – Spectator Attendance at Sporting Events, 2009-10 and the sport 
attendance % breakdown. The above estimates are based on a sample size of 600]
S3: Postcode of residence?
OPEN ENDED
Q15: Which best describes your highest level of qualification?
1 Year 10 or below
2 Secondary
3 Certificate
4 Tertiary
5 Post Graduate
6 Other: please specify OPEN ENDED
Q16: To which household income group do you belong?
1 Less than $35,000
2 $35,001 - $65,000
3 $65,001 - $95,000
4 $95,001 - $125,000
5 $125,001 + 
Q17: Which best describes your marital status?
1 Single (never married)
2 Single (divorced, separated or widowed)
3 Married
4 Defacto
5 Other: please specify
Q18: How many children do you have?
1 None
2 1
3 2
4 3
5 4 or more
Thank you for your time. Your contribution in this research is most sincerely appreciated!
If you have any comments you would like to express, please use the space below:
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APPENDIX VIII. Study 5: Questionnaire
Exploring loyalty and the role of love: 
a consumer perspective
Plain Language Statement
You are invited to take part in this research project, which examines the relationship between loyalty towards an 
AFL team, emotion, and the personality of individual AFL teams. The findings from the research study will assist 
sport organisations to better understand their consumers and therefore better communicate with their entire fan 
base. The results of this research may be used to help the researcher, Ms Sarah Broadbent, to obtain a Doctor of 
Philosophy (PhD) degree and may be published in academic journals and in the media. No individual will be able to 
be identified in any publication. 
You are invited to participate in this research project because you have been identified as a follower of football and 
have a favourite AFL team. Participation is voluntary, whether you agree to take part in the project is completely up 
to you. You may withdraw from the study at any time until the questionnaire is complete. As the questionnaire is 
anonymous it will not be possible to identify and remove your specific data.
If you agree to take part in the project, you should complete the questionnaire, which asks about your relationship 
with your AFL team, how you feel about them, and your perceptions of the team. There are also some general 
questions about you, to help interpret the information you give.
Completing the questionnaire will take approximately 10 minutes of your time. All questionnaires will be stored 
securely by the researchers for a minimum period of 5 years following final publication after which they will be 
destroyed. Withdrawal from this project will not be possible once the information has been de-identified.
Participants are invited to contact the researchers should they wish to obtain a summary of findings.
Approval to undertake this research project has been given by the Human Research Ethics Committee of Deakin 
University. If you have any complaints about any aspect of the project, the way it is being conducted or any 
questions about your rights as a research participant, then you may contact: The Manager, Office of Research 
Integrity, Deakin University, 221 Burwood Highway, Burwood Victoria 3125, Telephone: 9251 7129, Facsimile: 
9244 6581; research-ethics@deakin.edu.au. Please quote project number BL-EC 79-11.
If you require further information or if you have any problems concerning this project, you can contact either of the 
principal researchers. The researchers responsible for this project are: Sarah Broadbent 
(sarah.broadbent@deakin.edu.au) or Dr Kerrie Bridson (kerriebr@deakin.edu.au).
PLS-1: I have read, understood, and printed a copy of, the above consent form and desire of my own free 
will to participate in this study.
1 Yes Continue 
2 No DISCONTINUE INTERVIEW
330 | P a g e
Section A: Screening questions
S4: What is your favourite sporting code? 
1 Australian Rules Football
2 Basketball
3 Cricket
4 Harness Racing
5 Horse Racing
6 Motor Sports
7 Netball
8 Rugby League
9 Rugby Union
10 Soccer
11 Tennis
12 Other: please specify
13 I do not have a favourite sport DISCONTINUE INTERVIEW
S5: Do you have a favourite AFL team? 
1 Yes Continue to A-3
2 No DISCONTINUE INTERVIEW
Q1: Within the AFL, which team is your favourite?
QUOTA’s
1 Adelaide 20 (min) – 60 (max)
2 Brisbane 20 (min) – 60 (max)
3 Carlton 20 (min) – 60 (max)
4 Collingwood 20 (min) – 60 (max)
5 Essendon 20 (min) – 60 (max)
6 Fremantle 20 (min) – 60 (max)
7 Geelong 20 (min) – 60 (max)
8 Gold Coast 20 (min) – 60 (max)
9 Greater Western Sydney 20 (min) – 60 (max)
10 Hawthorn 20 (min) – 60 (max)
11 Melbourne 20 (min) – 60 (max)
12 North Melbourne 20 (min) – 60 (max)
13 Port Adelaide 20 (min) – 60 (max)
14 Richmond 20 (min) – 60 (max)
15 St Kilda 20 (min) – 60 (max)
16 Sydney 20 (min) – 60 (max)
17 West Coast 20 (min) – 60 (max)
18 Western Bulldogs 20 (min) – 60 (max)
[Min 20 per club; max 60 per club to ensure an even spread. Greater Western Sydney and Gold 
Coast are very new teams and so we may find that even 20 are ambitious. Adjust the min for these 
two teams if it becomes clear they are unobtainable. Also note there are only 2 teams in WA, 
NSW, SA, and QLD, whilst 10 teams are based in Melbourne, would expect approximately 50% of 
respondents to be from Melbourne]
Q2: Thinking about the 2011 AFL season (home & away and finals), please indicate the frequency in 
which you attended [Team X] games live in the stadium
QUOTA’s
1 Never 60-90
2 Once a year 50-80
3 Twice a year 50-80
4 Four times a year 70-100
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5 Once a month 50-80
6 Twice a month 80-110
7 Once a week 80-110
[We are trying to ensure we obtain a broad spectrum of respondents]
Q3: Thinking about the 2011 AFL season (home & away and finals), please indicate the frequency in 
which you attended games live in the stadium that did not include [Team X]
1 Never
2 Once a year
3 Twice a year
4 Once a month
5 Twice a month
6 Once a week
7 Three times a week
8 Just about every day
Q4: Thinking about the 2011 AFL season (home & away and finals), please indicate the frequency in 
which you watched games on the television (live or on replay)
QUOTA’s
1 Never } 30 (10 of each)2 Once a year3 Twice a year
4 Once a month 20-40
5 Twice a month 50-80
6 Once a week 220-300
7 Three times a week 150-200
8 Just about every day Min 30
Q5: Thinking about the 2011 AFL season (home & away and finals), please indicate the frequency in 
which you watched games using the internet (live or on replay)
1 Never
2 Once a year
3 Twice a year
4 Once a month
5 Twice a month
6 Once a week
7 Three times a week
8 Just about every day
Q5.5: Thinking about the 2011 AFL season (home & away and finals), please indicate the frequency in 
which you listened to games on the radio
QUOTA’s
1 Never 50-80
2 Once a year 20-50
3 Twice a year 50-90
4 Once a month 80-120
5 Twice a month 40-70
6 Once a week 150-200
7 Three times a week 80-120
Q6: Thinking about the 2011 AFL season (home & away and finals), please indicate the frequency in 
which you discussed the AFL with friends and family
QUOTA’s
1 Never DISCONTINUE INTERVIEW
2 Once a year DISCONTINUE INTERVIEW
3 Twice a year DISCONTINUE INTERVIEW
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4 Once a month 10-30
5 Twice a month 10-30
6 Once a week 80-120
7 Three times a week 150-200
8 Just about every day 250-320
Q7: Are you a member of [Team X], the AFL, or the MCC?
QUOTA’s
1 Yes, [Team X ] Member Ask Q8 200-250
2 Yes, AFL Member Skip Q8 30-70 (best efforts)
3 Yes, MCC Member Skip Q8 30-70 (best efforts)
4 No Skip Q8 220-280
Q8: What type of membership do you hold?
1 3 game Membership
2 Home games
3 Home and away games
4 Supporter membership (no games included)
5 Victorian Membership (for clubs based outside Victoria)
6 Country, interstate, and international membership
7 Other: please specify (OPEN ENDED)
S1: Your gender
QUOTA’s
1 Male 350
2 Female 250
[In line with the ABS data 4174.0 – Spectator Attendance at Sporting Events, 2009-10, AFL 
attendance is 59% male and 41% female. Thus, the above estimates are based on a sample size 
of 600]
S2: To which age group do you belong?
QUOTA’s
1 18-24 85
2 25-35 125
3 35-44 130
4 45-54 125
5 55-64 80
6 65-74 557 75 + 
[In line with the ABS data 4174.0 – Spectator Attendance at Sporting Events, 2009-10 and the sport 
attendance % breakdown.]
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Section F: Intimacy
The following statements refer to how you feel about [Team]. Thinking specifically about [Team], 
please indicate the extent to which each statement represents how you feel about your team.
Not at all 
To a very 
small 
extent 
To a small 
extent 
To a 
Moderate 
Extent 
To a fairly 
great 
extent 
To a great 
extent 
To a very 
great 
extent 
Q13_1 I always feel admiration for my team. 1 2 3 4 5 6 7
Q13_4 I cherish my team. 1 2 3 4 5 6 7
Q13_6 There is a close connection between me and my 
team. 1 2 3 4 5 6 7
Q14_3 When I think about my team I am nostalgic. 1 2 3 4 5 6 7
Section C: Antecedents_1 
Thinking specifically about [Team X from Question A-3], please indicate to what extent you agree 
or disagree with the following statements:
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
Q9_1 Watching, reading, and talking about [Team] 
provides a temporary escape from life’s problems 1 2 3 4 5 6 7
Q9_2 Watching, reading, and talking about [Team] 
helps me to forget my day-to-day problems 1 2 3 4 5 6 7
Q9_3 Watching, reading and talking about [Team] 
takes me away from life's hassles. 1 2 3 4 5 6 7
Q9_4 I possess a great deal of knowledge about 
[Team]. 1 2 3 4 5 6 7
Q9_5 If I were to list everything I knew about [Team], 
the list would be quite long. 1 2 3 4 5 6 7
Q9_6 Compared to other sport teams, I consider 
myself an expert on [Team]. 1 2 3 4 5 6 7
Q9_7 An important aspect of my team is the team's 
theme song. 1 2 3 4 5 6 7
Q9_8 An important aspect of my team is the team's 
logo. 1 2 3 4 5 6 7
SAME QUESTION & LABELS – ON A NEW PAGE
Q9_9 An important aspect of my team is the team 
colours. 1 2 3 4 5 6 7
Q9_10 An important aspect of my team is the team's 
uniform. 1 2 3 4 5 6 7
Q9_11 An important aspect of my team is beating the 
team's main rival.
1 2 3 4 5 6 7
Q9_12 An important aspect of my team is the team's 
biggest opponent.
1 2 3 4 5 6 7
Q9_13 An important aspect of my team is making it to 
the finals series.
1 2 3 4 5 6 7
Q9_14 [Team] has a history of winning. 1 2 3 4 5 6 7
Q9_15 [Team] has a rich history. 1 2 3 4 5 6 7
Q9_16 [Team] has no history. 1 2 3 4 5 6 7
Q9_17 I began following [Team] because of my friends. 1 2 3 4 5 6 7
Q9_18 It is important to follow the same AFL team as 
my friends.
1 2 3 4 5 6 7
Q10_1 I follow [Team] because my friends like the same 
team.
1 2 3 4 5 6 7
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Section F: Anger 
The following statements refer to how you feel about [Team]. Thinking specifically about [Team], 
please indicate the extent to which each statement represents how you feel about your team.
Clearly 
does not 
describe 
my 
feelings
Mostly 
does not 
describe 
my 
feelings
Slightly 
describes 
my 
feelings
Neither 
Moderatel
y
describes 
my 
feelings
Mostly 
describes 
my 
feelings
Clearly 
describes 
my 
feelings
Q13_3 I can feel anger towards my team. 1 2 3 4 5 6 7
Q13_11 I can be disappointed by my team. 1 2 3 4 5 6 7
Q13_15 When watching or listening to a game I can 
sometimes feel frustrated by my team. 1 2 3 4 5 6 7
Section C: Antecedents_2
Thinking specifically about [Team X from Question A-3], please indicate to what extent you agree 
or disagree with the following statements:
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
Q10_2 I began following [Team] because of my family. 1 2 3 4 5 6 7
Q10_3 It is important to follow the same team as my 
family.
1 2 3 4 5 6 7
Q10_4 I follow [Team] because my family like the same 
team.
1 2 3 4 5 6 7
Q10_5 Thinking about [Team] brings back good 
memories.
1 2 3 4 5 6 7
Q10_6 I have fond memories of following [Team]. 1 2 3 4 5 6 7
Q10_7 I have fond memories of following [Team] with 
friends and/or family members.
1 2 3 4 5 6 7
Q10_8 [Team] is a winning team. 1 2 3 4 5 6 7
Q10_9 [Team] has quality players. 1 2 3 4 5 6 7
Q10_10 [Team] is a great team. 1 2 3 4 5 6 7
Q10_11 I do not care whether [Team] wins or loses. 1 2 3 4 5 6 7
Q10_12 It is very important to me that [Team] reaches the 
finals.
1 2 3 4 5 6 7
SAME QUESTION & LABELS – ON A NEW PAGE
Q10_13 [Team]'s games are exciting. 1 2 3 4 5 6 7
Q10_14 [Team]'s games are entertaining. 1 2 3 4 5 6 7
Q10_15 [Team]'s games are enjoyable. 1 2 3 4 5 6 7
Q10_16 It is important that my friends see me as a fan of 
[Team].
1 2 3 4 5 6 7
Q10_17 My friends and family recognise me as a fan of 
[Team].
1 2 3 4 5 6 7
Q10_18 When someone praises [Team], it feels like a 
compliment.
1 2 3 4 5 6 7
Q10_19 When I talk about the team, I usually say 'we' 
rather than 'they'.
1 2 3 4 5 6 7
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Section F: Commitment
The following statements refer to how you feel about [Team]. Thinking specifically about [Team], 
please indicate the extent to which each statement represents how you feel about your team.
Not at all 
To a very 
small 
extent 
To a small 
extent 
To a 
Moderate 
Extent 
To a fairly
great 
extent 
To a great 
extent 
To a very 
great 
extent 
Q13_2 I feel allegiance towards my team. 1 2 3 4 5 6 7
Q13_5 I believe I am committed to my team. 1 2 3 4 5 6 7
Q13_7 I am dedicated to my team. 1 2 3 4 5 6 7
Q13_10 I consider myself devoted to my team. 1 2 3 4 5 6 7
Q14_4 I would consider myself to be obsessed by my 
team. 1 2 3 4 5 6 7
Q14_7 When I think of being a supporter of my team I 
am proud. 1 2 3 4 5 6 7
Section D 
If [Team]was a person, to what extent would you agree that each of the following words would 
describe it?
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
Q11_1 Down-to-earth 1 2 3 4 5 6 7
Q11_2 Honest 1 2 3 4 5 6 7
Q11_3 Wholesome 1 2 3 4 5 6 7
Q11_4 Cheerful 1 2 3 4 5 6 7
Q11_5 Daring 1 2 3 4 5 6 7
Q11_6 Spirited 1 2 3 4 5 6 7
Q11_7 Imaginative 1 2 3 4 5 6 7
Q11_8 Up-to-date 1 2 3 4 5 6 7
Q11_9 Reliable 1 2 3 4 5 6 7
Q11_10 Intelligent 1 2 3 4 5 6 7
Q11_11 Successful 1 2 3 4 5 6 7
Q11_12 Upper Class 1 2 3 4 5 6 7
Q11_13 Charming 1 2 3 4 5 6 7
Q11_14 Outdoorsy 1 2 3 4 5 6 7
Q11_15 Tough 1 2 3 4 5 6 7
Section F: Emotional Attachment
The following statements refer to how you feel about [Team]. Thinking specifically about [Team], 
please indicate the extent to which each statement represents how you feel about your team.
Clearly 
does not 
describe 
my 
feelings
Mostly 
does not 
describe 
my 
feelings
Slightly 
describes 
my 
feelings
Neither 
Moderatel
y
describes 
my 
feelings
Mostly 
describes 
my
feelings
Clearly 
describes 
my 
feelings
Q14_8 I think of my team as a friend. 1 2 3 4 5 6 7
Q14_9 I love my team. 1 2 3 4 5 6 7
Q14_10 My team makes me feel at peace. 1 2 3 4 5 6 7
Q14_11 I am captivated by my team. 1 2 3 4 5 6 7
Q14_12 I feel bonded to my team. 1 2 3 4 5 6 7
Q14_13 I feel attracted to my team. 1 2 3 4 5 6 7
Section E: Questionnaire 
The following statements refer to your relationship or affiliation with [Team]. Thinking specifically 
about [Team]and the previous season (2011), please indicate to what extent you agree or disagree 
with the following statements:
Strongly 
Disagree Disagree
Somewhat 
disagree
Neither 
agree or 
disagree
Somewhat 
agree Agree
Strongly 
agree
Q12_1 I have often attended [Team] games live in the 1 2 3 4 5 6 7
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stadium.
Q12_2 I have often watched [Team] games on TV. 1 2 3 4 5 6 7
Q12_3 I have often followed reports about [Team]'s 
players, coaches, managers etc. in the media. 1 2 3 4 5 6 7
Q12_4 I have purchased a lot of club-related 
merchandise. 1 2 3 4 5 6 7
Q12_5 I often wore the clothes and/or logo of [Team]. 1 2 3 4 5 6 7
Q12_6 I have often participated in discussions about 
[Team]. 1 2 3 4 5 6 7
SAME QUESTION & LABELS – ON A NEW PAGE
Q12_7 I would be willing to defend [Team] publicly, even
if it caused controversy. 1 2 3 4 5 6 7
Q12_8 I could never change my affiliation from [Team] 
to another professional team. 1 2 3 4 5 6 7
Q12_9 I consider myself a committed fan of [Team]. 1 2 3 4 5 6 7
Q12_10 I would watch [Team] regardless of which team 
they were playing against at the time. 1 2 3 4 5 6 7
Q12_11 I speak favourably of the [Team] to others. 1 2 3 4 5 6 7
Q12_12 I encourage others to attend [Team] games. 1 2 3 4 5 6 7
Q12_13 I encourage others to support [Team]. 1 2 3 4 5 6 7
Q12_14 I encourage others to watch [Team] games. 1 2 3 4 5 6 7
Section F: Passion
The following statements refer to how you feel about [Team]. Thinking specifically about [Team], 
please indicate the extent to which each statement represents how you feel about your team.
Not at all 
To a very 
small 
extent 
To a small 
extent 
To a 
Moderate 
Extent 
To a fairly 
great 
extent 
To a great 
extent 
To a very 
great 
extent 
Q13_8 Just thinking about my team delights me. 1 2 3 4 5 6 7
Q13_9 I feel desire for my team. 1 2 3 4 5 6 7
Q13_12 I get a great sense of enjoyment from my team. 1 2 3 4 5 6 7
Q13_13 I feel enthusiastic about my team. 1 2 3 4 5 6 7
Q13_14 Sometimes just seeing my team can be very 
exciting for me. 1 2 3 4 5 6 7
Q14_1 I cannot imagine any other team making me as 
happy as my team does. 1 2 3 4 5 6 7
Q14_2 When thinking about my team I am hopeful. 1 2 3 4 5 6 7
Q14_5 I am passionate about my team. 1 2 3 4 5 6 7
Q14_6 I take a real pleasure in my team. 1 2 3 4 5 6 7
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Section B: Demographics
The following questions relate to your personal characteristics. These questions are vital in making 
the results of this study more meaningful.
S3: Postcode of residence?
OPEN ENDED
Q15: Which best describes your highest level of qualification?
1 Year 10 or below
2 Secondary
3 Certificate
4 Tertiary
5 Post Graduate
6 Other: please specify OPEN ENDED
Q16: To which household income group do you belong?
1 Less than $35,000
2 $35,001 - $65,000
3 $65,001 - $95,000
4 $95,001 - $125,000
5 $125,001 + 
Q17: Which best describes your marital status?
1 Single (never married)
2 Single (divorced, separated or widowed)
3 Married
4 Defacto
5 Other: please specify
Q18: How many children do you have?
1 None
2 1
3 2
4 3
5 4 or more
Thank you for your time. Your contribution in this research is most sincerely appreciated!
If you have any comments you would like to express, please use the space below:
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APPENDIX IX. Study 4: Normality
Table 1 - Study 4 Descriptives
Variable N Mean Std. Dev Skew Kurt
Q13_1 I always feel admiration for my team. 153 5.24 1.357 -.881 .701
Q13_4 I cherish my team. 153 5.30 1.577 -.865 .118
Q13_6 There is a close connection between me and my team. 153 4.60 1.763 -.469 -.578
Q14_3 When I think about my team I am nostalgic. 153 4.78 1.743 -.562 -.417
Q9_1 Watching, reading, and talking about [Team] provides a 
temporary escape from life’s problems
153 4.68 1.525 -.584 -.258
Q9_2 Watching, reading, and talking about [Team] helps me to forget 
my day-to-day problems
153 4.30 1.643 -.322 -.656
Q9_3 Watching, reading and talking about [Team] takes me away 
from life's hassles.
153 4.33 1.642 -.348 -.645
Q9_4 I possess a great deal of knowledge about [Team]. 153 5.08 1.606 -.903 .056
Q9_5 If I were to list everything I knew about [Team], the list would be 
quite long.
153 4.84 1.771 -.663 -.552
Q9_6 Compared to other sport teams, I consider myself an expert on 
[Team].
153 4.48 1.846 -.465 -.860
Q9_7 An important aspect of my team is the team's theme song. 153 5.10 1.557 -.908 .237
Q9_8 An important aspect of my team is the team's logo. 153 5.16 1.519 -.760 -.061
Q9_9 An important aspect of my team is the team colours. 153 6.01 1.192 -1.584 3.031
Q9_10 An important aspect of my team is the team's uniform. 153 5.64 1.275 -1.052 .847
Q9_11 An important aspect of my team is beating the team's main 
rival.
153 5.90 1.327 -1.531 2.232
Q9_12 An important aspect of my team is the team's biggest 
opponent.
153 5.25 1.476 -.723 -.096
Q9_13 An important aspect of my team is making it to the finals 
series.
153 6.16 1.109 -2.001 5.125
Q9_14 [Team] has a history of winning. 153 5.19 1.538 -.774 -.129
Q9_15 [Team] has a rich history. 153 6.27 1.102 -2.090 4.560
Q9_16 [Team] has no history. 153 6.51 1.046 -3.069 11.028
Q9_17 I began following [Team] because of my friends. 153 2.37 1.813 1.253 .172
Q9_18 It is important to follow the same AFL team as my friends. 153 1.73 1.076 2.126 5.251
Q10_1 I follow [Team] because my friends like the same team. 153 1.66 1.040 2.500 7.569
Q13_3 I can feel angry towards my team. 153 4.02 1.715 -.174 -.951
Q13_11 I can be disappointed by my team. 153 4.88 1.469 -.539 -.233
Q13_15 When watching or listening to a game I feel frustrated by my 
team.
153 4.58 1.520 -.471 -.325
Q10_2 I began following [Team] because of my family. 153 5.01 2.291 -.688 -1.207
Q10_3 It is important to follow the same team as my family. 153 3.47 2.164 .465 -1.265
Q10_4 I follow [Team] because my family like the same team. 153 3.86 2.300 .173 -1.584
Q10_5 Thinking about [Team] brings back good memories. 153 5.86 1.083 -1.047 1.143
Q10_6 I have fond memories of following [Team]. 153 5.99 1.039 -1.045 .954
Q10_7 I have fond memories of following [Team] with friends and/or 
family members.
153 5.67 1.539 -1.367 1.350
Q10_8 [Team] is a winning team. 153 5.35 1.388 -.909 .466
Q10_9 [Team] has quality players. 153 5.78 1.027 -.721 .133
Q10_10 [Team] is a great team. 153 5.95 1.160 -1.267 1.349
Q10_11 I do not care whether [Team] wins or loses. 153 5.76 1.351 -1.411 1.452
Q10_12 It is very important to me that [Team] reaches the finals. 153 5.59 1.335 -1.124 1.235
Q10_13 [Team] 's games are exciting. 153 5.65 1.035 -.941 1.184
Q10_14 [Team]'s games are entertaining. 153 5.67 1.050 -1.037 1.300
Q10_15 [Team]'s games are enjoyable. 153 5.59 1.048 -.933 1.179
Q10_16 It is important that my friends see me as a fan of [Team]. 153 3.96 1.697 -.036 -.923
Q10_17 My friends and family recognise me as a fan of [Team]. 153 6.04 1.069 -1.617 3.805
Q10_18 When someone praises [Team], it feels like a compliment. 153 4.75 1.575 -.594 -.173
Q10_19 When I talk about the team, I usually say 'we' rather than 
'they'.
153 5.30 1.759 -.939 -.178
Q13_2 I feel allegiance towards my team. 153 5.69 1.280 -.862 .378
Q13_5 I believe I am committed to my team. 153 5.47 1.428 -.832 .013
Q13_7 I am dedicated to my team. 153 5.49 1.465 -.909 .067
Q13_10 I consider myself devoted to my team. 153 5.19 1.669 -.778 -.252
Q14_4 I would consider myself to be obsessed by my team. 153 3.46 1.993 .318 -1.096
Q14_7 When I think of being a supporter of my team I am proud. 153 5.08 1.626 -.744 -.209
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Q11_1 Down-to-earth 153 5.11 1.417 -.649 -.126
Q11_2 Honest 153 5.24 1.192 -.550 .219
Q11_3 Wholesome 153 5.01 1.282 -.385 -.013
Q11_4 Cheerful 153 5.19 1.087 -.510 .495
Q11_5 Daring 153 5.46 1.246 -.981 .906
Q11_6 Spirited 153 6.01 1.013 -1.527 3.571
Q11_7 Imaginative 153 5.23 1.227 -.728 .418
Q11_8 Up-to-date 153 5.51 1.209 -.792 .390
Q11_9 Reliable 153 4.96 1.395 -.592 -.191
Q11_10 Intelligent 153 5.21 1.239 -.806 .771
Q11_11 Successful 153 5.61 1.284 -1.009 .612
Q11_12 Upper Class 153 4.27 1.615 -.037 -.849
Q11_13 Charming 153 4.61 1.319 -.095 -.348
Q11_14 Outdoorsy 153 5.10 1.252 -.261 -.575
Q11_15 Tough 153 5.73 1.165 -1.014 .780
Q14_8 I think of my team as a friend. 153 3.82 1.812 -.181 -1.003
Q14_9 I love my team. 153 5.33 1.573 -1.070 .726
Q14_10 My team makes me feel at peace. 153 4.01 1.642 -.256 -.409
Q14_11 I am captivated by my team. 153 4.65 1.671 -.550 -.400
Q14_12 I feel bonded to my team. 153 4.86 1.581 -.792 .116
Q14_13 I feel attracted to my team. 153 4.47 1.698 -.513 -.428
Q12_1 I have often attended [Team] games live in the stadium. 153 5.10 2.058 -.813 -.662
Q12_2 I have often watched [Team] games on TV. 153 6.30 .960 -2.218 7.845
Q12_3 I have often followed reports about [Team]'s players, coaches, 
managers etc. in the media.
153 6.22 1.096 -1.882 3.997
Q12_4 I have purchased a lot of club-related merchandise. 153 3.89 1.901 .062 -1.173
Q12_5 I often wore the clothes and/or logo of [Team]. 153 4.08 1.948 -.128 -1.196
Q12_6 I have often participated in discussions about [Team]. 153 5.93 1.193 -1.557 3.192
Q12_7 I would be willing to defend [Team] publicly, even if it caused 
controversy.
153 5.24 1.396 -.942 .743
Q12_8 I could never change my affiliation from [Team] to another 
professional team.
153 6.49 .844 -1.666 2.266
Q12_9 I consider myself a committed fan of [Team]. 153 6.27 .967 -1.270 .982
Q12_10 I would watch [Team] regardless of which team they were 
playing against at the time.
153 6.29 .993 -1.684 3.135
Q12_11 I speak favourably of [Team] to others. 153 5.94 1.021 -1.046 1.375
Q12_12 I encourage others to attend [Team] games. 153 4.93 1.727 -.558 -.692
Q12_13 I encourage others to support [Team]. 153 5.05 1.689 -.772 -.170
Q12_14 I encourage others to watch [Team] games. 153 5.01 1.717 -.645 -.484
Q13_8 Just thinking about my team delights me. 153 4.10 1.655 -.257 -.557
Q13_9 I feel desire for my team. 153 3.65 1.837 .101 -1.010
Q13_12 I get a great sense of enjoyment from my team. 153 4.94 1.623 -.652 -.191
Q13_13 I feel enthusiastic about my team. 153 5.15 1.584 -.613 -.400
Q13_14 Sometimes just seeing my team can be very exciting for me. 153 4.48 1.940 -.411 -1.006
Q14_1 I cannot imagine any other team making me as happy as my 
team does.
153 4.93 1.992 -.763 -.640
Q14_2 When thinking about my team I am hopeful. 153 5.26 1.436 -.726 .131
Q14_5 I am passionate about my team. 153 5.40 1.611 -.948 .074
Q14_6 I take a real pleasure in my team. 153 5.22 1.626 -.801 -.125
Table 2 - Study 4 Transformed Descriptives
Variable N Mean Std. Dev Skew Kurt
NQ9_11 Normal Score of Q9_11 using Blom's Formula 153 -.045067 .8564955 -.622 -.469
NQ9_13 Normal Score of Q9_13 using Blom's Formula 153 -.049074 .8301122 -.738 -.280
NQ9_15 Normal Score of Q9_15 using Blom's Formula 153 -.056357 .8030388 -.883 -.184
NQ9_16 Normal Score of Q9_16 using Blom's Formula 153 -.072338 .7339504 -1.420 .815
NQ9_18 Normal Score of Q9_18 using Blom's Formula 153 .052691 .8061038 .841 -.161
NQ10_1 Normal Score of Q10_1 using Blom's Formula 153 .053080 .7913952 .912 .040
NQ10_17 Normal Score of Q10_17 using Blom's Formula 153 -.038984 .8563038 -.585 -.315
NQ11_6 Normal Score of Q11_6 using Blom's Formula 153 -.031769 .8578851 -.489 -.395
NQ12_2 Normal Score of Q12_2 using Blom's Formula 153 -.051449 .8077320 -.810 -.233
NQ12_3 Normal Score of Q12_3 using Blom's Formula 153 -.055122 .8128482 -.821 -.336
NQ12_6 Normal Score of Q12_6 using Blom's Formula 153 -.037525 .8578252 -.554 -.435
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NQ12_8 Normal Score of Q12_8 using Blom's Formula 153 -.068848 .7550717 -1.226 .342
NQ12_10 Normal Score of Q12_10 using Blom's Formula 153 -.059058 .8069112 -.906 -.155
NQ9_11 Normal Score of Q9_11 using Blom's Formula 153 -.045067 .8564955 -.622 -.469
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APPENDIX X. Study 5: Normality
Table 3 - Study 5 Descriptives (based on V2)
Variable N Mean Std. Dev Skew Kurt
Q13_1 I always feel admiration for my team. 611 5.34 1.313 -.718 .418
Q13_4 I cherish my team. 611 5.18 1.552 -.666 -.172
Q13_6 There is a close connection between me and my team. 611 4.61 1.688 -.356 -.682
Q14_3 When I think about my team I am nostalgic. 611 4.59 1.789 -.384 -.781
Q9_1 Watching, reading, and talking about [Team] provides a 
temporary escape from life’s problems
611 4.61 1.494 -.489 -.160
Q9_2 Watching, reading, and talking about [Team] helps me to forget 
my day-to-day problems
611 4.44 1.518 -.345 -.264
Q9_3 Watching, reading and talking about [Team] takes me away 
from life's hassles.
611 4.48 1.498 -.360 -.321
Q9_4 I possess a great deal of knowledge about [Team]. 611 4.79 1.413 -.432 -.237
Q9_5 If I were to list everything I knew about [Team], the list would be 
quite long.
611 4.46 1.570 -.233 -.658
Q9_6 Compared to other sport teams, I consider myself an expert on 
[Team].
611 4.33 1.621 -.243 -.759
Q10_5 Thinking about [Team] brings back good memories. 611 5.51 1.131 -.752 .745
Q10_6 I have fond memories of following [Team]. 611 5.68 1.107 -.836 .982
Q10_7 I have fond memories of following [Team] with friends and/or 
family members.
611 5.58 1.279 -.979 .819
Q10_8 [Team] is a winning team. 611 5.27 1.226 -.627 .179
Q10_9 [Team] has quality players. 611 5.75 1.000 -.763 .802
Q10_10 [Team] is a great team. 611 5.87 1.077 -.967 1.140
Q10_11 I do not care whether [Team] wins or loses. 611 4.90 1.626 -.530 -.578
Q10_12 It is very important to me that [Team] reaches the finals. 611 5.41 1.168 -.541 .204
Q13_3 I can feel angry towards my team. 611 3.13 1.654 .250 -1.015
Q13_11 I can be disappointed by my team. 611 4.24 1.446 -.285 -.538
Q13_15 When watching or listening to a game I feel frustrated by my 
team.
611 4.75 1.439 -.463 -.288
Q9_7 An important aspect of my team is the team's theme song. 611 4.88 1.561 -.580 -.259
Q9_8 An important aspect of my team is the team's logo. 611 5.04 1.482 -.772 .385
Q9_9 An important aspect of my team is the team colours. 611 5.72 1.215 -1.048 1.488
Q9_10 An important aspect of my team is the team's uniform. 611 5.44 1.227 -.725 .617
Q9_11 An important aspect of my team is beating the team's main 
rival.
611 5.83 1.244 -1.109 1.169
Q9_12 An important aspect of my team is the team's biggest 
opponent.
611 5.09 1.300 -.518 .226
Q9_13 An important aspect of my team is making it to the finals 
series.
611 6.01 1.063 -1.085 1.152
Q9_14 [Team] has a history of winning. 611 5.18 1.469 -.759 -.016
Q9_15 [Team] has a rich history. 611 5.77 1.163 -.857 .348
Q9_16 [Team] has no history. 611 6.14 1.328 -1.726 2.529
Q10_13 [Team] 's games are exciting. 611 5.67 1.005 -.675 .526
Q10_14 [Team]'s games are entertaining. 611 5.73 .983 -.631 .194
Q10_15 [Team]'s games are enjoyable. 611 5.69 1.034 -.727 .511
Q10_16 It is important that my friends see me as a fan of [Team]. 611 4.64 1.624 -.342 -.611
Q10_17 My friends and family recognise me as a fan of [Team]. 611 5.80 1.259 -1.121 1.158
Q10_18 When someone praises [Team], it feels like a compliment. 611 5.03 1.448 -.624 .138
Q10_19 When I talk about the team, I usually say 'we' rather than 
'they'.
611 5.11 1.617 -.675 -.252
Q13_2 I feel allegiance towards my team. 611 5.41 1.408 -.745 -.002
Q13_5 I believe I am committed to my team. 611 5.30 1.468 -.708 -.172
Q13_7 I am dedicated to my team. 611 5.24 1.515 -.719 -.120
Q13_10 I consider myself devoted to my team. 611 4.98 1.650 -.578 -.501
Q14_4 I would consider myself to be obsessed by my team. 611 3.40 1.877 .287 -1.046
Q14_7 When I think of being a supporter of my team I am proud. 611 5.07 1.579 -.582 -.373
Q11_1 Down-to-earth 611 5.35 1.152 -.484 -.288
Q11_2 Honest 611 5.44 1.061 -.661 .617
Q11_3 Wholesome 611 5.19 1.097 -.363 -.150
Q11_4 Cheerful 611 5.35 1.039 -.244 -.539
Q11_5 Daring 611 5.34 1.166 -.399 -.364
Q11_6 Spirited 611 5.81 1.072 -.844 .397
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Q11_7 Imaginative 611 5.07 1.199 -.296 -.346
Q11_8 Up-to-date 611 5.38 1.197 -.594 .119
Q11_9 Reliable 611 4.93 1.307 -.418 -.217
Q11_10 Intelligent 611 5.23 1.144 -.457 .125
Q11_11 Successful 611 5.32 1.288 -.677 .130
Q11_12 Upper Class 611 4.18 1.486 -.016 -.535
Q11_13 Charming 611 4.79 1.206 -.077 -.366
Q11_14 Outdoorsy 611 5.33 1.184 -.565 .128
Q11_15 Tough 611 5.75 1.121 -.828 .409
Q14_8 I think of my team as a friend. 611 4.53 1.597 -.550 -.251
Q14_9 I love my team. 611 5.29 1.522 -.957 .461
Q14_10 My team makes me feel at peace. 611 4.49 1.515 -.448 -.088
Q14_11 I am captivated by my team. 611 4.73 1.524 -.594 -.004
Q14_12 I feel bonded to my team. 611 4.87 1.516 -.689 .062
Q14_13 I feel attracted to my team. 611 4.72 1.539 -.580 -.044
Q12_1 I have often attended [Team] games live in the stadium. 611 4.65 2.001 -.492 -1.033
Q12_2 I have often watched [Team] games on TV. 611 6.15 1.139 -1.730 3.363
Q12_3 I have often followed reports about [Team]'s players, coaches, 
managers etc. in the media.
611 5.69 1.317 -1.100 1.025
Q12_4 I have purchased a lot of club-related merchandise. 611 4.22 1.845 -.232 -.995
Q12_5 I often wore the clothes and/or logo of [Team]. 611 4.53 1.907 -.454 -.936
Q12_6 I have often participated in discussions about [Team]. 611 5.24 1.460 -.825 .404
Q12_7 I would be willing to defend [Team] publicly, even if it caused 
controversy.
611 5.05 1.405 -.664 .185
Q12_8 I could never change my affiliation from [Team] to another 
professional team.
611 6.01 1.322 -1.468 1.772
Q12_9 I consider myself a committed fan of [Team]. 611 5.87 1.279 -1.235 1.360
Q12_10 I would watch [Team] regardless of which team they were 
playing against at the time.
611 6.10 1.163 -1.608 2.950
Q12_11 I speak favourably of [Team] to others. 611 5.85 1.104 -.747 -.091
Q12_12 I encourage others to attend [Team] games. 611 4.89 1.491 -.479 -.187
Q12_13 I encourage others to support [Team]. 611 5.10 1.407 -.521 -.051
Q12_14 I encourage others to watch [Team] games. 611 5.10 1.404 -.554 .037
Q13_8 Just thinking about my team delights me. 611 4.26 1.669 -.224 -.728
Q13_9 I feel desire for my team. 611 3.95 1.801 -.138 -.960
Q13_12 I get a great sense of enjoyment from my team. 611 4.91 1.510 -.480 -.371
Q13_13 I feel enthusiastic about my team. 611 5.09 1.481 -.581 -.170
Q13_14 Sometimes just seeing my team can be very exciting for me. 611 4.48 1.795 -.409 -.789
Q14_1 I cannot imagine any other team making me as happy as my 
team does.
611 4.81 1.882 -.517 -.818
Q14_2 When thinking about my team I am hopeful. 611 5.13 1.557 -.737 .049
Q14_5 I am passionate about my team. 611 5.04 1.711 -.700 -.351
Q14_6 I take a real pleasure in my team. 611 4.98 1.640 -.619 -.322
Table 4 - Study 5 Transformed Descriptives
Variable N Mean Std. Dev Skew Kurt
NQ9_16 Normal Score of Q9_16 using Blom's Formula 611 -.066 .805 -.987 -.097
NQ12_2 Normal Score of Q12_2 using Blom's Formula 611 -.055 .829 -.802 -.244
NQ12_10 Normal Score of Q12_10 using Blom's Formula 611 -.054 .836 -.773 -.295
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APPENDIX XI. Study 5: Discriminant Validity
Table 5 - Study 5: Discriminant Validity
Latent Variables Tested Model ComparisonDF CMIN p value
1 Attributes Benefits 1 32.589 .000
2 Attributes Team Identification 1 21.263 .000
3 Attributes Brand Personality 1
4 Attributes Brand Love 1
5 Attributes Behavioural Loyalty 1
6 Attributes Word-of-mouth 1
7 Attributes Attitudinal Loyalty 1
8 Benefits Team Identification 1 .001 .974
9 Benefits Brand Personality 1
10 Benefits Brand Love 1
11 Benefits Behavioural Loyalty 1
12 Benefits Word-of-mouth 1
13 Benefits Attitudinal Loyalty 1
14 Team Identification Brand Personality 1
15 Team Identification Brand Love 1
16 Team Identification Behavioural Loyalty 1 1.411 .235
17 Team Identification Word-of-mouth 1 .041 .839
18 Team Identification Attitudinal Loyalty 1
19 Brand Personality Brand Love 1
20 Brand Personality Behavioural Loyalty 1
21 Brand Personality Word-of-mouth 1
22 Brand Personality Attitudinal Loyalty 1
23 Brand Love Behavioural Loyalty 1
24 Brand Love Word-of-mouth 1
25 Brand Love Attitudinal Loyalty 1
26 Behavioural Loyalty Word-of-mouth 1 3.733 .053
27 Behavioural Loyalty Attitudinal Loyalty 1 31.495 .000
28 Word-of-mouth Attitudinal Loyalty 1
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